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Dentists Ask Law 


Putting Burden 


of Proof on Toothpaste Advertisers 


FTC Lacks Facilities 
to Probe Ad Claims, 
House Unit Is Told 


WASHINGTON, July 17—Mem- 
bers of the American Dental Assn. 
today charged the nation’s leading 
toothpaste manufacturers with 
using advertising which is mis- 
leading and detrimental to the 
public. They urged the House sub- 
committee on legal and monetary 
affairs, headed by Rep. J. A. 
Blatnik (D., Minn.), to enact leg- 
islation which would permit fed- 


Standard Test May 
End ‘Tar Derby,’ 
Gwynne Tells Probers 


WASHINGTON, July 18—Federal 
Trade Commission spokesmen con- 
ceded today that the commission’s 
standards for cigaret advertising 
have broken down in_ recent 
months in the face of “what is 
known in Madison Ave. advertising 
circles as the ‘tar derby’.” 

Appearing before a House sub- 
committee which has been study- 
ing the commission’s effectiveness 
in regulating advertising of cig- 
arets, weight reducers and denti- 
frices, FTC officials said the ad- 
vertising code for cigarets operated 
effectively for two years, but a ma- 
jor breakdown occurred after Lor- 
illard launched a campaign in Sep- 
tember, 1957, claiming that Kent 
has less tar and nicotine than oth- 
er brands. 

The breakdown occurred because 
FTC lacked standards for enforcing 
a provision which says no brand 
may claim less tar or nicotine con- 
tent than another unless it has 
competent scientific proof, FTC 
Chairman John Gwynne told the 

(Continued on Page 8) 


Movie Ads Are 
Good (or Bad) as — 
Other Ads: Lipton | 


Universal Ad Head 
Blasts Criticism by Admen 
of Film Industry’s Ads 


Los ANGELES, July 17—The con- 
tinuing criticism of motion picture 
advertising by Madison Ave. is not 
only unwarranted but comes with 
poor grace, David Lipton, ad head 
of Universal International Pictures, 
declared yesterday, speaking be- 
fore Los Angeles high school teach- 
ers attending the second annual 
Accredited Teacher Workshop on 
the Motion Picture Industry. 

He asserted that criticism fails 
to take into account the peculiari- 
ties of the motion picture business. 
Mr. Lipton cited these differences 
from all other industries: 


e Motion pictures make news and 


jlege of Virginia, 


(Continued on Page 79) 


eral agencies to control “reckless 
claims in advertising.” 


= Dr. Ralph E. Creig, member of 
the ADA’s council on legislation, 
said the government “is complete- 
ly justified in requiring a high 
standard of responsibility from 
industry” in regard to advertising 
claims, and urged the adoption of 
“legal remedies and procedures 
which would shift the burden of 
proof from the government to the 
advertiser.” 

“The burden of demonstrating 
the validity of therapeutic claims 
in advertising belongs morally, 
ethically and logically with the 
party asserting them,” he said. 
“The current concept that such 
claims must be considered true 
and unchallengeable until dis- 
proved by the public is fallacious 
and demonstrably ineffective.” 

He said the association feels the 
Federal Trade Commission “does 
not have the facilities to evaluate 


\the claims of dentifrices, let alone 


the claims for the thousands of 
proprietary drugs which are being 
marketed today. It is hopeless and 
naive to expect the small scientific 
staff of the FTC to establish the 
truth or falsity of every claim 
which the advertisers, by whim 
or otherwise, feel like making.” 

Dr. Creig suggested advertisers 
might be made to show scientific 
proof for disease-curing claims by 
having a regulatory body establish 
requirements similar to those now 
applied by the Food & Drug Ad- 
ministration in determining the 
safety of drugs. 


= Dr. Harry Lyons, dean of the 
school of dentistry, Medical Col- 
attacked the 
three major advertising themes of 
toothpaste manufacturers—stop- 
ping tooth decay, ending “bad 
breath” and once-a-day brushing. 

‘Dentists ... would welcome a 
dentifrice that could prevent or 

(Continued on Page 75) 


Rubicam Urges 
Toned-Down Sell 


on Newscasts 


Cuicaco, July 18—Ray- 
mond Rubicam, retired 
founder of Young & Rubi- 
cam and one of advertising’s 
alltime great creative men, 
today wired ADVERTISING AGE 
from his summer home in 
Boothbay Harbor, Me.: 

AMERICAN ADVERTISERS AND 
AMERICAN FREE ENTERPRISE 
WILL INCREASE RESPECT FOR 
THEM WITH AMERICAN PUBLIC 
IF THEY WILL MODIFY SENSA- 
TIONAL HARD-SELL COMMER- 
CIALS ABOUT TRIVIALITIES ON 
NEWS BROADCASTS AT THIS 
TIME OF WORLD CRISIS. THEY 
WILL ALSO INCREASE RESPECT 
FOR AMERICA FROM FOREIGN- 
ERS WHO LISTEN TO SUCH 
BROADCASTS. AND THEY MIGHT 
EVEN SELL MORE GOODS. 

RAYMOND RUBICAM. 


MAGICAL NEW FLUORIDE TOOTH PASTE 


Saves Your leeth 
from Decay 


BY PREVENTING CAVITIES FROM FORMING! 


ATTACKED—The American Dental 

Assn. has termed this Super Amm- 

i-dent ad “a clear example of false, 

misleading and deceptive adver- 

tising,” at the House subcommittee 
hearing. 


‘Picayune Yields 
on Stations, Rates 
in Item’ Purchase 


Forced Combination Rates 
Out for Decade 
If ‘Item’ Is Kept or Not 


WASHINGTON, July 16—Justice 
Department officials agreed to let 
owners of the New Orleans Item 
sell out to the Times-Picayune 
Publishing Co. 

But, before approving the deal, 
the government and the publishers 
entered into a unique agreement 
which restricts some activities of 
the Times-Picayune and offers one 
last possibility that the Item may 
remain in business. 

Under the agreement, the Times- 
Picayune promises to resell the 

(Continued on Page 75) 


AA Finds Shops with 
Heavy Goods Billing 
Ailing, Others Cheery 


Cuicaco, July 17—About 60% 
of the nation’s top-billing con- 
sumer and _ industrial agencies 


well as or better than they did a 


| year earlier, a survey by ADVER- 


TISING AGE reveals. 
Almost two-thirds of the agen- 
cies expect to do better in the 


Compute Costs by 
Quarter to Profit, 
Rubel Tells Agencies 


CuicaGo, July 17—To get a rea- 
sonable profit from all accounts, an 
agency should forecast billing and 
income, salary cost and expense on 
a quarterly basis—and in the case 
of a small agency on a monthly 
basis—according to Ira Rubel in 
his monthly directed to agency 
management, “The Rubel Service.” 

“Strangely and unfortunately 
few agencies know for certain 
which of their accounts are prof- 
itable and which are not,” Mr. Ru- 
bel says. “For some accounts, of 
course, one can determine at a 
glance that they are profitable or 
unprofitable; but few accounts fall 
readily into either of these cate- 
gories without careful eost analy- 
sis. We have found, not infre- 


|quently, that ‘indefinite’ financial 
|difficulties—the kind acknowl- 
,edged by the phrase ‘something’s 
| wrong somewhere’—were traceable 
to actual operating losses on ac- 
counts which had always been 
| considered undoubtedly profitable. 

“It is nearly impossible to deter- 
mine what actual figures are for 
individual accounts so long as the 
agency attempts to operate on the 


(Continued on Page 78) 


Last Minute News Flashes 


Firestone Shifts Two Divisions from Grey \ 

New York, July 18—Grey Advertising Agency will cease handling | Hairdressers & Cosmetologists 
the Velon and Exon divisions of Firestone Tire & Rubber Co. effective | 458". has filed a protest with the 
Nov. 1. The agency said, however, that it would continue to handle | Federal Trade Commission, charg- 
Firestone’s Foamex division. According to Grey, Firestone “agreed to | '"8 that Max Factor & Co. adver- 
this realignment as mutually beneficial in view of the changes in ad- | 48ements for Natural Wave contain 


vertising approach which required 


more direct local contact.” 


during the first half of 1958 did as | 


60% of Agencies Not 
Hurting in Recession 


|second half of 1958, and about 
| two-thirds of them expect the en- 
tire year to be as good or better 
{than last year. 

| None of the agency executives 
interviewed by ADVERTISING AGE 
looked for 1959 billings to be any 
lower than this year, but many 
declared it still is too early to do 
jany predicting. Among those who 
discussed next year’s possibilities, 
comments ranged from “We're 
cautiously optimistic...” to “It 
should be an exceptionally good 
year.” 

Just as the recession cyclone 
has hit heavily in some industries 
while brushing by others, so the 
fortunes of the agency business 
depended a great deal on who the 
clients happen to be: 


e Those relying heavily on pack- 
age goods clients reported good 
billings this year. 


e Agencies with clients in the 
heavy industry and automotive 
fields were hit with cutbacks and 
feel their future rests with the 
future of those industries. 


® Most big advertisers outside 
the depression-hit industries did 
little or no budget cutting, admen 
said. It was the smaller clients— 
less able to take chances—who 
pulled in their horns when the 
economic picture darkened. Many 
clients who announced heavy 
cuts in the ad budgets at one time 
have since reinstated the allow- 
(Continued on Page 78) 


Hairdressers 
Hit Factor Ads 


in FTC Complaint 


NHCA Also Protests 
Natural Wave Claims in 
Letters to Media, Groups 


NEw York, July 17—National 


false and misleading claims. 


| The same association has mailed 


Serta to Move to Tatham-Laird from EWRR 


CuHiIcaGo, July 18—Serta Associates will announce Monday the ap- 
pointment of Tatham-Laird, Chicago, to handle advertising of its na- 
tionally distributed line of bedding, effective with the spring, 1959, 
campaign. Erwin Wasey, Ruthrauff & Ryan is the present agency. 


|a press release containing similar 
|charges against Factor to some 20 
| organizations and publications, in- 
| cluding National Broadcasting Co., 
American Newspaper Publishers 
Assn., Federal Communications 


‘ Commission, American Assn. of 
Andrea Radio Shifts from Dowd Agency to POCR | iasetdne aman Wasines) 
New York, July 18—Andrea Radio Corp. has moved its advertising| Ascn of Broadcasters, National 


account from Dowd, Redfield & Johnstone to Peck Advertising Agency. | 
Stanford Hirschberg, exec vp at Peck, has been named account ex- 
ecutive. 


John Louis Jr. Leaves NL&B for S. C. Johnson Post 


Cuicaco, July 18—John J. Louis Jr. has resigned from Needham, 
Louis & Brorby and will join S. C. Johnson & Son Aug. 4 as advertis- 
ing and public relations director of the company’s international divi- 
sion. Mr. Louis has been an account executive on Johnson at NL&B 
for seven years and a member of Johnson’s executive staff committee 
since 1955. 


Better Business Bureau and Amer- 
ican Weekly. 

In Hollywood, an officer of Fac- 
tor told ADVERTISING AGE the com- 
pany knew nothing about any com- 
plaint to the FTC. “This is all news 
to us,” he said. He added that it 
was unfortunate that the associa- 
tion would take such action with- 
out notifying his company. 

The professional beauticians 

(Continued on Page 79) 


(Additional News Flashes on Page 79) 
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‘Broadcasting Must Change with the Mores’... 


TV Liquor Ad Ban Is 
‘Pusillanimous’: Celler 


America. 
| Mr. Fellows obviously was not 


Code, Liquor Men for \seeking such a reply when he 
|sent Rep. Celler a polite note last 


Allowing Restriction month proudly referring to a new 


16—The| brochure containing an up-to- 
industry’s 


Congressman Hits NAB 


WASHINGTON, July 
chairman of the House judiciary|date copy of the tv 
committee declared today that he/code of practice. 
doesn’t see why the tv industry; Instead of a note of approba- 
and the distilling industry are so| tion, Rep. Celler promptly wrote 
proud of their “voluntary” codes) back, “How can television deny 
to keep liquor advertising off the| the advertising of a legal product 


air. 

In a letter to Harold Fellows, 
president of the National Assn. 
of Broadcasters, Rep. Emanuel 
Celler (D., N. Y.) said the codes 
are “timid and _ pusillanimous,” 
and are certainly out of line with 
the mores of life as it is lived in 


a 


Burton Durkee 


Durkee Resigns 
Chrysler Post; 


Rejoins Botsford 


PORTLAND, OreE., July 16—Burton 
R. Durkee, since 1955 director of 
advertising and sales promotion for 
Chrysler Corp.’s Chrysler and Im- 
perial division, will resign Aug. 15 
to join Botsford, Constantine & 
Gardner’s Portland, Ore., office as 
exec vp and Portland office man- 
ager. 

The switch will be a homecom- 
ing for Mr. Durkee. He served with 
Botsford, first in Portland and 
later in San Francisco, from 1936 
to 1945. 

He originally left Botsford to 
join William H. Weintraub & Co., 
New York (now Norman, Craig & 
Kummel), as account supervisor on 
the Kaiser-Frazer account. Subse- 
quently he became manager of 
Weintraub’s Detroit office. Then, 
after a stint with Maxon Inc., De- 
troit, as supervisor on the Gillette 
and Packard accounts, he joined 
Chrysler in 1955 as director of ad- 
vertising and sales promotion, the 
post he is now resigning. 


# C. E. Briggs, general manager 
of the Chrysler and Imperial divi- 
sion, lauded Mr. Durkee as “one 
of the outstanding men in the ad- 
vertising business [who] has made 
very important contributions to the 
progress of this division ever since 
he joined the company.” 

He noted that “Mr. Durkee has 
an excellent business opportunity 
in the West... It is understandable 
that he has decided to accept it, 
and we wish him all the best.” Mr. 
Durkee’s successor will be named 
by Aug. 15, Mr. Briggs added. 

In Portland, Mr. Durkee will re- 
place Bryce Spruill, who has been 
Botsford’s Portland manager. and 
is now taking on new duties in 
account handling and business de- 
velopment. Mr. Spruill will con- 
tinue as a director of the agency. + 


|'which is carried in newspapers 
| and magazines? Our magazines 
and newspapers are brought into 
|so-called dry territory. Thus, if 
| you offer the argument that tele- 
| casts or broadcasts would seep 


not wash. 


. “You demand good taste and 
discretion in beer and wine ad- 
(Continued on Page 77) 


Print Ads Herald 
Bow of Old Gold's 
New ‘Spin Filter’ 


New York, July 16—P. Loril- 
| lard Co., setting a furious pace in 
| the tobacco world, this week an- 
nounced still another new devel- 
opment—a “spin filter’ for Old 
Gold filter cigarets. 


urday Evening Post heralded the 
new filter, which is already in na- 
tional distribution. 

Lorillard said its new filter 
forces the smoke to “travel a spi- 
raling and circuitous route prior to 
emerging from the tip.”” The com- 
pany has filed patent applications 
on the filter. 

Copy announcing the new filter 
proclaims: “You get less tars and 
nicotine than before—yet the true 
tobacco taste comes through, cool 
and mild.” 

Lorillard said it decided to de- 
velop the new filter after taking a 
market survey which showed there 
is a “floating” market of 11,000,- 
000 filter smokers who had not 
been sold yet on a particular brand 
—they hop from one to another. 


s The company said the announce- 
ment of the new filter was held 
up until national distribution was 
complete at the retail level. The 
“spin filter” has a gold-color cork- 
like tip. The Old Gold filter pack-— 
age, while it carries the “spin fil- 
ter” cigarets, has no marking on 
it to indicate the change. 


use the theme: “Best taste yet in 
a filter cigaret.” 


LORILLARD HIKES ADS; 
SEES KENT NO. | FILTER 

New York, July 16—Lorillard 
advertising expenditures may top 
the $30,000,000 mark this year. 

The company, which spent only 
$14,800,000 in 1956, hypoed its pro- 
big push behind Kent. 1957 ex- 
000,000, and advertising has been 
stepped up sharply again this year. 

Lorillard is also bullish these 
days about Kent’s ability to be- 
come the nation’s top-selling filter 
cigaret. A company marketing ex- 
ecutive told ADVERTISING AGE today 
that he believes Kent will be out- 
selling Winston by the end of the 
year. 

In 1957, Kent sales shot up 316%, 
but it still ranked as only the 
fifth selling filter, behind Winston, 
Viceroy, L&M and Marlboro. 

Lennen & Newell handles all 
Lorillard advertising. 


The introductory campaign will | 


into dry areas, your argument will | 


‘They Let Us Gather They Were Creative’... 
Desire for Bigger Shop Causes 
Standard-Triumph Shift to DCS&S 


Pages in Life, Look and The Sat- | 


motional efforts last year in the| 


penditures were in excess of $20,- | 


SILENT SPOKESMEN—Polaroid Corp. touts its ad in Life, July 14, as a 


“radical departure” because of its near-typeless message. But its 

minute, logo and film package with “Polaroid” makes it wordy in 

comparison to the C. F. Hathaway Co. ad placed in The New Yorker, 

April 19, 1956, by Ogilvy, Benson & Mather. Doyle Dane Bernbach, 
New York, prepared the Polaroid ad. 


LaRoche, C&H Are Losing 
Finalists as Account 
Moves Out of Gore 


New York, July 15—To no one’s 
great surprise, Standard-Triumph 
|Motor Co. today dropped Gore 
|Smith Greenland Inc. and named 
Doherty, Clifford, Steers & Shen- 
field to handle its advertising, ef- 
fective Aug. 15. 

Standard-Triumph, subsidiary of 
Britain’s Standard Motor Co., im- 
ports and distributes the Triumph 
| sports car (the TR-3) and the Tri- 
umph sedan and estate wagon. It is 
the largest advertiser in the foreign 
ear field, with a current annual 
budget of $750,000. 


The move was not unexpected. It 
has been rumored widely here for 
several months, with recurring sto- 
ries of the “personality conflict” 
between Chester Gore, head of the 
agency, and Guy Fox, Standard- 
Triumph exec vp in charge of sales. 

The Doherty, Clifford selection 
was made several weeks ago but 
awaited official approval, from 
England. This arrived last Friday. 
Mr. Fox is now in England. An- 
nouncement of the agency change 
was made here by Alan F. Bethell, 
president of Standard-Triumph. 

Mr. Bethell attributed the ac- 
count shift to a desire for “the 
wider range of services available 
in a larger agency.” Doherty, Clif- 


(Continued on Page 38) 


New Coffee Can, 
5-Media Push Mark 
Webb's 75th Year 


Cuicaco, July 16—Thomas J. 
Webb Coffee Co. is celebrating its 
75th anniversary this month with 
a $250,000 advertising campaign 
centered on a new can and 6,000,- 
000 reduced-price coupons. 

The 12-week campaign got un- 
der way with the introduction of 
a new copper can, trimmed in 


8 Boia ie Seednn ts eer ot 
WINNER—With four-color newspa- 
per ads, like this page in the Chi- 
cago Tribune, Webb has combined 
its new package announcements 
with a coupon offer. It’s part of a 
three-month campaign currently 
focused on Webb’s 75th anniver- 
sary. 


white and blue. The coupons are 
placed inside cans of Webb coffee 
—good for 7¢ off the next can in 
the 1 lb. tin and 15¢ off in the 2 
lb. tin. 

A color page in the Chicago 
Tribune, showing a woman with 
the new can _ proclaiming “I 
was first,” kicked off the adver- 
tising. The ad also ran in the 
other three Chicago dailies, as 
well as in several Wisconsin 
newspapers. 

Small space newspaper ads, 
seven painted bulletins, 300 rear 
bus signs and spots on four radio 
and two tv stations in Chicago 
are being used to promote the 
birthday drive and coupon offer. 


= In some newspaper ads, women 
are asked to compose couplets 
|beginning with the word “good” 
land describing Webb coffee. (It is 
advertised as “the good, good 
good coffee.”) Winners get their 
pictures in future ads. 

The company was founded in 
Chicago in 1883 by Thomas J. 


i} Webb, a local politician. In 1954 


it was purchased by Continental 
Coffee Co. Lilienfeld & Co., Chi- 
cago, is the Webb agency. # 


Geyer Advances Four 

Geyer Advertising, New York, 
has elected Daniel A. Packard, vp 
and marketing director in Detroit, 


‘land Ray J. Mauer, vp and assist- 
‘jant creative director, to its board 


of directors. Geyer also has elected 
L. C. MacGlashan and Wright No- 
dine vps. Mr. MacGlashan is ac- 
count manager on the automotive 
division of American Motors Corp. 
Mr. Nodine is an account manager 
on the Boyle-Midway division of 
American Home Products and Jo- 
seph Burnett division of American 


Home Foods. 


Packard Comes 
to End of Trail; 
‘Brand Will Die 


Make Was Advertiser 
56 Years, but Sales 
in ‘57 Slid to 5,189 


| SoutH BeEnp, July 16—Some 
|time this year, officials of Stude- 
baker-Packard Corp. are expected 
to don sackcloth and ashes when 
they announce the demise of the 
Packard auto—an illustrious name 
on the American automobile scene 
for 59 years and a national adver- 
tiser for 56 of those years. 

Although S-P refuses to confirm 
or deny that Packard is dead, sales 
figures prove conclusively that 
the car’s sales suffered a severe 
illness in 1954, when the Packard 
Motor Car Co. and Studebaker 
Corp. were merged, and the 
ailment has grown progressively 
worse since then. 

In 1953, the last year of Packard 
Motor Car Co., 71,079 cars were 
sold. In 1954, the first year of 
Studebaker-Packard, the number 
of Packards sold dropped sharply 
to 38,396. 

Things took a turn for the better 
in 1955, when consumers purchased 
52,103 Packards, but in 1956, the 
number nosedived to 28,396. Last 
year, only 5,189 Packards were 
sold—the poorest sales year since 
before 1922. 


s The first Packard car was built 
on Nov. 6, 1899—the work of 
James Ward Packard, a dissatisfied 
Winton car owner. “A _ single- 
(Continued on Page 80) 


Publishers Face 
50%-100% Hike on 
Mailings Abroad 


Canada Mailers Hit 
Hardest; Postal Men 
Blame International Pact 


WASHINGTON, July 16—Postal 
officials are following the steep 
increase in domestic postage rates 
with a series of adjustments on 
international mail which would 
raise rates by a minimum of 50% 
on “1ewspapers, magazines and 
printed matter shipped outside 
the U.S. 

The impact of the proposed 
rates depends on the mailing pat- 
tern of the publication, but for 
small magazines mailed into Can- 
ada the increase is more than 
100%, and for newspapers and 
Magazines sent to Latin America 
the proposed rate would be 13%¢ 
per lb. compared with an existing 
rate of roughly 8¢ per Ib. 

Postal officials claim the ad- 
justments are needed to maintain 
a satisfactory relationship between 
domestic and international rates, 
as required by the Universal Post- 
al Union. However, spokesmen for 
the publishing industry say such 
stringent increases are not re- 
quired to comply with treaty 
obligations, and that in any event 
they are contrary to the best 
interest of the U.S. since they 
will curtail distribution of Ameri- 
can publications abroad. 


= Because of complicated treaty 
arrangements governing interna- 
tional rates, several individual 
adjustments are being made. 
Canada and Mexico: 
1. Airmail and letters pay the 
current domestic rate; so effective 


(Continued on Page 77) 
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Pan Am Boosts 
Boeing Clippers 
as Pure Jets’ 


; New York, July 16—Pan Amer- 
ican World Airways, the leading 
transatlantic carrier, this week 
opened what it called “the largest 
and most concentrated single pro- 
motion in the history of air trans- 
port” to announce the start of jet 
service to Europe. 

A color spread in the August 
Holiday and July 21 Life heralded 
the news: “Pan American starts 
first jet service to Europe this fall.” 

Color spreads also will run in 
National Geographic, The New 
Yorker, New York Times Maga- 
zine, Saturday Review and Sunset. 
Sports Illustrated and Time are 
carrying b&w pages. 

Pan Am said it will announce 
its newspaper campaign later. 


® Dominating all the ads is a pic- 
ture of the Boeing 707 jet that the 
airline will put into service in No- 
vember. Pan Am is calling the 
plane its Jet Clipper, describing it 
as “the most thoroughly flight- 
tested aircraft ever to enter com- 
mercial service.” 

The campaign stresses the 707’s 
speed. Announcement ads point 
out that the jet clipper will make 
the New York-to—London run in 
six and one-half hours, compared 
to nine and one-half hours for tur- 
bo-prop planes and 11 hours for 
piston-powered aircraft. 

The Pan Am campaign also 
works hard at distinguishing the 
jet from turbo-prop craft such as 
the British-built Viscounts and 
Britannias. Copy says: 

“Pan Am’s Jet Clippers are the 
first transatlantic jet airliners. 
They are pure jets, a major ad- 
vance over turbo-props. Four mas- 
sive jet engines give you beauti- 
fully quiet, vibration-free comfort 
at 600 mph. Jet Clippers offer the 
finest, fastest service. No increase 
in minimum fares. Coming: Jets 
to Latin America, the Pacific and 
‘round the world.” 

J. Walter Thompson Co. 
agency. + 


is the 


Toni's Pink Pamper 
Shampoo Bows; TV 


Drive Is Planned 
CuIcaco, July 16—Toni Co., a di- 


PAN AMERICAN STARTS FIRST JET 


The No. | airline across the Atiantic 
wercomes you fo a magrc wortd of revel! LONDON 
Faces os low at *45.3" round tip t@ London, 6 HOURS 
408" (© Paris. haity trom Mew Voss. 9 
PARIS 7 hrs 
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REAL JET—This Life spread opened 


its new Boeing jets. J. Walter Thompson Co. is the agency. 


PAN AMERICAN 
OF SEPER Ewe RS ame 


Pan American’s drive to promote 


Corn Products-Best Foods Merger 
Creates $20,000,000 Ad Colossus 


Product Assignments 
May Shift Among Nine 
Agencies Now Involved 


New York, July 16—A new 
giant in food marketing will be 
created by the proposed merger 
of Corn Products Refining Co. 
with Best Foods Inc. 

The two companies announced 
today that they had reached pre- 
liminary agreement to combine 
forces. Final plans for the merger 
will be completed within the next 
few months and then submitted 
to stockholders for approval. 

If the merger goes through, 
Best Foods is expected to become 
a division of Corn Products. 

Annual sales of Corn Products 
are currently around $495,000,000. 
Best Foods does a $115,000,000 
annual volume. 

While Corn Products is four 
times as large as Best Foods, the 
latter has had more experience as 


a marketer of consumer package | 


goods. 

The Best Foods product lineup 
includes Hellmann’s and _ Best 
Foods mayonnaise, french dressing 
and sandwich spreads; Skippy 
peanut butter; Nucoa margarine; 
Fanning’s bread and butter pick- 
les; H-O oats and H-O cream 
farina; Presto cake flour; Rit 
fabric dyes and Shinola polishes. 


= Corn Products, the world’s 
largest manufacturer of products 


vision of Gillette Co., is introducing |made from corn, has deliberately 
its new Pink Pamper shampoo with |expanded its consumer marketing 


a point of purchase display offer- 
ing—during a two-month period— 


the shampoo, plus a free plastic 
bottle, for 60¢. 

A tv campaign promoting the 
new product is scheduled to start 
in early September. 

Pink Pamper shampoo is planned 
to replace Toni’s present Pamper, 
which is an amber color. The new 
version not only has a new color, 
but also a new formula, and it has 
been packaged in a new oblong 
glass bottle with a triangular label, 
Toni says. It is available in three 
sizes: 1% oz. at 35¢; 3% oz., 60¢, 
and 7 oz., $1. 

Clinton E. Frank Inc., Chicago, 
is the agency. + 


operations over the past few years 
in recognition of the higher profit 
potential available in package 
goods. Consumer package products 
now account for 39% of its sales 
dollar, compared to 23% only a 
few years ago. 

In a series of purchases in 1954 
and 1955, the company acquired 
Bosco chocolate milk amplifier, 
|/Kasco dog food and NuSoft fabric 
softener. Its old standbys include 
Karo Syrup, Mazola corn oil and 
|Argo, Linit and Niagara starches, 
|It makes 450 industrial products 
and operates major plants in 18 
other countries. 

The merger would bring to- 
gether two companies each spend- 
ing around $10,000,000 annually 
on advertising. 


s They use nine different ad- 
vertising agencies in this country. 
Corn Products splits its accounts 
jamong C. L. Miller Co.; Donahue 
|& Coe; McCann-Erickson; House 
of J. Hayden Twiss and Robert 
|Otto & Co. Best Foods is a client 
of Dancer-Fitzgerald-Sample; Sul- 
livan, Stauffer, Colwell & Bayles; 
Guild, Bascom & Bonfigli and 
Foreign Advertising & Service 
Bureau. 

Corn Products officials said to- 
day no thought had been given 
yet to any changes in agency 
product assignments. However, 
observers here believe a realign- 
ment is quite likely once the merg- 
er goes into effect, bringing with 
it coordination of advertising of 
the various product lines. + 


Consumers Foresee Better Economic Future, 
but They’re Less Sure of Own, Study Shows 


Ann Arsor, Micu., July 17— 
Consumers have regained some 
optimism about the U.S. economic 
situation in the past few months. 
They don’t fear a 1930s-style de- 
pression, and they expect things 
to look much brighter a year from 
now. 

On the other hand, consumers 
have a dimmer view of their own 
personal situations: unemploy- 


™ ment apprehensions are still 


strong, and plans to buy major 
durable goods are being postponed 
for the present. 

This is the picture that emerges 
from the newest “Consumer At- 
titudes and Inclinations to Buy” 
study conducted by the University 
of Michigan’s survey research cen- 
ter in late May and June. 


s The outstanding findings of the 
study are as follows: 


e Over-all consumer sentiment 
about the national economic scene 
and inclinations to buy were sub- 
stantially the same in June, 1958, 
as in December, 1957. In view of 


strong evidences of deep consumer 
pessimism between those dates, 


however, an upswing in optimism 
must have taken place. 


e Consumer apprehensions about | 
a serious depression are virtually | 
unchanged from December, 1957. 
58% of those queried then said a 
big recession will not or cannot | 
happen again while 56% felt that) 
way in June, 1958. The underlying 
feeling of confidence and security, | 
characteristic of the past decade, | 
has not been seriously impaired by 
economic developments of the past | 
nine months. 


e While people’s notions about the | 
kind of business conditions which | 
will prevail for the next 12 months 
are not favorable (only 44% now 
expect good times for the next} 
year compared with 54% last 
December) a substantial number | 
of people (32%) expect conditions 
to be “better than now” after mid- 
1959. In December, 1957, only 16% 

felt that way about the correspond- 

(Continued on Page 45) 
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Rating Hypo ‘Cures’ 
Bring on New Maladies 


Secret, Cumulative Polls | Purveyors was the result, not of 


May Yield to Qualitative 


any crusade by stations or adver- 
tisers, but of the pressure of com- 


Measurement—lIf & When petition—in a word, Nielsen. 


(This is the last of three articles 
discussing the problems of improv- 
ing radio and television ratings 
through special promotions. The 
first article appeared July 7; the 
second ran in the July 14 issue.) 


CuicaGo, July 15—It is a para- 
dox of the rating week promotion 
problem that the recent flurry of 
reforms instituted by the ae 


KMT\V TV C Calls On Air 
Plugs Best Booster, 
Ends Newspaper Ads 


OMAHA, July 15—Station 
KMTV here says it has achieved 
better results with its own on-the- 
air promotion in building up audi- 
ence during rating week than with 
heavy newspaper space advertis- 
ing. 

Owen Saddler, exec vp and gen- 
eral manager of KMTV, said he 
cut out all special rating week ads 
and stepped up his own on-the- 
air promotion during the Ameri- 
can Research Bureau’s rating 
week of May 12-18 to test his the- 
ory. 


® During that week, he said, 
KMTV’s over-all share of audi- 
ence increased in almost 90% of 
its program hours. In the Monday 
through Friday period the in- 
crease from sign-on to noon went 
from 46.7 in February to 51.1 in 
May in the ARB ratings. In the 
6 p.m. to midnight area, May was 
up from 32.9 to 33.5. The over-all 
share of audience for the entire 
programming day was up from 
35.9 to 36.1. 

During the same rating period, 
Mr. Saddler said, Omaha’s two 
other tv stations lost audience, de- 
spite increased ad linage in the 
city’s lone newspaper. 90% of the 
linage by the other two stations 
concentrated on the 6 p.m. to mid- 
night programming, he said. 


es “I have felt for a long time 
that we [tv] can sell better than 
any other medium,” Mr. Saddler 
said, ‘“‘and this experiment in can- 
celing our newspaper advertising 
during the highly important rat- 
ing week was done to prove that 
point. In the future, KMTV plans 
to devote more time to improving 
our own tv audience promotion 
and creating our own additional 
audience.” # 


Trrout—The lower left unit can be 

used by the customer to polish his 

| glasses before buying in this dis- 

play for Lens-Brite, a new prod- 

uct being given national distribu- 

tion by H. A. Sparke Co., Shreve- 
port, La. 


From that standpoint, it is 
largely true that the cure for the 
inflated rating preceded, and ac- 
tually stimulated, the complaint. 
It worked this way: 

About four years ago, A. C. 
Nielsen Co. entered the local ra- 
dio and tv ratings field with its 
Nielsen Station Index (NSI), in 
which, while depending largely on 
diary sampling, it tried to carry 
over into the local markets the 
largely continuous measurement 
provided nationally by its Audi- 
meters. 

As was pointed out earlier, NSI 
has not entirely achieved this. 
Nevertheless, it has been able to 
offer eight-week measurements in 
every one of its markets at least 
twice a year, and this has been 
enough to put the other services 
on the spot. 


= Not that Nielsen has been con- 
tent to leave it at that. From the 
beginning the research company 
has used the threat of pro- 
motion-induced rating irregulari- 
ties to help sell the importance of 
multi-week measurement. This 
vignette from a Nielsen newslet- 
ter of last October is typical: 

“It was last December—the first 
week of the month. A late-eve- 
ning film show in New York, with 
a lot of promotional steam behind 
it, racked up a 16% rating. 

“This was a far cry from the 
10.6% rating the week before. 
Both ratings were correct enough. 
But neither week was typical for 
the commercials which the show 
was carrying... 

“That’s why the time buyer 
needs the average condition for 

(Continued on Page 22) 


‘Mad Show’ Offers 
Prime TV Time 


to Small Sponsor 


Weaver, ABC-TV Aim 
at Flexibility for 
Programming, Ads 


New York, July 17—If ABC 
Television succeeds in selling ad- 
vertisers on Pat Weaver’s “Mad 
Show,” prime evening network tv 
will be opened up to 20-second 
announcements for the first time 
on a regular basis. 

Ballyhooed as the first program 
created by Mr. Weaver since he 
left NBC, this hour telecast, which 
will feature a permanent cast of 
two comedians plus their stooges, 
is penciled in the fall schedule for 
Mondays at 7:30 p.m., EST. The 
program is not expected to bow 
unless it is at least 60% sold. 

The show was designed to at- 
tract new and modest-budget ad- 
vertisers to tv and to give big 
companies more tv exposure for 
their products at low cost. The 
price of admittance to the sponsor 
lineup, which can accommodate 
15 advertisers, is approximately 
$10,587 per week, time and talent. 
A minimum buy of 13 weeks 
would cost less than $138,000. 


@ Mr. Weaver and ABC-TV ex- 
ecutives have offered the program 
to several agencies. At this writing 
nobody has signed yet, but the 
network points out that there are 
still a couple of selling months 


(Continued on Page 80) 
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Purex Corp. Switches Ad Stress from 
TV to Magazines and Comics Sections 


Sourn Gare, Cau., July 15— 
Purex Corp., which has been a 
heavy user of network tv since its 
emergence as a national advertiser 
in 1953, will concentrate its ad- 
vertising in magazines and comics 
sections in its coming fiscal year. 

Although out of tv “for the time 
being,” a limited amount of spot 
tv will be used in special market 
situations. 

Asked why the change from tv 
to print, Leslie C. Bruce, director 
of advertising, told AA, “The shift 
in emphasis from network tv to 
print results from anticipated in- 
creased marketing pressure on in- 
dividual brands and a need to 
maintain maximum competitive 
flexibility.” 

Last year Purex spent slightly 
less than $4,000,000 to advertise its 
various products. This year’s budg- 


| et will be about the same, or slight- 
| ly larger. It covers Sweetheart 
soap; Beads ’O Bleach, a dry 
bleach; Purex liquid bleach; Dutch 
|Cleanser; Trend detergent; Blu- 
| White, and Wrisley soaps and toi- 
| letries. 


# Plans for Wrisley, acquired just 
last month, are not yet definite. 
The Wrisley line is sold in both 
food and drug outlets. Purex sales- 
men will take over food store 
sales, with the Wrisley sales or- 
ganization continuing to handle 
drug outlets. 

Magazine schedules will be con- 
centrated in Life and Look, with 
the latter carrying the ad of some 
Purex product in every issue. Ads 
for all products will be full-color 
pages or spreads, with the excep- 


tion of those for Trend, which will 


be half-pages in two colors. 
Puck—The Comic Weekly and 
the Metro Sunday Comics Network 
will carry the major share of ads 
scheduled for their medium. 


= Mr. Bruce announced the ad 
plans at the company’s final an- 
nual sales management conference 
held last week at Rancho Santa Fe. 
The four-day conference was con- 
fined to sales executives and held 
as a means of giving advanced 
training to key personnel, inform 
them of future plans, and to give 
the executives a feeling they are 
part of a unified growing team. 

Purex has added and acquired 
several new products in recent 
years, and this was the first such 
combined meeting of top sales per- 
sonnel for all products. 

Speakers at the conference in- 
cluded Fairfax Cone, Foote, Cone & 
Belding, and Edward H. Weiss, Ed- 
ward H. Weiss & Co., whose agen- 
cies handle Purex products, and 
Andrew Heiskell, publisher of 


Life. + 


WILLIAM DOUGLASS 
Branch Manager, 
Seattie Sales Branch 

H. J. HEINZ COMPANY 


“Tacoma is an important market 
and must have localized coverage”’ 


“The Tacoma trading area is not a part of the adjoining Seattle 


market,” says Mr. Douglass. “The Tacoma market is separate, 
distinct and important, not affected by Seattle promotions. 


“It is worth our time and energy to carry on merchandising 


efforts in the Tacoma market, and to get our share of business 


in this rich area, we consistently advertise Heinz products in 


the Tacoma News Tribune.” 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAW YER-FERGUSON-WALKER COMPANY, Inc. 


New York + Chicago + Philadelphia + Detroit + Atlanta + Los Angeles * San Francisco * Seattle 


Toothpaste ads are misleading, American 
Dental Assn. charges, asks House sub- 
committee for legislation to control 
“reckless claims in advertising” .Page 1 


Agencies can get a reasonable profit on all 
accounts if they forecast billing and in- 
come, salary cost and expense on a 
quarterly basis and know which ac- 
counts are profitable or not, Ira Rubel 
Says .... Page 1 


New Orleans Times-Picayune is allowed to 
buy Item in agreement with government 
in which forced combination rate on 
States and Times-Picayune is dropped 
for a d d Page 1 


TV ban on liquor ads is “pusillanimous” 
and out of line with the mores of 
American life, Rep. Emmanuel Celler, 
chairman of the House judiciary com- 
mittee, tells NAB head Harold Fel- 
lows 


A S6-year advertiser, the Packard car, 
comes to the end of the trail as drop- 
ping sales make it likely that Stude- 
baker-Packard will discontinue the 
make some time in the future ...Page 2 


Standard-Triumph Motor Co., looking for 
a bigger agency to handle its account, 
switches from Gore Smith Greenland 
Inc. to Doherty, Clifford, Steers & Shen- 
field, effective Aug. 15 


P. Lorillard launches Old Gold with a 
new spiral filter, in which the smoke 
comes out, according to the company, 
with less tar and nicotine, but with 
the tobacco taste still intact ..Page 2 


rates will face publishers with mailing 
costs increasing from 50% to 100% Page 2 


Pan American World Airways launches 
“biggest ad campaign in air transport 
history” to promote its new ‘“‘pure’’ jet 
service across the Atlantic ............. Page 3 


A new $20,000,000 advertiser will be cre- 
ated in the food industry when the 
proposed merger of Corn Products Re- 
fining Co. and Best Foods Inc. goes into 
effect 


Pat Weaver's ‘“‘Mad Show," scheduled to 
bow on tv via ABC this fall, will offer 
sponsors 20-second announcements in 
prime evening periods for the first 
time Page 3 


Consumers are more optimistic about the 
economy’s future, University of Mich- 
igan survey shows, but are not so cheer- 
ful about their own future 


Toni will use tv this fall to promote its 
new Pink Pamper shampoo, which will 
replace its old amber-colored Pamper 
NG secvacarciitiiictevtcactntntenianentabecnsctioih Page 3 


Canadian Broadcasting Corp.’s television 
operations for the year ending March 
31 showed an operational deficit of 
$4,987,303, while its radio operations 
showed a slim profit of $18,828 ...Page 14 


“There is too much that is sheep-like 


about today’s advertising,”” Zlowe Co. 
says in its house organ ‘“Perspec- 
WOE cacciinitnadabbiladtaiavcutviindmaeciegl Page 20 


New postal adjustments on international |’ 
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Highlights of This Week's Issue 


Spot television will get the bulk of the 
money in the Washington State Apple 
Commission’s upcoming ad budget of 
| TCS Page 24 


Super Hospitality Month, a couponing plan 
in which consumers receive coupons 
in the supermarket and send them 
to the manufacturers for refunds, 
is being tested in October in Phila- 
delphia 


Per cent of sales invested in advertising 
in 1955 is shown for 282 separate prod- 
uct classifications 30 


Universal distribution, in which a product 
penetrates all retail outlets to reach 
consumers, is the inevitable future of 
brand marketing, Grey Advertising’'s 
“Grey Matter” says 


Three executives of O. M. Scott & Sons, 
lawn seed company, take over direction 
of Weimer Organization, a wholly 
owned subsidiary of Scott which places 
$2,000,000 annually in direct mail adver- 
tising for Scott 


Schenley launches drive for its Champion 
bourbon in which the ladies get a spe- 
GO TD vec Dedippmiinitittenditinteiniatitineites Page 51 


Women are shifting their views about 
home and now think of it as a place 
for living, not a showplace, McCall's 
Congress on Better Living is told Page 54 


The pet food market in Britain has grown 
into a $30,000,000 business since World 
War I1 .... 


Remus Harris gives a thoughtful analysis 
of how creativity in marketing can de- 
velop the image that counts: The con- 
sumer demand image ..................... Page 61 


The manufacturer is becoming involved 
more and more in the retailer function, 
E. B. Weiss says, but the more he takes 
over this function, the poorer will be 
the net profit showing of the retail- 
er Page 68 


Pacific Ocean Park, new entertainment 
center in Southern California, sets $250,- 
8” «CRE he Re Page 72 


Cognac industry finds U. S. a growing 
market, expects Americans to account 
for one-third of its sales by 1960 Page 73 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path ... 
Coming Conventions 
Consumer Magazine Linage .. 
Creative Man's Corner 
Department Store Sales . 
Drawthinks 
Editorials 

Employe C 
Getting Personal 
Looking at Retail Ads 
Mail Order and Direct Mail .................... 
Obituaries 8, 18, 44, 
On the Merchandising Front .................... 
Photographic Review 
Production Tips 
Rough Proofs 
Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser . 
What They're Saying 
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WORC Names O'Connell 
Richard O’Connell Inc. has been 
appointed to represent WORC, 


Worcester, Mass. The station pre- 
viously was represented by Adam 
Young Inc. 


BUSINESS IS GOOD 
IN WINSTON-SALEM 


Here's how May 1958 retail sales tax collec- 
tions compare with May 1957 in six major 
North Carolina cities 


Winston-Salem +3.4% 
harlotte +1.6% N. C. Dept. 
Greensboro +1.3% of Revenue 
Ashe wit arts Pe 
sheville —5. \ 
Raleigh —6.7% ° 


CIRCULATION NOW 


’ 
Pub. Statement ending March 31, 1958 


MORNING 
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1,017,000 = ——*1,507,613,000 
PEOPLE | _—=RETAIL SALES 


77, More than in many states . . . all Z Yj, 17th among metropolitan mar- 
within 25 miles of downtown 7 G kets — 16.3% above national 


$4,624.00 =| ——*2, 151,625,000 
Retail Sales [a Consumer Ex- 
Per Household pendable Income 


WO 
\ 


: YY 3rd among million-or-more per- 17th among met li 
City. Yj Y ‘ gE metropotitan 
Kansas City UY average. ae yy son markets. markets. 
iy MVv@Z™ @ UM Hf ffjfffyy Uy 
MMMM@qe=X=W0 004) UM) Yin Ls 


\ 


WY 


(IWC 


WN 


Covered Completely Economically | 
E by The Kansas City Star ai 


—in addition to 103,601 families in the thriving tributary area of which 
Kansas City is trade capital. 


Metropolitan Area totals appear in the ABC audit of The Kansas City Star 


METROPOLITAN MORNING EVENING SUNDAY ‘ 
AREA ..... 236,370 243,527 #248,304 


TOTAL 
CIRCULATION .... 340,483 347,128 364,982 


SS 


KW 


yy Yy Wy Yj 
ZL Mddddddssbiddddididddddslldiissiiidddddiitdie Midhirustas ddllalldddbishilld dd: ibs 
ee — - = - = — en 2 


o~ pean a ¥ 2 - cit be Seale sae = Sau ‘ ¥ th Seer ae Sie Shay ee a 4 1 rs Z a + 3 
- wi - * ‘ . ¥ sf . - 7 oo 4 ¥ - F x ‘ 4 ie Ss 
: # Lae 
Yi y Yy Yj YY Y Yyyy i jff—ppVWJIII MivuyvfJy YY frfffyyyyypyyyyyy)/w(—WW(wwywww—/ “YY Eee yy ; 
y De 5 YY WJji fy Y Yy Yy iij}j#jjmuu// /@/4J@/ MMjvu , 
Yy YH y Y Yy Mf fy »}jify V}l Y f ff Wf) Uj Y, 
ee a a = | 
Yj WM) 
Yy UY 
Y Yj 7 bt 
ZY Yy Z LY i + 
Y Yy ye ey 
WYUYYH“HE.. Z 
yy Uy, fe 
Yj 
a 
Vy Ve ; 
Yy WH, 
Gy Yi, 
Gy y ' 
Wh, ie 
YY Uy, fig 
Y;/f Yj, aes 
WY Ye = 
2 Yy, yy, a 
Y Uy, Le y Y ae 
Yyfy, eo 
: Y Yy Yy, se 
ty, oy Bed 
ty Yj Gy ? 
Y WY, Ys Z 5, 2 
UY ah 
. y Yj < PI i a Se a rece y By : * 
Yj WY ty, Y) tif WHY y Yy tp ti” oie, eae a eee eee miami erly 4 Ye ie 
Y Yy fh, fy YY ea ace Soe 3, os oe aan aa , oss Fa Uy <i 
g ce et on ee eas yy ee 
ai Pe 1 ee Caer “2 ie 
oe ae a 
eS Bitig oe ch aces Ya Yi; = 
: G “3 Nee Se Ser Age a ij ; Y 
. VU g — eT Ore, sae jars: oe Vy, ih at 
Y : Y yy YY YY  f fy Yy d—»z™".-F—ewy fy an a ee ah ab) er, Paes ir we ‘pw fy yp a 
i Ife, OF 0/w”_ ee ee ME! okanc, Yy ag 
‘ “UY, Y eee Ce een Smee, ye Yj Rey 
WY Yy Z / Z I ree aia fk. Z i) 
Wy Yj Z 4 é er ee ae ss ee eas see Sa ao Y ae 
YUif, eae ee 0 es ee Ye ; 
Y jnnoov WY EE=@— Pp JaqP@(PypOom»mHmfya per) ety ees eee Be iy 
LY YoY y Y ty, Fig Sa EE Sli See a a ty jee 
GL YH / eae we aN ate) 2 | ame Y wx 
J WYANDOTTE a oe te — j ae 
eg Y y Ke ’ 
GY 7 ety 
Y es 
co > Y d oe we 
5%. GY Y a Ys pee & 
: Yy Yy ae 
a, Yj m* Yi pale 
4 Wy g Ly ar 
: WY oy) Ye Seer 
Y \3 ec re coe LEZ ‘s 
bin Y “a0 eae fae Lee aie 
Ba Y eas Yy ss 
es Y as ‘ le oii yal a ape pe % 3 ape : Spates 4 ee aia Y Y i 
nae Gy Baan 0/9, Cam rete re OR na oe ee Ven aie hi?s Be eegemee ac re Uy 
es W a Pi Dah, ig N A. oe ame ee Y Ja 
4 7 “JOHNSON | \, 7 sige 
; Z emake Z eo Ole a oie y { x Y iy wes 
4 y Weed ee ys Pes Bw YY ream 
Py)! Y BS ek te Bee Soak, eins ONS a ee re eat kee 4 % Uy ga os 
“a 4 \ \ yy) es 
"ee , 4 4 % 
Pe 
a 
ore 
EE y 5 
Aa Y Uy Vy, oe 
je Uy YY Yy y ye: 
Bw Y Uy Yy cage 
Yyy 4 pa 
ii : Y eee ig 
es Y i 
wit LY tH Re Se 
ae Uijyh g aed 
aes WY eee 
= typ ea 
Bae Gets ; 
We Z . r ¥ ir 
by yp g ree: 
ee eee 
ss 7 Y i cela 
j Y Uy 4 ae 
Y 
Y ; 
Y 
yy YY Ae 
jiffy y 
; Yyfyy, 
_ YY ff, og 
a Yy bars 
: Uy 4 a. 
Yyffy ; es 
Yyyy/, Me 
: HY i a 
fe Yj. ae 
oy Yi YY j ip: 
= Yy HH ies ae 
+ y UAE 
oe Z Yj te 
Y G Yj; Pe a: : 
Y : 
HY we 
YU ii yijyows) Yi s —_ 
Ps Yj YY YY y ae 
e YjYyywyr—yy, 3 
sy Uy Qr“o“hy, yy a BS 
ai YWYre=sh=éqM/ M<€qW@v. Yyy ify Yj, we 
s WUMMC@MMM@@#@ Y./, pp 
is mies 
a “Ane 
a ARN 
co ay 
= Bl 7 
‘. Ss ois : oe ees ae GBS ice? ae et os i it ni ale 2 < anf on Se ah 
ss aod ae <a) ees 
: 7 ae ek ae be ak ets ee > Hy - Sey See 
2 apace, Mare ca cea Petiaey oe Estee int Seto Pee ee S50. oman i — 
aa bh aren er iestrat 2 ieeiecoe Sere ee eye sams bee eee) ws, me ae 
Ree ey Pe ae oi See ee ere eet ec Momear ite ST pein Loe a eee. Dee a a Stee «pate 


This Week in Washington... 


Ritchie Seeks Balm for Anguish 


U.S. Cost Him in 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, July 17—Jess M. 
Ritchie, of Long Beach, Cal., isn’t 
a man to give up easily. Perhaps 
you recall how he forced the Post 
Office Department 
Trade Commission to retract fraud 
and false advertising charges which 
they levied against battery additive 
AD-X2. Now he has cleared the 
first hurdle in a legal battle which 
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AD-X2 Struggles 


| may make him the first advertiser 

to collect damages for “false ar- 
rest” by government regulatory 
| agencies. 

Nearly five years ago postal of- 
ficials announced that Mr. Ritchie’s 
claims for AD-X2 were fraudulent. 
Later when Mr. Ritchie submitted 
his own tests, and mobilized the 
support of his friends in Congress, 
Postmaster General Arthur Sum- 
|merfield decided his offense, if 


ee ce ad 


TRIPLE YOUR 
AUDIENCE IN 


INGTON! 
RCTV4 


any, wasn’t fraud. 

Subsequently the Federal Trade 
Commission took over the prosecu- 
tion by lodging a false advertising | 
complaint, but the testimony of | 
Mr. Ritchie’s satisfied customers | 
left the commission so confused it | 
ultimately decided the case against 
AD-X2 was far from conclusive. 


s Now Mr. Ritchie has told Con- 
gress his troubles stemmed from 
faulty testing at the Commerce 
Department’s National Bureau of 
Standards. He thinks the taxpayers 
ought to reimburse him for the ex- 
pense and loss of business which 
was incurred as a result of the bat- 
tles with the regulatory agencies. 
Rep. John J. Allen (R., Cal.) had 
a bill to pay Mr. Ritchie; but the 


| come which publishers get for sub- 


administration took a strong stand 
against a precedent which might 
enable other advertisers to claim 
damages if they successfully fight 
off FTC or postal litigation. In- 
stead of dropping the issue, how- | 
ever, the House today passed a} 
resolution which asks the court of | 


claims to consider Mr. Ritchie’s 
case. 

Senate finance 
Ask Spread committee has 
of Sub Costs unanimous- 


ly amended the 
technical tax adjustment bill (H.R. 
8381) to force a showdown with the 
Treasury on tax treatment of in- 


scriptions. Timing, rather than tax 
rates, is the issue, with publishers 


ington’s 4 TV stations, you 


If you currently sponsor a program on any of Wash- 


even quintuple!) your weekly unduplicated audience 
with WRC-TV’s 14/50 Plan—14 spots a week at a 
50% discount. Here’s an example: (Source: A.C. Nielsen Co.) 


can triple (or quadruple, 


Yo-HR. NIGHTTIME TY PROGRAM 

Percentage of homes reached per week 17.7 
Number of homes reached per week 89,500 
Average frequency per home per week 1.0 
Total net cost per week $1,590 


Ya-HR. PROGRAM PLUS 14/50 PLAN 
Percentage of homes reached per week 55.0 
Number of homes reached per week 287,100 
Average frequency per home per week 
Total net cost per week 


2.0 
$2,210 


The only further proof yo 


14/50 Plan of your own on WRC-TV. Arrange for 
it now with your NBC Spot Sales representative. 


u need is a hard-selling 


Advertising Age, July 21, 1958 


complaining that existing rules re- 
sult in hardships and discrimina- 
tion. 

As it stands now some publishers 
are allowed to pay the tax on sub- 
scription revenue after the sub- 
scription is actually fulfilled. Oth- 
ers, simply because of the year 
they started business, or the way 
they kept their books prior to 1940, 
must pay taxes in the year when 
the cash comes in. 

On several occasions the Treas- 
ury reportedly was ready to let 
all publishers handle subscription 
revenues as they pleased. But sen- 
ators were told recently officials 
decided it cannot yield to pub- 
lishers and continue to hold out 
against an array of other suitors 
seeking similar flexibility in treat- 
ment of such items as expense in- 
curred in servicing warranties. 

Because of Treasury opposition, 
the amendment giving relief to 
publishers was omitted from H.R. 
8381 when it passed the House. 
Now that it is being added in the 
Senate, however, publishers may 
be on the verge of success. 


Federal Commu- 
FCC Dislikes nications Com- 
mission feels no 


New Chore 
enthusiasm for 


last week’s court of appeals de- 
cision requiring it to consider 
whether grant of a new radio or tv 
license to compete with existing 
stations may result in financial in- 
jury which would be detrimental 
to the public interest. 

FCC traditionally has taken the 
position that it passes on qualifi- 
cations of licensees, but that it does 
not want to be in a position of 
assuring their financial success. 

Commissioners frequently have 
pointed out that once FCC begins 
deciding how many stations a mar- 
ket can support, it inevitably be- 
gins prying into such factors as 
rates, profits, and quality of per- 
formance to the point where broad- 
casters will face utility-style regu- 
lation. 

The appeals court also tried to 
scotch the implication that FCC 
must protect the existing license 
from new competition. Judge Bar- 
ret Prettyman said, “The public 
interest is not disturbed if A is 
destroyed by B as long as B ren- 
ders the required service. 

“If facts do not support a find- 
ing of detriment to the public in- 
terest, but merely to the existing 
station,” said the judge, “the com- 
mission can readily so find.” 


Postal rates on 


Costs Up on business reply 
cards and envel- 


Reply Cards 
opes will be go- 


ing up Aug. 1 even more sharply 
than on first class and airmail. 
Under a special law just approved 
by Congress this week, the new 
rate will be the regular first class 
or airmail rate, plus a 2¢ premium 
(instead of a 1¢ premium as at 
present). 

Even so, the increase might have 
been worse. As drafted by postal 
officials and approved by the 
House, the bill gave Postmaster 
General Summerfield a_ blank 
check. It specified a rate equal to 
first class or air mail plus what- 
ever premium the Postmaster Gen- 
eral found necessary in order to 
cover costs. 

As a clue to the premium the 
department imposes when it sets 
out to collect “cost” on C.O.D. mail 
like business reply cards, look what 
has happened to postage due. Un- 
der a rule approved by the de- 
partment, a 5¢ penalty is to be 
imposed on all short-paid letters. 
Efforts to impose this penalty al- 
ready have stirred up such a fuss 
that Mr. Summerfield has fallen 
back and regrouped. Beginning 
Aug. 1, the 5¢ penalty on postage 
due letters will be suspended for 
60 days to give the public a chance 
to get adjusted to the 4¢ letter 
and 7¢ airmail rates. + 
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A new 
perspective 
on figures 


Advertising men have at least two 
figure problems these days. One 
arises from the chemise. (The sack, 
alas; the sack, alack! She looks the 
same from front or back.) 


The other and more serious problem 
comes from advertising audience 
figures. These also tend to look the 
same, on the surface. But in terms of 
reaching prospects for new products, 
they can be as different as 36-24-36 
is from 24-36-36. 


Happily, The Saturday Evening Post 
has come up with the solution. The Post 
is the first and only magazine to pin- 


point specific prospects for your very own 
advertising page! 


Your page, as proved by the new Politz 
study of Ad Page Exposure, will come 
face to face with Post readers more than 
29,000,000 times! And you can know, 
with positive accuracy, how many of these 


contacts are with women... how many 
with young people... how many with 
home owners... and so forth. 


In turn, nine out of ten readers tell us 


they like and approve the advertise- 
ments in the Post. They say they like 
the way the Post ads keep them in- 
formed on new products... and call 

Post advertising the most reliable. 


Whether you're selling chemises, 
new cheeses or backyard trapezes, 
sell the POST-INFLUENTIALS. 
Your cost per selling contact is less 
than 1/12 of one cent. And their 
priceless word-of-mouth influence 

is absolutely free. 


it figures: Advertisers 
have selected the Post to 
introduce — in just 17 
months—a total of 312 
new products! 


The Saturday Evening 


POST 
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Standard Test May 
End ‘Tar Derby,’ 
Gwynne Tells Probers 


(Continued from Page 1) | 
committee. He said no government 
agency has done any work on 
standards to measure tar or nico- 
tine, and that FTC finds each man- 
ufacturer uses different methods, 
so that no comparisons are possi- 
ble. 


® Chairman Gwynne _ produced 
tearsheets from recent Washington | 
newspapers to show how other to- 
bacco companies met Kent’s chal- | 
lenge with equally strong claims, | 
but he expressed hope that FTC 
will soon have a standard test 
which will make it possible to! 
move against misleading claims. | 

“If we can find a test, we have 
reason to believe several compa- 
nies will accept it,” Chairman 
Gwynne said, “and we think the 
courts will accept it as ‘reason- 
able’ if we have to apply it to 
those who do not go along volun- 
tarily.” 


® Rep. John Blatnik (D., Minn.), 
chairman of the government op- 
erations subcommittee which has 
been holding the hearings, said it 
seems preposterous that it is pos- 
sible to come up with conclu- 
sive information about dangerous 
drugs, “but impossible to get an 
answer which will stick on a su- 
perficial product like a dentifrice | 
or a cigaret.” 

In the face of committee ques- | 
tioning, Chairman Gwynne said he 
believes personally that Congress 
might consider a law requiring to- | 
bacco companies to print the tar | 
and nicotine content on the cigaret 
package. 


® Although conflicting claims rep- 
resent “an anomalous situation,” 
Chairman Gwynne noted, “they | 
have their brighter side. Regard- 
less of which brand of cigaret ac- 
tually furnishes the least tar or 
nicotine to the smoker, the reports 
show that the manufacturers of 
several brands of filter tip cigarets 
are making a real effort to lower 
the content of these substances in 
the smoke of their cigarets.” 


# Chairman Gwynne also revealed 
the commission’s investigations of 
weight reducers are still gaining 
momentum. He said 33 investiga- 
tions in this category are under 
way at the present time. At present 
FTC has five complaints outstand- 
ing in the weight reducer field. 


FTC HITS AGENCY, 
4 WEIGHT REDUCERS 
WASHINGTON, July 17—The Fed- 
eral Trade Commission today 
opened a drive in the weight re- 
ducer field by issuing complaints 
against advertising for four prod- 
ucts, including two which were 
featured at hearings of a congres- 
sional committee last summer. 
The complaints were all directed 
at ads which allegedly create a 
false impression that the product 
will enable users to lose fixed 
amounts of weight in a specified 
period. In addition, in three in- 
stances the commission said ad- 
vertisers were making a false 
claim that weight could be lost 
without dieting. 


= Among the companies named 
by FTC today were Drug Research 
Corp., New York, maker of Regi- 
men tablets; Kastor, Farrell, Ches- 
ley & Clifford (now Kastor, Hilton, 
Chesley & Clifford), agency for 
Regimen, and Alleghaney Pharma- 
cal Corp., New York, maker of 
Hungrex with P.P.A. 

Two other companies involved 
in today’s complaints are Practical 
Research Co., Newark (K-12), and 
Anderson Pharmacal Corp., New 
York (Du-Dol). # 


Prince Matchabelli 
Mapping $1,000,000 
1958-59 Ad Drive 


New York, July 17—Prince 


Matchabelli Inc. has scheduled a} 


$1,000,000 advertising campaign, 
the largest in the company’s his- 
tory, for its Prince Matchabelli and 
Seaforth products. Magazines, 
newspapers, tv and radio will be 
used. 

Bulk of the campaign will be 
local promotion in newspapers, tv 
and radio, with the emphasis on 
tv. About 60 newspaper markets 
and more than 50 radio and tv 
markets will be covered during the 
fall and pre-Christmas selling sea- 
sons. The campaign theme is de- 
scribed as “very unusual” and is 
being shrouded in secrecy until the 
campaign breaks in late October. 


® In addition to this factory-paid 
local effort the company has set 
up an “extensive” co-op ad pro- 
gram in both broadcast and news- 
per media. 

Magazine ads, ranging from 
fractional to full pages, primarily 
b&w, will appear in Glamour, Hol- 
iday, Mademoiselle, The New 
Yorker and The Saturday Evening 
Post. They will run from Septem- 
ber through June with heaviest 
concentration just before Christ- 
mas. 

Morse International is the agen- 
cy. + 


ABC Baits Mickey 
Mouse Sponsors 
With Lower Rates 


New York, July 17—The price 
of admission to the sponsor’s booth 
of the “Mickey Mouse Club” 
(ABC-TV) has been substantially 
reduced for the coming season. 

An advertiser who signs for the 
first 26 weeks starting Sept. 29 can 
buy a quarter-hour for $5,000, 
compared with $6,500 last year. An 
advertiser who is willing to think 
52 weeks ahead can get the second 
26 weeks at $3,000 per quarter 
hour—or less than half the current 
cost. 


® Mickey’s time—5:30 p.m., EDT 
—for 1958-59 has been reduced 
from five to three days a week. 
Tuesdays and Thursdays will be 
taken over by Walt Disney serials, 
etc., that are offered at substan- 
tially the same prices. This block 
is now nearly 80% sold. 

This solid sales position is due 
mainly to a raft of carryover spon- 
sors on the “Club.” Among those 
who are continuing with the 
world’s best-known rodent are 
Bristol-Myers, Mars, Mattel Inc., 
General Foods, General Mills, B. F. 
Goodrich, Miles Labs and Gold 
Seal. A newcomer to the group is 
National Biscuit Co. The network 
reports that most of these adver- 
tisers have signed a 52-week con- 
tract—either weekly or alternate 
weeks—of the sort that will enable 
them to qualify for the “bargain” 
rates. # 


Fishburn Named to Sales Post 

Junius R. Fishburn, formerly 
with Simmons Associates, Chicago, 
radio-tv representative, has been 
appointed to the new post of mid- 
western sales manager of the 
Metropolitan Broadcasting Corp.’s 
two tv stations, WABD, New York, 
and WTTG-TV, Washington. Mr. 
Fishburn’s headquarters will be in 
Chicago. Weed Television Corp., 
which previously represented the 
stations in that territory, will con- 
tinue to represent them throughout 


i 


SAMPLE—A 7” strip of aluminum foil is sticking out of the “package” 
in this Aluminum Co. of America poster in the Pittsburgh area. 
Ketchum, MacLeod & Grove, Pittsburgh, is the agency. 


‘Biggest Ad Push’ 


Why the devil do you smoke 
You credulous and fearful folk 
And fear the weed 
And give such heed 
To idle rumors 
Of deadly tumors? 
Your taste and 
knocked a-kilter 
By each new filter. 
Here a filter, there a filter, 
Dual filter, Micro-filter 
Sano filter, Double filter, 
Everywhere another filter... 
If you’re such a frightened 
bloke, 
Why the devil do you smoke? 
—Doggerel of a Die-Hard 


New York, July 17—Another fil- 
ter-tip cigaret will be introduced 
next month—American Tobacco 
Co.’s new king-size, dual-filter 


scent are 


activated charcoal 
outer filter. 

Advertising will break Aug. 3 
over CBS-TV on “Bachelor Fath- 
er” alternating with “The Broth- 
ers,” Sunday, 7:30 p.m., EDT. Full- 
page newspaper ads will break in 
30 cities Aug. 5; radio and tv com- 
mercials start the same day on 
CBS over 200 local stations, and 
outdoor panels will be used in 30 
selected markets. Color pages are 
scheduled for September in Life, 
Look, The Saturday Evening Post, 
The American Weekly and This 
Week Magazine. 

Lawrence C. Gumbinner Adver- 
tising Agency is handling. 


# A spokesman for American To- 
bacco Co. said this represents “the 
biggest advertising push the com- 
pany has ever put behind Tarey- 
ton.” It is expected to be continued 
through the remainder of the year. 

The new dual-filter Tareyton has 
a new package created by Lippin- 
cott & Margulies, industrial design- 
er. The design symbolizes the “du- 
ality theme” with parallel red 
ribbons on the white background. 


# Claims made for the new dual 
filter are that it presents a surface 
area for effective filtration 150 
times the area offered by any com- 
petitive filter, and that “‘no leading 
filter king made by any other 
company delivers less smoke sol- 
ids.” The activated charcoal tip, 
the company says, reduces vapor 
constituents by nearly 50%. Ordi- 
nary mechanical filters, it is said, 
are generally less than 10% ef- 
fective in this respect. So the big 
pitch in the forthcoming adver- 
tising will stress that “the Tarey- 
ton dual filter acts on both phases 
of cigaret smoke—the solid phase 
and the vapor phase.” 


= American Tobacco Co. last year 
spent $25,851,259 in measured me- 
dia. Of this, $5,265,110 was in 
newspapers; $5,986,844 in maga- 
zines; $189,795 in farm papers; $9,- 
346,629 in network tv; $3,145,930 in 


the rest of the U.S. 
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spot tv, and $1,916,951 in outdoor. 
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Tareyton. It has an inner filter of | 
and a white) 
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for Tareytons Will 


Introduce New King-Size Dual-Filter 


| Its current advertising expendi- 

tures in measured media are up 
| considerably, and it is estimated 
| that it will spend close to $28,000,- 
000 before the end of the year. + 


‘Borden Shifts 
Execs, Products in 
Marketing Revamp 


New York, July 18—Borden 
| Foods Co., which was formed last 
| Jan. 1 by combining Borden Cheese 
|Co. and the Borden Food Products 
|Co., today announced a reorganiza- 
| tion of its domestic marketing set- 
up. 

The move included regrouping 
the company’s domestic line into 
three product groups: Canned and 
nonfat dry milk and other milk- 
|base products; non-milk grocery 
|}items; and cheese and allied re- 
frigerated products. 
| Andrew H. Berry was named 
product manager of milk and milk- 
base products. These include evap- 
|orated and condensed milk, Star- 
lac, malted milk, Hemo and Dutch 
chocolate mix. Ferris Brogan and 
| Neil D. Sylvester were named as- 
| sistant product managers. 
| Fred J. Board was named prod- 
|uct manager for non-milk grocery 
products, including instant coffee, 
|instant whipped potatoes and 
mince meat. G. Anthony Carter is 
|assistant product manager. 

Acting product manager for the 
cheese line is Robert E. Kahl, mar- 
keting coordinator for the parent 
Borden Co. Mr. Kahl took on this 
assignment as an additional re- 
sponsibility. George E. Moran was 
named assistant product manager. 


s Sam Thompson, vp in charge of 
advertising and sales promotion of 
Borden Foods, continues in that 
post. Assistant advertising manag- 
ers under his direction are Thomas 
B. Kerr and Herbert F. Osterheld. 
Gerard C. Fochtman and Paul L. 
Gabriel are associate sales promo- 
tion managers. 

O. D. Hall will continue as gen- 
eral sales manager of Borden 
Foods. Robert E. Butterfield and 
Nander M. Nelson have been 
named assistant general sales 
managers. Dan W. Murchison con- 
tinues as industrial sales manager. 


= In 1957 the Borden Co. decided 
to consolidate its Borden Cheese 
Co. and Borden Food Products Co. 
into one division called Borden 
Foods Co. because “changing 
trends in food distribution indi- 
cated that a review of our market- 
ing procedures and methods was 
needed.”” George M. McCoy, pre- 
viously exec vp of Borden Food 
Products, was named marketing vp 
of the new division. The new prod- 
uct managers in the latest reor- 
ganization will be responsible to 
Mr. McCoy. # 


Advertising Age, July 21, 1958 


'Martin Straus Dies; 
Colorful Ex-Head of 


Eversharp, Tintair 


New York, July 18—Martin L. 
Straus II, 63, a colorful figure on 
|the advertising scene here for 
many years, died last night follow- 
ing a heart attack. 

Mr. Straus, a man who ate vege- 
tables warmed on a hot plate by 
his secretary while conducting 
lunchtime meetings with his ad- 
vertising agency, was the talk of 
Madison Ave. in the early 1950s, 
when he was promoting a hair col- 
oring called Tintair. 

In January, 1951, his company 
was spending an estimated $4,500,- 
000 on advertising, through the old 
Cecil & Presbrey agency. By June, 
1952, Bymart-Tintair reportedly 
owed $1,000,000 to the agency and 
American Broadcasting Co., An- 
chor Hocking Glass and others. 
Early in ’53 the company reported 
$300,000 in fresh funds, and moved 
to Ruthrauff & Ryan after “all 
creditors were satisfied,” follow- 
ing a company reorganization. In 
12 months, R&R resigned, and Tin- 
tair, by now a reported $300,000 
account, went to Erwin, Wasey & 
Co. In August, 1954, the account 
moved along to Kastor, Farrell, 
Chesley & Clifford (now Kastor, 
Hilton, Chesley & Clifford). 


# Mr. Straus, who helped intro- 
duce the ball point pen while with 
Eversharp Inc., where he was pres- 
ident and board chairman, turned 
in 1956 to fire extinguishers. He 
planned to market a $2.98 aerosol- 
type home extinguisher called Fire 
Chief. 

While looking for an agency to 
handle Fire Chief, he gave a pri- 
vate demonstration of the product 
in his office. Mr. Straus asked ‘the 
agency executives present to crum- 
ple a newspaper, sprinkle lighter 
fluid on it and ignite it right on his 
office rug. The reluctant agency 
men did his bidding, and the news- 
paper went up with a whoosh. Mr. 
Straus grabbed the fire extinguish- 
er, aimed it and let go—but noth- 
ing happened. “Oh,” said Mr. 
Straus, “I just remembered, I used 
this one up over the weekend.” 
Then he nonchalantly strolled out 
of his office, leaving the agency 
men to cope with the blaze. 


a While with lEversharp, Mr. 
Straus was the pioneer sponsor of 
radio’s “Take It or Leave It,” one 
of the medium’s earliest quiz 
shows, which evolved into tv’s 
“$64,000 Question.” # 


Consumers Union Appoints 
Maurer, Schuebel & Fleisher 
Consumers Union of the US., 
Mount Vernon, N. Y., an organiza- 
tion which frequently taps the 
“fairly rich vein of material in 
bad advertising,” has appointed 
Maurer, Schuebel & Fleisher, New 
York and Washington agency, to 
handle advertising and public re- 
lations projects. Promotion will be 
primarily for CU’s monthly pub- 
lication, “Consumer Reports,” in 
newspapers, with possibly maga- 
zines and radio to be used as well. 


Eversharp Appoints Graves 


Quartus P. Graves has been ap- 
pointed general sales manager of 
Eversharp Pen Co. Mr. Graves 
joined Eversharp in January of 
this year; before that he was sales 
manager of the writing instrument 
division of Eversharp Inc., which 
now manufactures and distributes 
shaving equipment. Parker Pen 
Co. bought the writing instrument 
division in December, 1957. In his 
new post, Mr. Graves plans to 
expand Eversharp Pen’s sales 


force. Eversharp Pen’s expansion 
also includes a $1,500,000 ad budg- 
et and a soon-to-be-released “new 
product.” 
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WHEN EVERY DOLLAR COUNTS... 


OUTDOOR 
ADVERTISING 


SELLS HARDER 
COSTS LESS 


For instance, $46 a day reaches 265,760 people every day in Syracuse...$136 reaches . 
1,182,160 people every day in St. Louis...typical of Outdoor costs in all markets, large 
and small across the nation. A low-cost, hard-hitting sales force, moving merchandise for 
a long, growing list of successful advertisers. Outdoor can sell for you. We can prove it. 


8 out of 10 people remember OUTDOOR Advertising!* 


OUTDOOR ADVERTISING INCORPORATED 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM oO A é 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30-Sheet Posters—and Painted Bulletins 
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THEY MAKE GOOD MONEY 
Four out of five Hidden City providers 
are on their way up in the well-paid 

occupations — earning $4,000 or more. 


THEY'RE SMACK IN THE MIDDLE 
OF THEIR BUYINGEST YEARS 
More than half the Hidden City 
homemakers are 39 or under. 
They need — and are acquiring — 
practically everything. 
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THEY HAVE THE MOST CHILDREN 


Hidden City has more children 
per family than the homes 
reached by any other 
metropolitan daily in Los Angeles 
— 422,000 children, 16 or 
younger, by last count. 


THEY HAVE MORE THAN $114 BILLION TO SPEND 


...on clothes, cars, appliances... 
anything that’s advertised in 

The Mirror News—the only weekday so 
metropolitan paper in 4 out of ae eae 
5 Hidden City homes. 


| of 319,422 families hidden 


not in The Mirror News 


te. 


| advertising if it’s 


LOS ANGELES EVENING 
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The Editorial Viewpoint .. . 


The Court on Ad Taxes 


Advertising interests won a sweeping and extremely significant 
victory in the circuit court of Baltimore last week when Judge Joseph 
L. Carter ruled that Baltimore’s 4% tax on local advertising and 2% 
tax on gross receipts of loca] media are illegal. “These advertising tax 
ordinances violate the fundamental guarantees of freedom of the 
press,” he said. 

Attorneys for the city of Baltimore have indicated that they will 
take the case to the Maryland court of appeals, and we hope they do, 
since following it through to the highest courts would provide some 
legal determinations in this area which ought to be helpful to all con- 
cerned. 

In the meantime, those individuals and groups, both local and na- 
tional, who carried on such a vigorous and forthright assault on the 
city statute deserve the thanks and the commendation of everyone in 
advertising for an important job well done. 

It may be worth while to repeat here some of the comments of the 
judge on the question of the constitutionality of an advertising tax: 

“In the United States there are more than 100,000 separate taxing 
political subdivisions. In no other subdivision is there a tax on ad- 
vertising alone. In some subdivisions advertising is included in sales 
taxes or gross receipts taxes, but nowhere else is advertising separate- 
ly taxed. 

“The press does not enjoy a Constitutional immunity from the bur- 
den of taxation and other general laws. It may be burdened directly 
and indirectly by taxes of general coverage... 

“If the press or persons employed by the press or who deal with or 
patronize the press were subjected to a special tax upon their income 
only, not generally applicable to others, that income tax would be un- 
constitutional. 

“This is the decision as established by the authorities dealing with 
taxes that burden the press and other activities that are constitution- 
ally immune from the control of the government. This is the practical 
application of the principle that the power to tax may be the power 
to control or destroy.” 


Why the System Works 


For people who worry that “advertisers’”—all presumably with the 
same basic interests—control our media of communications, the ad 
for Talman Federal Savings & Loan Assn., which we reproduced last 
week, is a good tonic. 

“Savers,” it says boldly, “you’re on top; stay there.” And then it 
goes on to whack away at the concept of buy-now campaigns, telling 
readers to “hang on to your money until you are offered new things 
you can get some real satisfaction from, at prices you consider rea- 
sonable.” 

It is just this element of diverse interests which keeps advertisers 
as a group from “controlling” the press and the air waves—even if 
they wanted to exercise control, they’re not all going the same way, 
and don’t have identical viewpoints or interests. 


More on Manipulation 


We like what John J. Nelson of Honig-Cooper, Harrington & Miner 


Gladys the hasutijed peters 


—Katy Gordon, Botsford, Constantine & Gardner, Portland, Ore. 


“The only medium that can help that account is one with a crystal 
ball.” 


told the National Confectioners Assn. about “manipulation” at their 
San Francisco meeting. 

“I manipulate the consumer and he manipulates me,” Mr. Nelson 
said. “I defend the position that if I have a good product, and I can 
find a way to make people feel that it is better and inspire their con- 
fidence—this is not immoral, The consumer has not been ‘deceived’ 
any more than he has been ‘deceived’ by the ‘good feeling’ he gets in 
church. 

“Social scientific theory has been applied by teachers to ‘persuade’ 
students, by preachers to ‘persuade’ their congregations. Manipulation, 
too, is one of the facts of life. 

“We certainly don’t feel ‘good’ when we sing the ‘Star Spangled 
Banner’ because by the exercise of our free will we decided to become 
emotionally patriotic. Our religious convictions are achieved through 
manipulation. The creation of motives existed long before depth in- 
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terviewing.” 
True? True. 


os 


How One Agency 

Charges for Services 

All our clients need agency help 
on forms of advertising that do not 
pay an agency commission. 

Our method of charging for such 
service proves quite satisfactory to 
them, and may be of interest to 
you. , 

Hourly time reports of the crea- 
tive people involved are the basis 
of our charges for producing direct 
mail, catalogs, sales promotion 
pieces, 16 mm. motion pictures, 
film-strip presentations and other 
sales and advertising helps. Public 
relations service is on an agreed 
retainer or project basis. 

All outside purchases—art work, 
typesetting, engraving, photos, 
mats, electros, etc.—are charged at 
cost plus 17.65%. This provides a 
profit equivalent to the 15% 
earned on space advertising. The 
same profit percentage is added to 
the hourly time costs of our crea- 
tive personnel. 

Creative work cannot be pro- 
duced, of course, according to exact 
time schedules. But our cost ac- 
counting system does assure you 
that you’re paying only for time 
spent and work done on your ad- 
vertising requirements, It also en- 
ables us often to give you a rea- 
sonably accurate cost estimate in 
advance. 


—“Impact,” published by Kelly, 
Zahrndt & Kelly Inc., St. Louis, 


‘Something to Think About’ 
If each of our 50,000,000 family 


or spending units had spent just 


7 es 2 “SE ote 7 Sr Ger er * % 7 
eae Ge a ne 


47¢ more per week at an annual 


ae a 


What They're Saying... 


rate, there would be less talk of 
“recession” today. To put it anoth- 
er way, if these spending units had 
been sold each week just 47¢ more 
merchandise than they were sold, 
the last quarter of 57 would have 
been as good and probably better 
than the record-breaking third 
quarter... 

One of the fundamental rules for 
riding out a “recession” should be 
a policy of strong inventories and 
stronger selling ...a policy of fight 
back. That’s what puts money into 
circulation. 

It’s something to think about. 


—Newspaper ad, Norfolk & Western 
Railway. 


Pink's Poor Policy 

Wallace: The PR man dresses up 
any kind of product so that people 
will buy it? 

Schooler: A PR man who puts 
pink ribbons around a bad product 
doesn’t stay in business long. Peo- 
ple never buy a bad product a sec- 
ond time, and when the business 
folds, he folds with it. 


—Mike Wallace interview with Lee 
Schooler, president, The Public Rela- 
tions Board, Chicago. 


Personality for Success 

The purpose behind the adver- 
tising business is to create brand 
images—images presented to the 
public that identify the product or 
the company. A product must have 
this personality or brand image to 
be successful. 


—Dr. Jaye S. Niefeld, vp of research, 
Keyes, Madden & Jones, at State Uni- 
versity of Iowa School of Journalism, 
Iowa City. 


Advertising Age, July 21, 1958 


Rough Proofs 


There’s some difference of opin- 
ion in the motor car business as 
to the net results of “You Auto 
Buy Now,” but none at all on the 
proposition that “You Ought to 
Sell Now.” 


The new auto labeling bill just 
signed by the President will indi- 
cate the manufacturer’s suggested 
retail price. From now on the 
wheelers and dealers will have to 
get most of their fun on the used 
car lots. 

e 


A lot of improvements from the 
standpoint of advertisers and pub- 
lishers have been made by the 
Post Office in the wake of the 
postal rate increases. If you look 
hard enough, you can always find 
that silver lining. 


After Arthur Godfrey lost Lip- 
ton as a sponsor and gained Chase 
& Sanborn, he explained to his 
anxious listeners that he had been 
drinking coffee right along. Thus 
the commercials can be just as 
sincere as ever. 


Lever Ltd. is pushing a new de- 
tergent in the Canadian market 
with the aid of chinaware premi- 
ums, and very logically the new 
entrant in the cleanser field is 
dubbed “Extra.” 


Ed Weiss may have been unduly 
concerned when he urged sales- 
men to give their customers and 
prospects the full conversational 
treatment, as some of the latter 
have been complaining that they 
couldn’t get a word in edgewise. 


Adhesives Age, the new maga- 
zine announced for October pub- 
lication, can make use of that 
agency slogan, with variations, 
“Sticking everlastingly at it brings 
success.” 

s 


The continuing battle over tv 
program content seems to be based 
on the twin premises that better 
shows are needed, but they won’t 
pull together the big audiences 
advertisers can assemble with 
westerns and quiz formats. 


° 

Ward Hicks calls attention to the 
tire ad in Albuquerque in which 
the offer includes a 100% down 
payment. This might be described 
as the least painful method of in- 
stalment buying yet invented. 

- 

“Ideal living conditions in quiet 
midwestern community” are of- 
fered by an agricultural publisher 
looking for a market research man. 

Oh, well, if you want excitement 
there’s always the Little League. 

* 

Casey Stengel may not have giv- 
en that congressional committee a 
lot of arguments in favor of waiv- 
ing anti-trust rules in the case of 
professional baseball, but he cer- 
tainly confused ’em. 

e 


Mayor Wagner tells the National 
League New York City will build 
a spacious stadium for a franchise 
holder in the metropolis. 

Come back, and all will be for- 
given. 


Copy Cus. 
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THERE’S MORE THAN MEETS THE EYE in The 
Inquirer, of course. But baby’s moved by the 
eye-catching quality of this attractive front- 
page. Much effort and energy are devoted by 
the editors to provide a format that leads 
readers from page to page .. . from story to 


story. (With essential ‘‘stop-overs” at the ad- 
vertisements!) This distinguished format, new 
typography and excellent reproduction were fac- 
tors in the bestowal of a 1957 AYER AWARD 
on the first newspaper in Delaware Valley. Cer- 
tainly your advertising belongs in The Inquirer. 


The Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U. S. A. 
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Delaware Valley, U.S.A. —14 
county Retail Trading Area... 
home of 5,200,000 people... 
Philadelphia is the hub. 
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Tamalpa Names Charney 
Tamalpa Knitwear Co., 
York, has appointed Charles J. 
Charney & Co., New York, to han- 

dle its advertising. 


teach and motivate people 


Audiences pay 
undivided atten- 
tion — you get 
action from the 
people you want 
to reach. How? 
Motion pictures or 
lowcost slidefilms. Suggestion: select 
a professional producer. 


Atlas Film Coperation 
OAK PARK, ILL. 
CHICAGO PHONE: AU 7-8620 
Washington Chicago Hollywood 


' 
| 
New | 


CBC Made Slim 
Profit on Radio; 
TV Ran at Loss 


OTTrawa, Onrt., July 15—The 
federally owned Canadian Broad- 
casting Corp. today reported that 
its television operations for the 
fiscal year ending last March 31 
showed an operational deficit of 
$4,987,303, while its radio and in- 
tegrated services had a slim profit 
of $18,828. 

Coupled with this fiscal report, 
the CBC’s annual summation of 
activities noted that despite the 
sustained increase of interest in 


tv viewing throughout the nation, 
there was a renewed interest in | 
daytime radio listening. During} 
the year 720,000 radio sets were 
sold—an alltime Canadian sales 
record for a single year. 

Meanwhile, public and privately 
owned tv stations, working to- 
gether within the framework of 
the national system, developed 
coverage to a point where 82% of 
the population was brought with- 
in reach of good tv service. 

Six new tv stations were 
brought into operation during the 
year, bringing the total number 
in Canada to 46—of which eight 
are CEC stations. 


® However, since the introduc- 
tion of television in Canada in 
1952, Canadians have bought 3,- 
200,000 radios. The report said 


radio’s largest audience is reached 
during the daytime hours. There- 
fore, to satisfy the demand for 
daytime programming, increased 
emphasis was placed on this as- 
pect of radio operations in the 
form of music, drama, news and 


public affairs in the daytime 
schedule. 

On its tv operations, CBC re- 
ported: 


“The corporation continued to 
face the basic cost factors im- 
plicit in a system which must aim 
at achieving nationwide television 
coverage for Canada and the pro- 
duction of a substantial propor- 
tion of Canadian programs for 
national service.” 

(Trans-Canada tv service was 
brought in by the CBC on July 1, 
58, when a new microwave sys- 
tem from Halifax to Vancouver 


KRON is TV in SF 


San Franciscans ax sold on KRON-TY 


AVAILABLE 
Minutes or 


Full Sponsorship 


“DIAL 999” 
7:30-8 PM Tuesdays 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE +» CHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 


Advertising Age, July 21, 1958 
was put into operation.) 


= Expenditures increased, as 
forecast, because of the larger 
number of stations to which the 
service was provided; because of 
the improvement in the quality 
of programs; because of increased 
payments arising from collective 
bargaining agreements and be- 
cause of extension of microwave 
service and the strengthening of 
the organization to meet the 
heavy demands upon it, CBC re- 
ported. 

“Total costs are still well with- 
in range of the $15 per tv family 
per year—4¢ a day per family— 
on which the CBC originally 
stated that a national system 
could be set up and maintained.” 

Tv service during the year rep- 
resented a gross operating cost of 
$58,070,145, compared to a gross 
operating cost of $46,581,000 in 
1956-57. CBC announced its in- 
come and expense figures this 
year for the first time. 

Radio services on the three na- 
tional networks—Trans-Canada, 
French and Dominion—were un- 
diminished. Total gross expendi- 
tures rose to $15,188,827 from 
$14,814,000. 


s Commercial revenue showed an 
increase of $4,716,351, or 19.9% 
over the previous year, arising 
from a _ substantial increase in 
tv commercial revenue, which 
reached a record high gross figure 
of $26,380,672. On the other hand, 
commercial revenue from radio, 
with a gross total of $2,029,842, 
decreased by $416,421, or 17%, 
compared with the previous year. + 


Oklahoma Oil Names Kadi 
to New Advertising Post 

Walter T. Kadi has been named 
to the new post of advertising man- 
ager of Oklahoma Oil Co., Chi- 
cago. Oklahoma Oil said the new 
post was created 
because of the 
need for closer 
professional su- 
pervision of ad- 
vertising in the 
company’s ex- 
panding market- 
ing area which 
includes Illinois, 
Indiana and Io- 


a. 

Mr. Kadi cur- 
rently is adver- 
tising and merchandising manager 
of Pate Oil Co., Milwaukee. He will 
continue to supervise Pate’s ad 
programs in addition to his new 
duties for Oklahoma Oil. 


Blair Adds W-TEN, WAKY 

Blair-TV, New York, has been 
named to represent W-TEN, Troy, 
N. Y. The tv station previously 
was represented by Harrington, 
Righter & Parsons. John Blair & 
Co. has been named to represent 
WAKY, Louisville, whose call let- 
ters were changed this month 
from WGRC. The radio station 
previously was represented by 
Weed & Co. 


Walter T. Kadi 


EE 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity * Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WaAbash 2-8419 


me = es : rf ae -¥ fen ries ‘ a : ie , , : me Ts cig ae Tats, ae z 
; : = . 3 ae ave = yok “ sme eras eS ee Sew ee ia nae : 
‘ oe 
We 
| a 
| a 
| x 
oa 
| 
; 
. ee 
ee | - s 
¢ | } 
; ; 
eet | 
Ca gale I 
Pe im | 
yee 
ieee j 
ee : 
fat ta = {p a 
uid ae 
ty Cana 4 a 
eet i an 
Vey 
gultes 3 Be 
Ba ea a 
bia es t 
het: ‘ ' 
poe: | | Pi 
ee m Sa ES MES. eae aaa: coe emma a 5: os ae aOR RN RNR my ins eae! | : 
a ay i| “i 
rey | i : 
eae en: 
ine em ! 
Ras pate | " - 
es ay 
Ba 3 
Se at ! 
ree ee 
Lage | | = 
Se Pune 
acer’ 
tei 
ee Z Be 
Be hey ‘ 
a Quins 
wats fs: 
A = reper <i: 37 ea Bia 
ue gE jes a2 a eee” cr 
Pt Sigh lana 4 Oa ee a > am } ; 
aa pone MAM OT can Sg 3 yee ms 
yea ee Can geen ome a, & | i 
pce { Wii ay } mee 
Pe € € ¥ . % , fe ’ i] 7 
a ee . Bee — ; Rien ‘ . of ye a 
are ey a. € ae her. Be a ae . = / : rh 
TTS “a P ay ~ a 2 eh | ig 
ee | om | ae ‘eee . | _ 
ee 4 i a Brae. y a o. 
Seen a2 ' ne Bee oe f 
ee meen nage _ eee tt, 2 ca ' 
Beate: @$. 2 a ja < Sea it ; Re ‘ : ; | & 
relied oe ‘ ea “- > ag . ie “ = i S - “ 
j %, — 7 ap is * ke 3 : s ; 3 See 5s 
i € as. iti ak ae % -. a a fs 2% d 4 3 | : 
ee: — } : i - | < = 
shal ie: d 4 se -) = Bek ed ee aR aa pee. a 
fa al - € Saget -_— f eS, —— yaa has : na ae a ae 
uses tgs ; > eRe s ae § 
pes Sh ah Gia S Bs Se eet 3 pas a : | 
ah Pas sy “ge. Maes td : sary sj arti a te E } 
; tie é f Fhe F See ed ; oa or 7 an - f 
’ , : = Sea ’ pet, J 4 ‘ . ae } 
; c : ‘ > oil E zi 3 ; fin | s , . tel ¥ 
; & ney ' - > ee : Pose ae de & : “ ; 
Day oe : : f 7 . 2 r 
rae. i ‘ Wes oe a er tr * 3 5 
| i lee a w a | 
ke od — , — . — 
A = AS Y . : _ 
“eS a ‘ 4 es 2 H 
oor i “\ YAS ee 7. oe -. { “a 
; Bates + ; Po . . 7 “i 4 ? ss | ‘ 
cis ai : € Sete og er i en, eee ‘ j e NO Re 2a ‘ 
TEN ¥ oa ‘ eee k ; ae ee = , 
sie i ae Ly R sf eS & 
Cr 3 ed ty : a is a 3 ie re gp : 
a iS rane 5 " @ # ac a 4 — an i 
ee Seslis SS arr ae , i 4 ie { 
ae ee ( ¢ aa } } 
“ee op eRa Ne : i « 4 ines = ‘i ar j 
oa ‘eet ee P se | 
5. oe Sees aa , * . ‘4 $, ~<a. —. | 
oS dati Gace: i jaa. 9 a 2 : : Bs” > | } | 
ae are > we 4 1 ae | { 
Bees as ra oe i —_ Ly » (oe | : 
eed y eee aie a J af \% — ie | | j 
he resk oy CE Se Aone Ss a " — Beast oa ~ ie | i \ 
a os Se Besieaees ew SV ee “"\ aS Bs 
ce. BP ae 8.7 “# % bis ert x : 4 . 
a eh Saat uf : — as . . 
se gras eae S)\ [ae ~" ed . ] 
@ Fo a ae r, eae” < n )) . a ™~ s 
Ss eS pes » 2\ ae i 
eee “a = ' La ie ua oN > i 
a . si i es . 2% BS hs as i) 
Pee ’ 
eka, ] 
eer ¢ | 
= a 
neat J 
a 
ie *, g 
a : 
my! 
7 S ] 
= i 
aa “§ | i 
Pet “ i, 
ee f 
Sapa 
St. 
Pi Sie 
oh. i> 
“ : 
ied \ 
a. | 
item 
ait ad 
é. h 
=, ! 
cies 
sia 
age nena sain anaes I 
Bol 3 _ ENP an emeENERERE Re EP ATE EIT I i 
ee it 
a i 
er { } 
Ms 
. : i 
ee Was ate rhe ei eins tee eg ee eee 4 OSE ere Nee A EEN SPE a: <a ite Laks 5 Roi Fs se 
Re se SA oan BOs ky) Sn a ng RR Te Ras ay or By ngage” a ae Sete SRR - % i eat 5" ea ee ae ER mera oo AE mG a ees Ble Wena oe 
mm oe ee di eee ee i ince ap het pi > ee Eve h ee fraps Sie - ete Be 
RR ss gio Sg Aa ar ~ Seles Bet Ae ead et apa ie yes Sr aE oe es 7 oe a eet cd 5. aati 2 yes. geet ee Ps URN Seer ey Pe 
a ge aaa: pies aie Sag Eerie ee ee oe Fe VIEL TIT See ag ee ee oe ee ae Magen pay re HT ong Sue aie eee Gein 
MR HOE En hs ee ial Ei ec TE 2 Bees i at Re Np ae Rey eee en i ae ERT eee ee ye ee Ra a Pas eer ts eet oy fe 
sche Mt teary MOE! PLE Sa” ig ae ate ETS TS Rate ere Ae WME ic Re ee) Sata Re eo aie UG We gc eRe i dears ERE PU Reg Wi Ech ge Serpico gerne PI rere a eaters SS Pi ee Ct eee eg dara eee 


PARENTS 


Parents in Households with One or More Children Under 10 


Magazines ranked by audience gain 


. tag 
Pe ieee 


PER CENT 
AUDIENCE AUDIENCE GAIN OF GAIN 
1958 1954 OR (LOSS) OR (LOSS) 
All such parents in U.S. | 33,650,000 | 35,300,000 | (1,650,000) | (4.7%) 
All such parents who 
read an average issue of: 
LOOK 7,700,000 | 5,150,000 | 2,550,000 | 49.5 
Saturday Evening Post | 5,700,000} 4,100,000 | 1,600,000 | 39.0 
Ladies’ Home Journal 3,850,000 | 3,300,000} 550,000 | 167 
McCall's 3,350,000 | 3,000,000 | 350,000 | 11.7 
Life 7,750,000 | 7,850,000 | (100,000); (1.2) 
Good Housekeeping 3,300,000 | 3,400,000 | (100,000); (2.9) 
Better Homes &Gardens| 4,100,000} 4,650,000 | (550,000) | (11.8) 
LARGER FAMILIES 
People* in Households of 3 or More Persons 
Magazines ranked by audience gain 
AUDIENCE AUDIENCE PER CENT 
1958 1954 GAIN OF GAIN 
All such people in U.S. | 93,750,000 | 89,000,000 | 4,750,000| 5.3% 
All such people who read 
an average issue of: 
LOOK 22,000,000 | 14,200,000 | 7,800,000 | 54.9 
Saturday Evening Post 15,350,000 | 11,500,000 3,850,000 | 33.5 
Life 24,200,000 | 21,000,000 | 3,200,000 | 15.2 
Ladies’ Home Journal 9,950,000 | 8,200,000} 1,750,000 | 21.3 
McCall’s 9,400,000 | 8,100,000 | 1,300,000 | 16.0 
Better Homes & Gardens} 11,150,000 | 10,250,000 |} 900,000 | 88 
Good Housekeeping 9,100,000 | 8,450,000! 650,000 | 7.7 
HOME OWNERS 
People* in Families Owning Their Own Homes 
Magazines ranked by audience gain 
AUDIENCE AUDIENCE PER CENT 
1958 1954 GAIN OF GAIN 
All such people in U.S. | 83,600,000 | 76,450,000 7,150,000 9.4% 
All such people who read 
an average issue of: 
LOOK 18,550,000 | 12,000,000 | 6,550,000 | 54.6 
Saturday Evening Post | 15,300,000 | 10,350,000 | 4,950,000 | 47.8 
Life 21,700,000 | 17,550,000 | 4,150,000 | 23.6 
Better Homes & Gardens| 12,450,000 | 9,850,000 | 2,600,000 | 26.4 
Ladies’ Home Journal | 9,850,000} 7,600,000} 2,250,000 | 296 
Good Housekeeping 8,900,000 | 7,100,000 | 1,800,000 | 25.4 
McCall’s 9,250,000 | 8,000,000 | 1,250,000 | 15.6 


® Aged 10 and over 


All tables are based on 1958 Loox-Politz The Audiences of Nine Magazines and 1954 LooK-Politz 
The Audiences of Nine Magazines. Two magazines in the 1958 study— 


Time and Reader's Digest—are omitted because they were not included in the 1954 study. 


Magazine 

readership 
and 

the family 
market 


Today, as always, the American family holds the key to business 
prosperity. For, as marketers know, people living together in a 
family unit spend more money . . . for more kinds of consumer 
products ... than the same number of people living alone. 


Of vital significance to advertisers, therefore, is the ability of vari- 
ous media to reach and influence what has come to be known as 
“the family market.” The tables at left, based on national Politz 
studies sponsored by LOoK in 1958 and 1954, reveal the current 
audiences and the audience growth of seven magazines in three 
key family-market areas. 


You will note that, in all three areas, LOOK leads the other six 
magazines in both actual gain and per cent of gain. Among larger 
families, LOOK outgained the population, while among parents 
with children under 10, LOOK registered a 49.5% increase as com- 
pared with a loss for the population. 


What is the reason for Look’s outstanding growth in family- 
market readership? The answer, of course, is that LOoK is a fam- 
ily magazine—literally a family magazine—read by men, women 
and teen-agers. Every issue of LooK—with its great variety of sub- 
jects . . . its warmth, understanding and wonder—appeals to every 
member of the family. 


It’s this compelling presentation of the exciting story of people 
that explains why, in a period of record-breaking growth for 
America’s major magazines, the magazine with the biggest family- 
audience growth of all is LOoK. 


READ BY 27,900,000 PEOPLE 


THE EXCITING 
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‘Value Line’ Sees ‘58 Beer 
Decline, Tobacco Constant 


The combination of cool weath- | 


er and reduced employment will 
probably result in a 2% decline 
in beer consumption this year, ac- 
cording to the “Value Line In- 
vestment Survey,” New York. The 
economic environment of the past 
decade has been unfavorable to 
brewers, “Value Line” finds. The 
twin problems have been a static 
level of beer consumption and in- 
creasing costs. But some relief 
from the profit squeeze is in sight 
as production is decentralized and 
the long-range beer consumption 
trend moves upward. The age dis- 
tribution of the population is 
shifting to favor the brewing in- 
dustry, “Value Line” finds. 

“Value Line” also believes that 
the regain of tobacco consumption 
in the past year and a half may be 
permanent. The public may have 
become relatively insensitive to 


jhealth scare talk. Filter tip cig- 
}arets, which now constitute half 
ithe industry’s output, are the 
|main key to the tobacco com- 
panies’ success, “Value Line” 
points out. 


ABC-TV Adds ‘Lone Ranger’ 
Sponsor; NBC-TV Sells to 4 

Smith Bros. (Sullivan, Stauffer, 
Colwell & Bayles) will join 
Cracker Jack Co. (Leo Burnett 
Co.) and General Mills (Dancer- 
Fitzgerald-Sample) as sponsor of 
ABC-TV’s “The Lone Ranger” for 
| the coming season. 

Four sponsors have purchased 
advertising on NBC-TV’s daytime 
and evening programs. Sunshine 
Biscuits (Cunningham & Walsh) 
has bought alternate quarter-hour 
segments of “The Price Is Right” 
and “Tic Tac Dough” starting in 
September. Grove Laboratories 
(Cohen & Aleshire) and Knapp 
Monarch Co. (Frank Black Asso- 


;ciates) have ordered participa- 
| tions, starting in November, and 
| Sterling Drug (Dancer-Fitzgerald- 
Sample), starting July 18, on “To- 
day.” 


Storer Shifts Bailey, Martin 
James E. Bailey, formerly vp 
and managing director of WSPD, 
Toledo, since 1956, has been ap- 
pointed managing director of 
WAGA, Atlanta, where he had 
held sales positions from 1943 
through 1952. Reggie Martin, sales 
manager of WSPD since 1956, has 
been appointed managing director 
of WSPD. Both stations are Storer 
Broadcasting Co. properties. 


Rolls-Royce Names Brubaker 

Winthrop’ Brubaker, formerly 
with McCann-Erickson, has been 
appointed public relations officer 
of Rolls-Royce Inc., New York, 
succeeding Don Lawder, who has 
retired. 


STARCH 52nd CONSUMER 
MAGAZINE REPORT REVEALS 


FOR CAR 


MANUFACTURERS AND 


THEIR AGENCIES 


MAGAZINE 


94.2% of all ELKS Magazine households 


magazine. 


New York 
Portland, Ore. 


Los Angeles 
Chicago 


surveyed own one or more automobiles. 


What's more, 31.2% bought new cars in the 
last 12 months. The ELKS Magazine leads all 
others in this category. 


Each 100 ELKS Magazine households own 
128.5 automobiles—a classification in which 
The ELKS is exceeded by only one other 


The median income of ELKS households is 

$6,636. This explains why ELKS rate so high in 

car ownership and can buy new cars more 
frequently. Automobile manufacturers can 

reach this exceptional market of 1,204,117 ELKS | 
through advertising in THE ELKS MAGAZINE. 


The Smiling 


cleans dealer shelves, too 


A low-cost, battery-operated Hanks- 
craft motor provides the power for 
the attention-getting display Seal to 
pivot at the waist—showing shoppers 
just how Glasswax “cleans a window 
a minute.” The Seal “works” for weeks 
— on ordinary flashlight batteries! 


Name Your 
Display Problem! 


Want to know the 
best way to animate 
your display? Just let 
Hankscraft engineer 
the motion for you! 
Send us a cutout 
dummy and rough 
sketch. We'll equip it 
with the most efficient 
motor for your use 
and return it with our 
price quotations. No 
obligation, of course. 


Seal 


Produced by Process Displays, Minneapolis, Minn. 


LET HANKSCRAFT HELP YOU! 
Send today for your FREE Hankscraft bro- 
chure — it describes all basic models and 
their special applications plus information 
on Hankscraft’s free engineering service. 


THE HANKSCRAFT CO., vent. AA-7, Reedsburg, Wis. 
Sales Offices in these principal cities: CHICAGO @ PHILADELPHIA ® MINNEAPOLIS 
NEW YORK ® DALLAS ® TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Co.) 


Advertising Age, July 21, 1958 


Getting Personal 


Saul Hoffman, account executive at Albee Trieber Co., Hartford 
agency, has been named public relations officer of the Connecticut 
Department, Jewish War Veterans of America, and junior vice- 
commander, Unknown Soldier Chapter, Hartford, DAV (Disabled 
American Veterans)... 

Richard O. Gibbs, United Advertising Corp.; Richard Davis, gen- 
eral manager, Radio Station WELI; Alde DeDominicis, consultant, 
WNHC-AM-FM-TV; and Daniel W. Kops, general manager, Radio 
Station WAVZ, all of New Haven, have been reelected to the 
board of directors of Junior Achievement of Greater New Haven 
Ine. .. 

Harry H. Foster, Pittsburgh area manager of National Transitads 
Inc., has been appointed head of the activities committee of the 
United Fund of Allegheny County... 


CELEBRATION—Pictured at an agency staff party celebrating the 20th 

anniversary of R. T. O’Connell Co., New York, are (left to right) 

George L. Miller (Aesop Glim), vp; Ethel Marklen, exec vp, and 
R. T. O’Connell, president. 


Cliff Gill, vp of KBIG, Avalon, Cal., has been elected president 
of the Hollywood Charitable Foundation, which is a polling of the 
charitable activities of Hollywood area service clubs. . . 

A 6 Ib. 1 oz. daughter, Melanie, was born July 6 to Lee Francis 
(Mrs. Herbert R. Levin), advertising and sales promotion manager 
of ABC Film Syndication. . .Another arrival, 8 Ib. 9 oz. Ann Gaynor, 
was born July 7 “with a Four A’s contract in her hand,” according 
to papa Paul Gaynor, head of Gaynor & Ducas, New York. . . 

An exhibition of graphic art by Louis Silverstein, promotion art 
director of the New York Times, will be held Sept. 11-30 in the 
School of Visual Arts, where Mr. Silverstein is a faculty member... 

Four artists walked off with the six top prizes in Kudner Agency’s 
sixth annual art competition. In the professional class, Robert Con- 
lan, sketch artist, won first and third prizes. Second prize went to 
Robert Bode, exec art director. In the amateur class, Tallulah Lotti, 
a secretary, won first prize, while Mary Caputi, of the accounting 
department, was awarded second and third prizes... 


HONORARY CHIEF—Cliff Ferris, board chairman of the Northwest Daily 

Press Assn. and publisher of the Wisconsin Daily News, Rhineland- 

er, is shown being adopted into the Chippewa tribe by Chief Ne’ Gon 
Agezik at the group’s summer meeting in Brainerd, Minn, 


Amber Jane Harrington, daughter of William Clark Harrington, 
CBS exec, and Kenneth David Harris, art director at Anderson & 
Cairns, have set July 19 as their wedding day .. . On July 4, Judith 
Kent, daughter of Albert H. Kent, vp of Johnson, Kent, Gavin & 
Sindling, newspaper representative, was married to Dr. Robert M. 
Green. . . July 3, Mrs. Marian Cattaneo Baldwin became the bride 
of Arthur Hardie, radio-tv producer at Ted Bates & Co... 

“One of Canada’s most luxurious fishing camps,’ Camp White 
Bear on Lake Timagami, Ontario, has been purchased by Howard T. 
Wilson, vp of McKim Advertising Ltd., and Philip H. Tedman, vp, 
Willis Advertising Ltd. . . 

Proud new possessor of a private pilot license is Doug Smith, 
ad and merchandising director of S. C. Johnson, Racine, Wis. Doug 
has a small Cessna which he plans to swap for a larger one shortly... 
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The Washington Post and Times Herald 
won 31 more awards 
for journalistic performance in 1957. 
This brings the total to 257 awards 


including 6 Pulitzer Prizes 


received by this newspaper since 1933 


making it Washington’s 


most honored newspaper. 


Represented By ——___ Sawyer, Ferguson, Walker Co.—New York; Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles ; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.— West Roxbury, Massachusetts; Lou Robbins, New York; 
and New Jersey Hotel and Resort adv. rep.— 1265 Broadway, N.Y.. N.Y.; Puck The Comic Weekly; Robert S. Farley—Financial Representative in New York. 
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Be In the of] production, 
elrilling exploration market, 


WORLD OIL consistently offers 


you greater coverage ~ 


through specialization. 


GULF PUBLISHING COMPANY P.O. BOX 2606 HOUSTON 1, TEXAS 


James McCarthy, 61, 
Ex-Professor, Expert 
on Outdoor Field, Dies 


Cuicaco, July 15—James_ E. 
McCarthy, 61, former dean of the 
University of Notre Dame college 
of commerce, head of the Outdoor 
Advertising Foundation of Notre 
Dame and for many years a vig- 
gorous exponent of outdoor 
advertising, died July 10 while 
undergoing heart surgery in Pres- 
byterian Hospital here. 

Mr. McCarthy headed Notre 
Dame’s college of commerce for 
32 years before he resigned in 
1956 to establish his own manage- 
ment consultant service. He had 
headed the Outdoor Advertising 


lished about 1946 at Notre Dame, 
jand he was a frequent speaker 
at advertising meetings on the 
subject of outdoor posters. 

Mr. McCarthy also frequently 
spoke out as a critic of advertising 
—warning in particular against 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


COVER HALF OF IOWA 
WITH JUST ONE STATION! 


Iowa contains more than 25% of all Grade A 
farm land in America — Iowa farmers average 
$11,800 of income per year. Yet non-farm 
income is 300% larger than farm income in 
this spectacular State! 


In Iowa 672,400 families own TV sets — 

a higher percentage than in any other state west 
of the Mississippi. And you can cover over 
half these homes, 392,700 in all, with 

ONLY WHO-TV! 


fH % 
CH 
WHO-TV gives you complete coverage of: Ss 

Central Iowa, where an active consumer market 


spent over $320 million for food alone, last year! 


The latest Metropolitan Des Moines ARB 
Survey (Feb. 8 — March 7, 1958) again 
proves that the Iowa audience prefers WHO-TV: 


> 
TS ‘ 
* 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


<WHO-TV 
IS FIRST 


WHO-TV 
IS FIRST 


WHO-TV 
iS FIRST 


'oWHO-TV 
IS FIRST 


SS WHO-TV 
IS FIRST 


WHO-TV 


LIS FIRST 


WHO-TV 
IS FIRST 


FIRST PLACE QUARTER HOURS | WHO-TY 
S<iS FIRST 
NUMBER REPORTED | PERCENTAGE OF TOTAL 
1 Week 4 Week 1 Week 4 Week WHO-TV 
WHO-TV 256 232 54% 49%, O~IS FIRST 
STATION K 162 186 34% 39% | 
STATION W 47 51 10% 11% WHO-TV | 
TIES 8 4 2% 1% iS FIRST 
Now as always — for the complete story on ' hy y 
Central Iowa coverage, talk to PGW! a 
WHO-TV é. 
iS FIRST 
WHO-TV 
iS FIRST 


Channel 13 » Des Moines 


Col. B, J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc., 
National Representatives 


Affiliate, 


Foundation, since it was estab-| 


Advertising Age, July 21, 1958 


“sameness, lack of dignity and un- 
truthfulness.” 

Speaking in 1953 before a meet- 
ing of the Southwestern Assn. of 
Advertising Agencies, Mr. McCar- 
thy cited “extravagant claims” in 
ads and said there is “no conceiv- 
able reason, except criminal disre- 
gard for decency, why honest prod- 
ucts, honestly produced and hon- 
estly merchandised, should be sub- 
mitted to the indignity of being 
presented to the public tricked out 
in the trappings of a strumpet.” 

At the time of his death he was 
vp in charge of education and pub- 
lic service programs of the Gerity 
Broadcasting Co., a chain of three 
radio and tv stations in Michigan, 
and also was a director of Asso- 
ciates Investments Inc., South 
Bend, Ind. 


HAROLD HALL 

NEw York, July 15—Harold Hall, 
65, retired business manager of 
two New York newspapers and 
assistant to the business manager 
of Scripps-Howard Newspapers, 
died July 12 of a heart attack at 
his home here. 

Born in Lewiston, Me., he en- 
tered the newspaper business as a 
reporter in St. Louis. He joined 
Scripps-Howard in 1923 as assist- 
ant to the general manager. Dur- 
ing the organization’s expansion in 
the 1920s, Mr. Hall worked on con- 
solidations of newspapers in Knox- 
ville, Memphis and Denver, and 
became business manager of the 
Denver Rocky Mountain News and 
Denver Evening News. 

In 1927, when the New York Tel- 
|egram was purchased by Scripps- 
Howard, Mr. Hall was named 
business manager. He was also 
president of the Scripps-Howard 
Newspaper Supply Co. 

In 1930 Mr. Hali resigned to join 
the New York Times. From 1941 to 
1957, when he retired, he was busi- 
ness manager of the Times. 


NICHOLAS V. PALMER 

New York, July 15—Nicholas V. 
Palmer, 60, advertising representa- 
tive of Electrical World since 1940, 
died July 12 at Hackensack Hos- 
pital. Mr. Palmer had just started 
his vacation and was taken to the 
hospital for examination because 
of severe abdominal pains. He died 
before a complete diagnosis could 
be made. 

He started his career as an auto- 
mobile parts salesman; he joined 
the McGraw-Hill Publishing Co. 
in 1920 as a catalog salesman. Be- 
tween then and 1940 he had 
worked on several of the compa- 
ny’s publications as an advertising 
salesman both here and in Boston. 


TPA Adds Four Salesmen 

Spence Fennell, John Nercesian, 
R. Russell Roop and David Willis 
have joined the sales staff of 
Television Programs of America, 
New York, tv film producer-dis- 
tributor. Mr. Fennell, who will 
headquarter in San Francisco, is 
from Ziv TV; Mr. Nercesian, as- 
signed to Denver, formerly was a 
feature film distributor in that 
area; Mr. Roop, whose headquar- 
ters will be in Pittsburgh, previ- 
ously had his own agency; David 
Willis, assigned to TPA’s sales 
staff on a roving basis, formerly 
was with WEWS, Cleveland. 


i 
Marle does It 


FASTER... 


complete mailings, multi- 
raphing, minteerep 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

L WAbash 2-8655. 
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In hundreds of Midwest towns this 
Summer, women are flocking to a new 
kind of fashion show. The exhibits shown 
are not dresses, hats, hairdos, home decor 
— but new fashions in kitchens. 

The show is sponsored by an appliance 
dealer, or a utility, and was originated by 
SuccEssFUL Farminc. The women who 
attend see the prize winning filmstrip, 
“Planning Your Farm Kitchen,” and get 
a copy of the SF brochure, “Farm Kitchen 
Ideas.” The dealer has the opportunity to 
demonstrate his ranges, dryers, automatic 
washers, cabinets, dishwashers, furniture 
—and book orders. 

After the initial showing, the filmstrip 
is loaned to women’s clubs, church groups, 
extension classes, and home economists. 
One dealer alone showed the film to more 
than 4,000 people during one week. 

The meetings are based on SucCESSFUL 
FarMING’s editorial program of center by 
center kitchen modernization; 9 separate 
and efficient work areas are suggested as 
the key to better farm kitchens. The woman 
attending learns how shecan modernize her 
kitchen piecemeal as her budget permits. 

Dealers participating in the SuccEssFUL 
FarMING Kitchen Modernization promo- 
tion are listed in the March and September 
issues of the magazine; and provided with 


two seasonal kits of display material. The 
filmstrips are sold at $9.95, and the “Farm 
Kitchens Ideas” booklets at 12%2¢ a copy. 


enthusiastic cooperation of more than goo 


response to every advertisement it carries. 

With better prices and bumper crops, 
SF families are having a prosperous year. 
Their average estimated cash farm income 
for more than a decade has been around 
$10,000. There is no lack of buying power 
in SuccessFUL FARMING’s market. 

For better business this year, and to 
balance national advertising in a segment 
of the U S market where general media lack 
impact, buy SuccessruL Farminc. Any 
SF office will give you the details. — 


To date this promotion has had the 


dealers, who spent their own money for it 
—for the simple reason that it works. It is 
making additional sales for them, and 
providing prospects for years to come. 

SF housewives are more interested in 
kitchens than their urban sisters, spend 
more time in their kitchens, and prepare 
more meals for larger families. 

Fifty years of helping farm families earn 
more and live better gives extra influence 
to everything published in its pages, extra 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow's plans. 
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The big build up! 


13% added one or more rooms, 


31% installed new siding, 


55% did outside painting, 


76% did interior painting, 
in a three year period ending Jan. 1, 1957. 

Know any better building market 
| than these Successful Farming families? 
Their estimated average cash farm income 
was $10,870 in 1957— 
will be higher this year. 
| Having helped farm families live better 
| for 56 years, Successful Farming | 
has unmatched influence — 


| and gives balance to national advertising | 


where general media are spotty. 
| Call any SF office for details. | 


Successful Farming...Des Moines, New York, Chicago, Detroit, 
Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 
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Zlowe Co. Letter 
Hits ‘Blind Imitation’ 
in Ad Copy, Themes 


New York, July 15—*“The chal- 
lenge for advertising to demon- 
strate its sales power is more 
apparent than ever. But will ad- 
vertising accept and meet the 
challenge? So far there is little 
evidence to indicate it will,” says 
the Zlowe Co. in the current 
issue of “Perspective,” a house 
organ for clients and prospects. 

“There is too much that is 
sheep-like about today’s advertis- 
ing. Too much imitation, too little 
originality; not enough recogni- 
tion of what causes and influences 
consumer behavior,” the agency 
says. 

“Patent and other laws prevent 
imitating another’s packaging, 
brand name, trademark, slogan. 
Even if such laws did not exist, 
no reputable manufacturer would 
dream of copying them. 

“But how different when it 
comes to advertising. Copy theme, 
format, even art work are much 
imitated—simply because it sup- 
posedly worked for someone else. 

“Blind imitation is becoming the 
substitute for originality,” the 
agency says. “No less than seven 
cigaret companies,” it points out, 
“are using the same approach. So 
too are six whisky companies. .. . 
Why do nine out of ten cosmetics 
ads promise ‘radiant complexion 

.moisturizing action?’ 


# “In one recent week,” the agen- 
cy notes, “Life, Look and The 
Saturday Evening Post contained 
no less than 22 ads featuring con- 
tests—from shoes to bras; from 
autos to diamonds; from paper 
cups to cigarets. 

“How many consumers could 
identify paint, shirt, rug ads if 
brand names were masked out? 
Recently we masked out shaving 
cream, shaving lotion, electric and 
wet razor ads and asked men to 
identify brand and product. Fewer 
than 5% made correct identifica- 
tions. Why? Because they all 
promise longer lasting, cleaner, 
cooler, smoother shaves. 

“There is something wrong 
with the perspective of advertis- 
ing today,” the house organ says, 
“when an ad agency can prepare 
a campaign for a beer advertiser, 
then use the identical campaign 
for a department store. 


in the leadership spotlight 


4 : ~ 
{ } 
x 4 

Top-drawer advertisers 


are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


“For the advertiser with a lim- 


ited budget, it is vital to stand out} 


from the crowd. If you can’t de- 
pend on the sheer volume of your 
advertising to make an impact, 
you must depend on originality, 
daring, The smaller the number 


of your ads, the deeper each one} 


must penetrate under the con- 


sumer’s skin,” # 


Stouffer Retains Wyse 
Wyse Advertising, Cleveland, has 
been appointed to assist Stouffer 


|Corp., Cleveland, in an internal 
merchandising program. Earlier 
this month (AA, July 7) J. Walter 
Thompson Co. was named the com- 
pany’s agency to plan and execute 
expanding advertising, marketing 
land merchandising for Stouffer’s 
three divisions. Wyse and Lang, 
Fisher & Stashower previously had 
serviced the account. 


Conduit Company Names Eitel 
John A. Eitel has been appointed 


to the new position of advertising 


manager of Pittsburgh Standard 
Conduit Co., producer of rigid steel 
conduit, electrical metallic tubing 
and related fittings. Mr. Eitel, 
addition to retaining his former 
duties as Pittsburgh district sales 
manager, will coordinate the com- 
pany’s national advertising pro- 
gram. 


Doyle to Stephan & Brady 
Robert J. Doyle, formerly with 

the Milwaukee Journal news staff 

and press relations director of 


in| Mr. Doyle, who will direct expand- 
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Northwest Orient Aijrlines, St. 
Paul, will join Stephan & Brady 
Inc., Madison, Wis., as a partner. 


ed public relations, news and copy 
services, will join the agency on 
Aug. 1. 


Rogers to Cramer-Krasselt 

Robert W. Rogers, formerly a 
copywriter of J. Walter Thompson 
Co., Chicago, has joined the crea- 
tive staff of Cramer-Krasselt Co., 
Milwaukee. 


first of a series 


Te Ge. 


Practical Builder points the way to help 


Sell like ’60 
In 58 and ‘59 


Great prosperity is predicted for the 60's. But the problem is 


more sales NOW! 


True to its responsibility of providing industry leadership, _ 
Practical Builder is doing something now . . . something to 


J 
‘ 
+ 
me) 


create immediate sales for the building industry. 


“Smart people build or buy BEFORE a boom!" is the theme of 
Practical Builder's new selling campaign .. . a sound 
sales idea, timed to the present needs of the building industry. 


It is the sort of promotional activity needed to spur 


a hesitant market into buying action . . . an idea that will enable 
manufacturers and builders to sell like '60 in '58 and '59. 
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Potato Chippers Co-op 
Formed in Chicago 

Potato Chippers Cooperative, 
formed to furnish services in mar- 
keting, purchasing and research for 
its member potato chip companies, 
has opened offices at 208 S. La 
Salle St., Chicago. Seven compa- 
nies are in the cooperative. Offi- 
cers are H. T. McNamara, Blue 
Star Foods, Rockford, IIl., presi- 
dent; Julius Yacker, exec vp and 
operating head; Guy L. Caldwell, 


sas City, vp, and Charles Seyfert, 
Seyfert Foods, Fort Wayne, Ind., 
treasurer. 


Diesel Magazine Moves 

Diesel Progress has moved its 
editorial and sales offices from Los 
Angeles to 1701 W. Wisconsin Ave., 
Milwaukee. Executive offices will 
be retained in Los Angeles. Bruce 
W. Wadman, exec vp, will be in 
charge of advertising sales and 
circulation with headquarters in 


merly manager of the advertising 
and sales department of Nordberg 
Mfg. Co., Milwaukee, has been 
named managing editor of the 
magazine. 


Brault Heads Premium Group 
Arthur F. Brault Jr., sales man- 
ager of Amity Leather Products 
Co., West Bend, Wis., has been 
elected president of the National 
Premium Sales Executives. Other 
officers are H. G. Blakeslee, Cory 


Bissell Carpet Sweeper Co., 2nd 
vp; Robert F. Draper, National 
Presto Industries, 3rd vp; T. W. 
White, Club Aluminum Products 
Co., treasurer, and J. M. Tighe, Lux 
Clock Mfg. Co., secretary. 


Campbell-Mithun Boosts 2 
Alden Grimes has been named 
marketing vp of Campbell-Mithun, 
Minneapolis, and will move to the 
agency’s Chicago office for pri- 
mary assignment on the American 
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was vp in charge of research. Les- 
lie Beldo, research director for 
Minneapolis operations, becomes 
director of research for the entire 
agency. 


New Automation Book Set 
Machine Accounting & Data 
Processing, a new bi-monthly mag- 
azine, willl be published by Gille 
Associates Inc., Detroit, beginning 
in October. Editorial offices, head- 
ed by Eugene F. Murphy, will be 


Guy’s Nut & Potato Chip Co., Kan- 


Milwaukee. Robert E. Schulz, for- 


Corp., 


lst vp; William B. Rose, 


Dairy Assn. account. He formerly | }ocated at 52 Gramercy Park North, 


ail 
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a big idea powered by strong promotional activity 


Set off by a series of metropolitan daily newspaper 
ads, the’ Smart people build or buy BEFORE aboom!” 
campaign has already been endorsed by the National 
Association of Home Builders and used by dozens 
of building product manufacturers and many build- 
ing material dealers, lending agencies, realtors, 
newspapers, etc. 

An entire kit of tie-in promotional material—news- 


paper mats, radio and TV scripts, envelope stuffers, 
window signs, counter cards, etc.—will be made 
available to more than 100,000 members of the build- 
ing industry through the August issue of Practical 
Builder magazine. The material is based on facts 
assembled by the Bureau of Social & Business 
Research at the University of Denver, working under 
the sponsorship of Practical Builder. 


typical of many past promotions created by Practical Builder 


Essential to trade magazine success is a sense of 
timing—the ability to hit upon the right idea at the 
right time. Practical Builder's record of achievement 
stands for all to see. 

Normal fluctuations in our economy since World 
War II have triggered a number of ups and downs in 
home building. Yet, in every down period, accu- 
rately timed, practical promotional campaigns 
launched by Practical Builder have seemed to signa’ 
each change for the better. 


Here is the record: 

When postwar America went on an all-out buying 
spree, Practical Builder made the entire country con- 
scious of home ownership with . . . “Your Only Real 
Security, a Home of Your Own”. 

When millions of Gl's sought rental housing that 
did not exist, Practical Builder showed them how to 
buy a home with...‘‘A Message to Homeless Vets”. 

When building costs began to rise at an alarming 
rate, Practical Builder championed more efficient 
building methods with..."Operation Trade Secrets”. 


When the margin between building costs and 
profits began to disappear, Practical Builder devel- 
oped builder management courses and schools 
across the country. 

And just last year, when builders were exhibiting a 
dangerous neglect of the mass market for low-cost 
homes, Practical Builder's solution was .. . “Let's 
Get Rolling . . . Solve Our Problems, Build for All 
Markets”. 

The record speaks for itself. Now, with “Smart 
people build or buy BEFORE a boom!" Practical 
Builder will help sell thousands of additional homes 
in 1958 and 1959. Practical Builder, the strong selling 
force for the building industry, can be a strong sell- 
ing force for you. 


“Practical Builder is again, as it has been many 
times in the past, in the forefront of significant 
and important trends in our industry.” 
John M,. Dickerman, Executive Director 
National Association of Home Builders 
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Practical Builder 


The only magazine edited exclusively for builders » 5 South Wabash Avenue, Chicago 3, Illinois 


New York. One-time b&w page 
rate will be $350. Circulation guar- 
antee is 10,000. 


Magnavox Forms Subsidiary 

Magnavox Co., Fort Wayne, Ind., 
has formed a new subsidiary, Mag- 
navox Astro-Physics Laboratories, 
with offices in Rochester, N.Y., to 
meet future defense needs in the 
fields of missile and space tech- 
nology. Col. James W. Anderson 
Jr., USAF (Ret.), has been named 
head of the subsidiary. 


PHONE NOW! 
_ MARKETS 

SNAPPED UP 
EVERY DAY! 


starring 


ee 8 


Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
_inghouse! Storer! Meredith! 


Choice markets still available! 
Phone now! —PLaza 5-2100 


Television Programs of America, Inc. 
488 Madison Avenue - New York 22 


. 


| Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
pn 
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Rating Hypo ‘Cures’ 
Bring on New Maladies 


(Continued from Page 3) 
each time period. NSI reports this 
average condition, based on all 
eight weeks of the two measured 
months, or the four weeks of the 
interim reports.” 


# Stung by this far-from-soft seil, | 


the other services began experi- 
menting with devices which 


would put a lid on the rating week| Sponsor Magazine to exploit a) 


promotion. It was only natural 
that, as Nielsen entered more 
markets, the pace of “reform” 
would become more intense. 

Reform attempts did not, how- 
ever, follow the Nielsen pattern, 
for a very good reason: Cost. The 
NSI type of service costs about 
twice as much as the others—al- 
most too much, in fact, for Nielsen 
itself. To begin with, therefore, 
many other ways were tried. 

The most obvious way was sim- 
ply to institutionalize the indivi- 
dual stations’ own practices of 
telling the advertising agencies 
and rating services about each 
other’s peccadillos. The rating 
services began to press for infor- 
mation of this kind, and began 
responding to it by “exposing” the 
special promotions by reports in 
the front of the rating book—or 
even by dropping offending sta- 
tions out of the ratings. 


® Both of these punishments were 
inflicted last fall in a celebrated 
radio case in Omaha. 


reps’ offices and into the hands of 
agency media people, and WOW 
and KFAB became the heroes in a 
|ratings melodrama. 


|@ So did KOIL, in its own fash- 
ion. Dazzled, perhaps, at not hav- 
ing been dropped by Hooper, that 
|property of the energetic Don 
|Burden took the front page of 


situation in which two of its com- 
| petitors were out of the running. 

| “These three distinguished gen- 
|tlemen’s companies agree,” said 
| KOIL (above photos of the presi- 
dents of Hooper, Pulse and Tren- 
dex), that “KOIL leads in Oma- 
ha.” 

The reaction came, not from 
Hooper, but from Pulse’s Dr. Sid- 
ney Roslow. He sent the station 
a scorching wire of reproval, 
which the unchastened KOWH 
promptly picked up and excerpted 
|on the next cover of Sponsor, un- 
| der the heading, “Ask Dr. Roslow.” 

As KOWH quoted it, Dr. Ros- 
low’s amswer ran somewhat as 
| follows: “I strongly object to your 
|ad on Sponsor cover . . . You are 
not No. 1 in Pulse... and I do 
| not agree ... that you are No. 1 
. .. I feel this ad is very damag- 
ing and had I known you were to 
use my picture with such copy, I 
would never have sent you the 
picture.” 

For good measure, according to 
KOWH, Dr. Roslow added (verbal- 


Pulse, which had been sending ly) that, “KOWH is first in Oma- 


out questionnaires asking stations 
if they were conducting special 
promotions that might affect the 
rating week, decided to try pub- 


lishing the replies, or rather those earned this position by “giving | 
parts of the replies in which the! the listener a chance to win a new |. 
station reported, not on itself, but| 195g automobile each and every itself become a form of program- | 


| ha.” 
® By this time, of course, the pos- 
sibility that KOWH might have 
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KANSAS CITY METRO POLITA 


KMBC 15.7 10:00 Nws 
WDAP 20.3 Bob Hope 
Misc. 

| H.U,T, 52.3 


obviously special programs, like 
an address by the President or a 
World Series. 

In radio, where promotion has 


on the competition. As a frontis-| hour of the day” was pretty well |™ing, the problem is trickier still. 


piece to the November Pulse for 
the Omaha market, it ran the 
following statement: 


SPECIAL PROMOTIONAL EFFORTS 
DURING THE NOVEMBER SURVEY 
PERIOD 


KFAB KFAB is running no cash give- | 


aways such as those you describe in 
your letter of Nov. 12. 
Cordially, 
Lyle Bremser 


KOOO As reported by another Omaha 
station: “KOOO is running a mystery 
voice worth $1,420 and giving clues 
throughout the day with an added bonus 
for the person answering the telephone 
with: ‘Hello, KOOO.’ They also have a 
cash club with $1,000 prize to women’s 
organizations.” 

KOWH As reported by another Omaha 
station: “KOWH, along with the cash 
jack pot for ‘Lucky House Number,’ is 
giving the listener a chance to win a 
new 1958 automobile each and every 
hour of the day.” 

KOM As reported by another Omaha 
station: “KOIL each hour is running 
their ‘Lucky Telephone Number’ twice 
with cash jack pots of $200 to $500. 
Once each hour they have a $1,000 cash 
call to identify a mystery voice.” 

WOW This is to certify to you that Re- 
gional Radio WOW carried no money 
giveaways or other artificial stimuli of 
any kind that might affect ratings taken 
during the month of November, 1957. 

Sincerely, 
Bill Wiseman 


® Pulse’s competitor, Hooper, took 
an even more drastic tack. The 
October-November Hooper rating 
book contained two empty col- 
umns, where KOOO and KOWH 
previously had been. It explained 
the omission with this terse com- 
ment: 

“Radio stations KOOO and 
KOWH conducted a type of au- 
dience promotion during this sur- 
vey which, in our opinion, would 
result in our showing inflated 
shares if they were reported here. 
They are therefore omitted.” 

The strange effect of ail these 
strictures was not repentance, but 
a new subject for promotion. 
Copies of the illuminating Pulse 
“expose” began circulating through 


| obscured. 


| By the time of the next ratings, | 


Hooper had restored KOOO and 
KOWH to its listings, Pulse had 
omitted its “expose” and business 
| was as usual in Omaha. 


| 


Promotions or Hypos? 


The suggestion is that “black- 
listing” the hyperpromotional sta- 


tions was not very effective in | 


|}Omaha. Actually, the procedure 
has had a surprising effect on the 
minds of some reps and station 
managers, to judge by the number 
of times they refer to it as a 
threat. 

You even hear about stations 
which diabolically conduct their 
“hypos” during the week or ten 
days just preceding rating week, 


self—“so we don’t get listed.” 

Regardless of how salutary this 
kind of exposure is, it quite cer- 
tainly will not be the solution to 
the rating week problem. “We are 
not an enforcement agency,” says 
Dr. Roslow, and confesses that “we 
got a little too enthusiastic in 
Omaha.” 

Pulse, he says, does not intend 
to “expose” any more promotions 
in the manner it used there. It 
will concern itself in the future 
with only one kind of rating pro- 
motion—the kind in which the 
station announces it is conduct- 
ing a survey and encourages lis- 
teners to tell any and all inter- 
viewers that “I’m listening to 
WxXXX.” 


= The problem, as both Pulse and 
ARB have pointed out, is to dis- 
tinguish between rating week 
promotions and just plain promo- 
tions. In television this involves 
you in judging the comparative 
quality of, say, one movie over 
another. About the best that can 
be done here is to note certain 


then lay off during the week it- | 


Accuse a station manager of aim- | 


jing a promotion at rating week 


'and you'll very likely be right. 


|But chances are he can very 


quickly show you a similar pro-| 


motion which was not aimed at a 
| rating week. 


's American Research Bureau, 


| 
| 


| 
| 
| 
| 


which still does “expose” special | 


ptomotions, offers this rationale 
of exposure: ARB does not men- 
tion special advertising efforts in 
its reports, “as it would be ex- 
|tremely difficult to establish that 
large amounts of newspaper ad- 
| vertising, for example, would not 
become a permanent part of the 
station’s promotion after rating 
week. 

“This also holds true of other 
|special promotions, such as 
house-to-house mailings of the 
station’s program schedule.” 

Similarly, ARB has found it 
“unfeasible to prevent the pro- 
gramming of special movies, as 
this could be coincidental. Our on- 
|ly recourse here is to list the 
program title and hope that re- 


er-than-usual audience appeal of 
the show.” 


s Among the standard “hypo” de- 
vices, this leaves only contests 
which “we feel can honestly be 
noted in an ARB report. . . 

“We do not attempt to evaluate 
how much effect a rating week 
contest has had on viewing, but if 
any home market station does 
have such a promotion, a note is 
carried in the report.” 

The following “special notice” 
from Page 1 of a recent (May, 
1958) ARB report for the Shreve- 
port market shows that ARB goes 
into considerable detail: 


SPECIAL NOTICE 


During the 15-day period from April 
27 to May 11 (covering the ARB survey 
week) Station KTBS-TV conducted a 
contest which required contestants to 


port users are aware of the great-| 


Stations 10:00 PM 10:15 
| KCMO 16.7 Sheriff-Cochise. 16,3 Sheriff-Cochise 


13.7 Sprts,Wea 
20.0 Bob Hope 


49.3 


BOB HOPE THREE WAYS—Shown above are sections of Nielsen, ARB, and 
Pulse rating books in the same market (Kansas City) and for rough- 
ly the same period (10-10:30 p.m., Friday, January, 1958). Only 
Pulse (bottom) listed the special Bob Hope show—its rating week 
happened to include the program. ARB, using the one-week-four- 
week system, listed the program of its major week (“Amos ’n’ 
Andy”) with an asterisk to indicate a programming change some- 
where in the other weeks. Nielsen (top), whose rating was an av- 
erage of eight weeks in January and February, said simply, “Unan- 
nounced.” 


view that station from 5:30 PM to 
11:00 PM nightly in order to secure 
various numbers to be totalled. Win- 
ners were those who came closest to 
figuring the true total (and, in the 
case of ties, who best estimated how 
far the first-prize Renault Dauphine 
auto would run on a full tank of gas). 
Prizes, in addition to the above men- 
tioned auto, consisted of a refrigera- 
tor, freezer and other valuable items. 


According to data furnished by KTBS, 
that station conducts promotional con- 
tests continuously throughout the year. 


It is not known what effect, if any, 
the survey week contest had on view- 
ing, but this information is provided 
ARB's clients to assist them in evalu- 
ating the results presented herein. 


# ARB contends that these no- 


|tices exercise a considerable re- 


straint upon stations, 


| well may be, since in the case of 


Shreveport there will probably be 
only one other ARB report this 
year. Even so, ARB itself feels 
that the secret week or the four- 
week measure are much better 
ways to “avoid all of these prob- 
lems.” 


The Secret Weeks 


Traditionally, there were no 
“secret” rating weeks. Stations 
were notified in advance of a rat- 
ing, in one way or another. ARB’s 
approach was to have universal 
rating weeks each month (as do 
Trendex and Videodex), and mark 
the dates on its rate card. Pulse’s 
way was to notify the station man- 
ager when it requested from him 
the program information which is 
essential to its printed roster sys- 
tem of surveying. 

During the past year and a half, 
however, a number of markets 
have been invaded, on an increas- 
ingly steady basis, by unan- 
nounced pollsters from Pulse, 
ARB and Hooper. Pulse, accord- 
ing to Dr. Roslow, is now using 
secret weeks entirely—both radio 
and tv—in those middle-size cities 
where it measures three, six, or 
eight times a year (about 24 of 


them in the current rate card). 
ARB, which has been institut- 
| inna its reforms only at the request 
|of station subscribers, has no pat- 
tern for “secret” weeks, but seems 
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to be conducting them at the rate 
of about 5 or 10 per month. 


® As a reform, the secret meas- 
urement has the virtue of eheap- 
ness. According to ARB, it only 
costs 10% more than a known- 
week measure. For the price, it 
offers at its best a definite check 
to the hyperpromotional radio or 
tv station. If the rating inflater 
is not exposed, he is at least 
forced to work several weeks for 
his rating, rather than just one. 

An example comes from the 
San Antonio market in May, when 
Hooper was measuring radio lis- 
tening in a secret week. According 
to one source, the exact week was 
not discovered—so at least one of 
the stations made sure by running 
its special promotion for three 
weeks instead of one! 

Even as this points to the 
strength of the secret week it also 
exposes the weakness. For the 
secret week sets up a conflict in- 
side the rating service between 
speed of reporting, on the one 
hand, and absolute secrecy on the 
other. Ideally, the secret week 
should be a random week varying 
uniformly within a given month 
(or longer period). 


s Actually, the pressure to be out 
with a June rating book while it 
is still June continues to thrust a 
disproportionate number of “sec- 
ret” weeks into the first or sec- 
ond weeks of the month. The sta- 
tion which gambles that way may 
not always win; but the odds will 
probably favor it. 

Also, both Pulse and Hooper 
agree that it is difficult to keep a 
“secret” week a_ secret. In the 
smaller markets, particularly, the 
news tends to be all over town 
after the first day of measure- 
ment. 

Finally, there is the fact that 
the secret week, while it tackles 
the problem—and economically— 
does nothing else. By contrast, the 
four-week measure not only at- 
tacks the rating “hypo,” but also 
provides additional information 
which is beyond the reach of the 
one-week survey. 


Months Instead of Weeks 


and this | 


For these reasons, combined with 
the competitive pressure of the 
Nielsen Station Index, the other 
rating services appear to be mov- 
ing pretty steadily toward multi- 
week measurement. Methods vary 
widely, however. 

Pulse apparently is abandoning 
(like Nielsen) the principle of 
showing individual program per- 
formance in those markets where 
it has established multi-week 
measurement. Instead, it will show 
four-week average ratings (com- 
pared with Nielsen’s eight-week 
averages). 

ARB, on the other hand, is try- 
ing to ride both horses with its 
unusual one-week-four-week sur- 
veys. ARB’s method is to take a 
full statistical sample during a 
known rating week each month, 
then conduct a lighter sample dur- 
ing each of three other weeks. 

For example, the March, 1958, 
ARB for Los Angeles was based 
on 411 diaries in the first week of 
March, supplemented by 164 dia- 
ries in each of the three preceding 
weeks. The March week measure- 
ment, of course, provided the 
“One Week Rating’ column of 
the Los Angeles log. The “Four 
Week Rating” was found by ma- 
thematically weighting the heavy 
March survey down to a parity 
with the lighter February meas- 
urements. 

Programs listed are those shown 
during the “one week.” Asterisks 
indicate that there were program 
changes during the other weeks. 


s Another difference between 
ARB and Pulse is that the latter 
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is starting its four-week measure- | during which programs are likely | 


ments in the smaller markets. Ac- | 
cording to Pulse’s Dr. Roslow, the | 
service is now conducting four-| 
week surveys in 30 markets where 
it measures only once or twice a 
year (there are 90 such markets 
in Pulse’s current rate card). | 
ARB, on the other hand, has in-| 
stalled the one-week-four-week | 
system in 18 of its most impor- 
tant markets. (Exceptions are} 
New York and Chicago, which, 
with Los Angeles, will be the set- | 
ting for ARB’s new meter system, | 
Arbitron.) 
Variations aside, there is little | 
doubt that, in television at least, 
multi-week measurement is going 
to be the predominant answer to 
the rating week promotion. Not 
only does it provide more infor- 
mation—cumulative ratings, for 
example—but it also makes the 
“hypo” about as difficult a prob- 
lem as it is likely to be worth 
making it in the near future. 


s Especially in the smaller mar- 
kets, there will always be the en- 
trepreneur who finds one or two 
four-week promotional binges per 
year little enough to pay for a 
good rating. But at least he will 
have to spend some time and dol- 
lars to achieve it. And already in 
the largest markets Nielsen’s Sta- 
tion Index and ARB’s one-week- 
four-week system provide virtual- 
ly continuous measurement. 

The big trouble with the multi- 
week measurement as a solution 
to the rating “hypo” is its cost, 
which makes it slow to come in 
tv, and may make it prohibitive 
for radio. The case of Nielsen is 
instructive: 

Over the past four years its 
commitment to multi-week meas- 
urement has not only kept the 
NSI service about twice as costly 
as its competitors; it has also pre- 
vented NSI from becoming a 
broad enough service to be used 
in comprehensive spot buying. 
Unless those who bear the cost 
of ratings adjust their sights up- 
wards, this is likely to be a per-| 
manent state of affairs. 


s Even in 32 carefully selected 
major markets, NSI is said to be | 
hard put to it to show a profit. 
Nielsen may very likely reach in-| 
to 50 markets in time, but it is 
virtually certain never to achieve 
the 150-market coverage which 
agency media people consider es- 
sential. 

Not that the other services are 
likely to escape the economic di- 
lemma which has caught Nielsen. 
As a rating system approaches 
continuous full-sample measure- 
ment it is bound to approach the | 
Nielsen price level. It can hardly 
cut sampling corners, since Niel- 
sen’s own (NSI) sample is kept 
at what many researchers have 
felt was the bare minimum. 

Probably, the rating service 
which hopes to remain compre- 
hensive will have to discover 
some such modification as ARB’s 
one-week-four-week system. Even 
here, however, it should be point- 
ed out that the one-week-four- 
week service costs an estimated 
60%-70% more than the old one- 
week ARB system. And of course 
ARB’s new Arbitron, a marvel | 
which will give a _ continuous | 
stream of rating figures, virtually | 
minute by minute, will probably | 
be more expensive than anything | 
now on the market. 


s Before concluding, a point or 
two should be made about other 
limitations of the multi-week 
measurement, particularly those 
which are based on averages— 
like Nielsen’s and Pulse’s. That is 
that their imperviousness to rat-| 
ing week promotions is purchased 
at the price of a considerable 
vagueness about programming it- 
self. NSI ratings, for example, are | 
an average of the ratings for four 
or eight weeks of measurement, | 


December, 1957. Out of 516 quarter | 


to change quite a lot. How much 
change there can be is seen in a 
comparison of ARB rating book 
program listings in Chicago for a| 
week in January and a week in| 
hours in each measured week, it | 
was found that only 295, or 57%, | 
contained the same program in| 
both books. 

Nielsen has solved the problem 
by simply divorcing its ratings | 
from programming. Program 
mames are included merely to 
“further identify” time periods, 
and are honeycombed with such 
titles as ‘“Unannounced” and 
“Various.” 


s This can lead to strange results. 
In a Kansas City NSI television | 
report a program labeled “Unan- | 
nounced” did better during an 
eight-week period than the pro- 
grams that surrounded it—for the 
“unannounced” reason that it con- 
tained within it a special one- 


shot Bob Hope show. 
A month later in the same mar- | 


12:45 |As The World Turns WBBM} 6.2 | 4.8 | 3.4 | 3.7 | 4.8 4.6 
P.M. |Howard Miller WNBQ| 2.8 | 2:0 - - 2.3 - 
World Series WNEQ| - - j22.1 126.3 - - 
Richard Lewellen WBKB} 0.6 | 0.3 | 0.3] 0.3-] 0.3 0.2 
Lunchtime Theatre WON | 4.8 | 4.5 | 4.5 | 3.7 | 6.2 4.7 

1:06 |Beat The Clock WBBM} 3.4 | 4.2 | 1.4 | 0.8 | 4.0 2.8 
P.M. |Howard Miller WNBQ| 2.5 | 1.4 ° os 2.3 ° 
World Series WNBQ} - - 123.8 128.9 - ~ 
ichard Lewellen WBKB} 0.6 | 0.3 | 0.3-| 0.3-| 0.3-] 0.2 

Miss Brooks WON | 3.7 | 3-7 | 2.8 | 1.7 | 4.8 3.3 

1:15 t The Clock WBBM| 3.1 | 4.5 | 1.4 | 0.8 | 4.0 2.8 
P.M. |Howard Miller WNBQ | 2.5 | 1.7 ® - 2.3 > 
1d Series WNBQ - - 9 B9.5 ~ - 

ichard Lewellen WBKB} 0.6 | 0.3 | 0.3-]0.3-| 0.3-| 0,2 

Miss Brooks Won | 4.2 13.4 12.8 }1.7 [4.8 | 3.4 

AMERICAN RESEARCH BUREAU. INC. 30 —Pregram not telecast 


ONE WAY OUT—SpPecial programs get this treatment in ARB’s local 
market listings. This is part of a page from ARB’s Chicago report 
for last October. It can easily be seen that a listing which averaged 
Howard Miller and the World Series because they are on the same 
station at the same time would be somewhat off base. 


ket a “Various” on station KMBC/during all of March, Monday 
averaged a 50% audience share! through Friday—as much as the 


TAMPA - 
ST. PETERSBURG 


market on the move! 


Up and aboard goes this fully loaded trailer...one of over 


200 to be loaded on 


MARKET ON THE MOVE, TAMPA-ST. PETERSBURG. 
Amazing new transportation methods are nothing new 
to this dynamic, growing MARKET ON THE MOVE 
because TAMPA-ST. PETERSBURG is 

NOW IN TOP 30 MARKETS — fourth among the 
nation’s ports in freight car unloadings, 30th in retail 
sales, 27th in automotive sales, and 29th in drug sales! 
ONLY WTVT with top-rated CBS and local programs 
can effectively cover the MARKET ON THE MOVE, 
TAMPA-ST. PETERSBURG. 


Station on the move... 


WIVT 


TAMPA - ST. 


Channel 13 


The WKY Television System, Inc. 
Represented by the Katz agency. 


giant freighters sailing from the 


PETERSBURG 


of these busy people with the 


jother two stations combined—and 
had an average rating of around 
20 at 5 p.m. Many advertisers 
;might still be interested in ex- 
jactly how such a powerhouse 
| “varied,” 


# One who is not worried that 
specific programs may be a casu- 
alty of the multiple-week meas- 
urement is Dr. Roslow, who pre- 
dicts that Pulse eventually will 
convert to four-week averages. 

“Advertisers buy in 13-week 
segments, and what they need is 
a measure of a station’s average 
performance,” he told AA. 

ARB, on the other hand, is try- 
ing, through its one-week-four- 
week system, to retain the speci- 
fic program audience as an ele- 
ment in rating reports. 


The Cost Goes Up 


It should be clear by this time 
that quite a bit is being done to 
counter rating week promotions 
—and that the “hypo” is likely to 


Like this enormoustrailer, TAMPA-ST.PETERS- 
BURG is moving up. Capture and hold the attention 


MARKET ON THE 


MOVE’s number one station, WT'VT! 
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become much harder to get away 
with in the near future. 

It also will be apparent to the 
advertising man that such nice- 
ties as a gimmick-proof rating 
system eventually are going to 
cost him more money—quite a 
lot more, in fact. He may not 
feel the cost directly; ARB, for 
instance, so far has managed to 
have its station subscribers bear 
the extra cost of its one-week- 
four-week measurements, since it 
provides that kind of measure only 
at the request of stations. 

Any carte blanche establishment 
of either multi-week or secret- 
week measurements, however, is 
pretty sure to mean an assessment 
against the advertiser, as the whole 
ratings price level goes up. 


@ Whether the gain realized 
will be worth the money may 
then become a question. With 
multi-week measurement, the ad- 
vertiser will certainly get some 
more information; but he also may 
lose some information which he 


now gets in a haphazard fashion|else were in a special position 


—a rating on a specific show, for 
example. One top agency time buy- 
er asks of the television survey- 
ors that they name the specific 
program under measurement (es- 
pecially the specific movie), so 
the buyer can “draw his own con- 
clusions” about whether the rat- 
ing figure shown is “representa- 
tive.” This will be less possible 
than ever under the “average 
week” system of rating. 

Like most other serious prob- 
lems in audience measurement, 
the issue comes back eventually 
to the question of qualitative 
media evaluation. It was, after 
all, the advertisers’ too heavy re- 
liance on quantity, as reflected in 
ratings, which brought the rating 
week “hypo” into being in the 
first place. 


s It is no accident that the sta- 
tions which have revolted publicly 
against the rating promotion have 
been those which were either very 
strong in ratings themselves—or 


qualitatively. Such a station was 
KITE, San Antonio radio station, 
one of the most vociferous foes of 
the “hypo.” KITE has a special 
hold on the adult audience which 
has allowed it to scorn the ratings 
with fair impunity. 

Qualitative considerations also 
are the last resort of the befud- 
dled time buyer who introduces 
“mental discounts” into his or her 
spot buying calculations. Admit- 
tedly, this is an unsatisfactory ap- 
proach. 

So far, the only qualitative 
measurements which can be ob- 
tained on an objective basis are 
audience composition figures. 
Even these can be quite valuable 
in exposing a “hypo’’—since hy- 
perpromotional stations tend to 
have an especially heavy share of 
teen-agers in their audiences. 


# For the future, qualitative 
measurements would seem to be 
the most promising direction for 
those who are interested only in 


a bona fide rating, but also in a}, 


meaningful one. Perhaps the 


higher costs now being built in to| @ 
the rating services will stimulate | 


the action in that area. + 


Crown Zellerbach Offers Film 
Crown Zellerbach Corp., 36 S. 


Wabash Ave., Chicago, is distrib- | 
uting prints of a new film, “Print-| 


ing—A Future Unlimited,” for free 
showings by printers. The film, 


produced by the Education Coun- | 
cil of the Graphic Arts Industry | 


Inc., is a presentation of career 
opportunities offered by the in- 
dustry. 


Stockwell Rejoins Loudon 
Howard A. Stockwell Jr. has 
been appointed marketing director 
of Henry A. Loudon Advertising, 
Boston. Mr. Stockwell is rejoining 
the agency after three years with 
Tyer Rubber Co., Andover. The 
agency has been appointed adver- 
tising and marketing counsel for 
Wiggins Airways, Norwood, Mass. 
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JOHN B. OTTMAN has been named to 

the new post of advertising and 

sales promotion manager of Skil 

Corp., Chicago. He formerly was 

assistant to the advertising manag- 
er of Sunbeam Corp. 


Washington Apple 
Men Budget $930,500 


for Coming Season 


WENATCHEE, WAsH., July 15— 
Spot television will carry the bulk 
of consumer promotion for Wash- 
ington apples in the coming sea- 
son and will be supplemented by 
(1) newspaper advertising in sec- 
ondary markets, (2) some outdoor 
and (3) for the first time in a 
number of years, general maga- 
zines. 

The pattern for promotion dur- 
ing the 1958-59 marketing season 
was established at a recent meet- 
ing of the Washington State Apple 
Commission. Total revenues to the 
commission from the tax on grow- 
ers is estimated at just under $1,- 
200,000. Of this $930,500 has been 
allocated for consumer advertis- 
ing, merchandising and publicity. 

Success with spot tv during the 
past season was indicated as the 
reason for continued heavy empha- 
sis on this medium. Tv will be 
bought on a market-to-market 
basis and with maximum flexibil- 
ity for timing with the arrival of 
supplies of fruit. Spots will be 
selected on children’s shows, chief- 
ly in the late afternoon. Copy will 
emphasize that “apples are good 
for kids, apples are great for good 
health, and Washington State ap- 
ples are the best apples of all.” 


@ Magazine advertising will in- 
| clude four-color pages in Reader’s 
| Digest in January, February and 
| March, and also, starting in No- 
| vember, Everywoman’s Family 
Circle in the West and South and 
Woman’s Day in the South. 

Large-space newspaper ads will 
be carried in secondary markets 
timed to help when shipments of 
apples run heavy. 

Cole & Weber, Seattle, handles 
the account. # 


Hysell Joins Jordan, Sieber 

Fred Hysell Jr., formerly Chi- 
cago district sales manager of J. B. 
Roerig Co., has joined Jordan, Sie- 
ber & Corbett, Chicago, pharma- 
ceutical agency, as an account 
executive. 


Universal Buys Calendar Craft 

Universal Printing Co., St. Lou- 
is, has purchased Calendar Craft 
Co., St. Louis, manufacturer of col- 
or calendars. Universal specializes 
in advertising and catalog printing. 


Relin Advances Washburn 

C. Langhorne Washburn has 
been promoted from vp to exec 
vp of Bernard Relin & Associates 
Inc., New York public relations 
company. 


Crook Names Crook Exec VP 

Wilson W. Crook Jr. has been 
| promoted to exec vp of Crook 
Advertising Agency, Dallas. 
Crook joined his father in the 
agency 11 years ago. 


Mr. 
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The publisher of 


Family 

Weekly 
announces a new publishing 
concept that offers economical 
access to the golden market 
of suburbia and its dynamic 
concentration of buying 
power through a crisp, new 
colorgravure magazine 


A smart colorgravure magazine 
of newspapers in preferred 
suburban markets 


‘ ae r i Ay eae eee ; ‘ pe veers Woe es ee ae 2 : aes ; : Denes ee: 
gee Ca, a 0 eee se ; i stig ghia Wieck. coe ms ae Yee ce eee > e Pgh © apa t og 
a me : so . we: . oo ae ae ae ae ee pi eae, SOE ee ee Sl ga : 
si er eae 7 
c : ; 
* 
oe ae) ‘ 
u ; 
F- ; : 
| Ace saa 
a i je se \ 
es i po gat 
uy 5 oe 
eee i ea 
se Lae pete re 
gee pare x 
sae: eae 
ig a, 
ae . ee 
odie ees, 
PS =e ‘: ee rece 
; Bee aie 
a 9 
> Gee le 
Ai <aies lurmerns 
sy ON tie gs 
ce ig, Orde ae 
ness Seana. 
aired Ce ee 
2 an eae 
2 eine i ue ; 
et ne 
cs ae ’ Seed 
Ge fr Fie ee 
he 3nd FS 
a Tae ae 
A "2 ee 4 
; ree ; 
: ei ed 
{ Soe Tan oe 
re ee am 
Gob ane ee PS eal 
i cq 
a * res 7? 3 ae 
Fa We f , * ci a - (a a a) 
ae eg s. 7 . fae = hs He <a een 
a by. ay * 7 ¢ cna ol s aoe 2A eos) ae 
ae a, ‘ ry ‘ : 2 3 =a Oe? EO a 
ake | af &@ . re 
aes Been ih id ty ; E- re Sees 
ate && at : is a ae Sy Ay 
= : ; iy We ‘a ' tal a 
oe tl ” 7 = ad é mee og 
a q Hee rai » PN 
: a ney. 
‘ a "a 
A coe - 
a 
Sst a 
Ph bey se tees 
atk See - 
poeta Lath Gn eae 
pe) bi i aa 
ae ic a a 
Bates) d Be ae 
a 
RS ie to : 
Sa etR Soins 
Se ag eae gitar ee 
ee cara Ree er ae 
Pea ee cel a : . 
is Sie oe Suc eme a 
Laas Be st tea 
bra AN | 
Plore Sean oh ie + 
Base ae Sans Sea, eet ead 
serene ee ee, Se oer 
age . First issue: January, 1959, with over one million circulation oe eee 
Poipatbae ag tye peas AEN 3) 
cen eos | FR eee: soe 
ei aa ee rae . ‘a 
<< Ricans a fs 
: ibieg ee 
pees pee AF 
Peilneting al ee a 
aed as e it 
eet bY. Cee , in < 
tio eee 
iS q ” : f - > i 
. * “ae eee 
cleanout ' , » _ ‘ . ins ga es 
ae « " , ot # . Saat ed 
at e ; a 5 want ety . 
4 - 4 e re worm’ oO i r0 oie éé 
% * wy : ad ean - 
; ‘ , ll iadee ¢ : 
: ’ e Stie. tu - “ ” . a ort ’ ° = 
Sa +," ? - “ oatge™ 4 “ ‘ 
a P _ ' o> Bar ti ee. ; oF mmeeg *tpneaes oa Js le) =z ; 
es a. yes : , ' sods ; ets “a 2 . a 
oT ad - ee oll * ' : ‘ ne i wet hm #* tT “ : ‘ 
rs c ine sy ‘ ¢ ene ef ' ** 5 any : Ae. 
: wi . . . 7 +.) T | » \ vert 4 rei i se 
. . , ’ ‘ A fet - : oo eet - r rae oe 
e. . : a" b Ry! ty seat”, , ; hes Tite b: hi : 4:0 oo a ae n Ree i 
teas "s wom | hie te a 4 : = : ‘o on L op ae ae 
cok Saath r st ae Re eae, thea cog: ' - hon " ; ; : a 
Si a 3 z , oe ~ rt , dg toys ™ met " rn ee rx . 1 7 f , YY ee ro : a4 - as 
apidi on, ie & 4, % - w Meet i ve te a eg 
tee, ae t -. . om a4 , f Renee 4 
ise ; pa , , es Teen = Ti 1 ¥ me 
Aa ary! ; : ~ . Rai ere sc 
: 7 ae “Me | ’ : ‘ i ; ; =q i ies ca eee 
hf Py : pl! a . ~ j 4  e Ree is oc 
“ rene ad : is . ‘ ; ‘ a ta kaa bee 
te . aa eet eer ee OM m ; ] } Pee ee, eo 
. ~s Sa nen Te - . * ‘ Dee ate tne 
: - 3 ai : e an _ oe 
we Ut ~ i p j Fee Rs me = 
2 . sf ' 1 ea a aay 
ae e gj | ? “=o i} - . ja a4 : z Si 
ink, a 7 ey Rest. — a 14 a 4 | een ae 
pluie tii. cenid _ ° . EN Sey ae ‘ 
“ oe . SEM: Was hs py 
~ ayy Ha ay 
a, pe 4 eis er + ee 
oft ee aE : ard AL 4 } , ae? a, 
tae Freee oe a ‘ ~~’ ¥ Sas ee 
vores mits 53 ‘ Milian J” . ee - . pe oa a 7 hapa om :! 
2 . r abc hrs 2 P ‘ ; +oten on ae ite 
x 3 a ?. plies tee 
: aes poe “Aiea a Cees ae 
ee < ‘ | , Ei cae 
we x ; fy ee ‘ ies A a: at ae 
: ' 4 . ft aa = e meet wea Seite trees ce 
7 7 % > 2 : ie ee ly « ee = Uitighs triage 
7 ee F op 2 " Dy ee See Tee a es 
7 7 wv, * om > ae ’ . sie ‘ 
<1) ap glee ala eS : ws P ‘ ae 
. Ay oS ooo as Oe ieee A Rd ae i 3 = Se “ 
mm age toe * oe Fi eH ale 2 ee SS hie, SN a ts « : i ee EB Fea hes ot Raita Sele eras oe er as 4 Re oe ice 
eee: wie is Ee oe ime EN ee aE = eat Pe ea ge ne en reagent aay Re Ree My Nena aiNe eee oso an Gs ae hae Ses: 
poli sea aes TE ahs gL. | ape EE eee ee pC MM eel RRL Tee a ent ey nee gee Aan Le Paap No. oct, greene ee EE ees kG st sie ye Sul ca ces eh ee mh ile 8 CT aR Ce eae AM GA 
ae a ae Ba ol eh oper Cae i, ae eo oO Gi aa a i A a les tt a Ly es alah i NICE Pamir ee h ibe jen Neem ® Sie 
PR SOE © per eee RC aca BS rt LTR ght J eye ace RN | Ty 008 ts OG OSS, 5 ernie a eee Oe an 2 ae 
see nye CHASES Maa ry fo 8S A ee 20 Saericn cored telemnt i aon oe ees eRe nS eae aie eon me RE es mee oar ak ne ete 
ere ee Se ce meee Sect ein: ca yee ec mee rennet heh NIT) bet ent gst tM ge, Ge a eR Fa Sar Cre di, Ae 2 
cont non es SeenON Se py eS 2, a, eee eae ee aS RSP RCC 2 Tet er ae au a OOF ey hae OM Nh ara sale tg RE 
vs Be pe Boe te Ber ere oo al LAR <a Ne + aes ya ik iA ot t nA ete th eee rare ra lay, sage Ny Papas re Naish EMR Le | Shae PhS. Boe 
sane eae. ok i Oe ORR cede es, 2 aller Pe NURS ECR oR emma ime  hc-d gt AL Age ye A a ere Rae aah ee ghee Ne tn Tom nee aa iy ime qo uae 
ae Gao eae AS, TREE UR >, ik Big) 1s Nalgene eae oe ie SA ie NU teereatney, Wee ee a eae GB a a a Regs TRE ee ane ae ee gh 
of Be Po eben | te PT tie penetra ie 4 aati eet meee ee Ria, Gee aee Wh ee eet men a ae: fo oS kee na Ses RS Maer 0 le cael 7. is 
: i haa esa eee a _ Rie eens ei nln ate eae hn Sen tia Bi ie oils era (arse eaveuas ee Sa ht 
SOF 5 i0! tang aes nL nS te eae ia i. of ene, tert Mahe ira ia ree Sian | eA eer ie gh are ici OREM ay ea MET ete SOT) en ea ii eee A! s = eee ee 
ies ae pares Bag oe : EES ele setae 2 eo OF ae oir add: Ly ee Bk oe oe ae TE? ge Bes ne 
dR 1 ee ae SS eae 
ey 
ee oe 
2a iy? ae 
Nad | aes iy aia ¥ 
Ste td aar ef Bec ba Meee aa Sea E 
De. Ba 8 aria) ie enti Tye 
7 : 7 MS ee Re See hae | 
: w SEV OR Te ST acy Le ena eee, fy, ee em ig Ba eae 5 ie eer Peete ae. 
sain Ker he ee Jes A UST 27 aah ne pe Nocti alte kata ee ace Ses ea om ae Pees Boren. ule 
UI etal sh 2 ag a be lt aaiiaa) spaghee SNe nara, Laie era Sey te ada eae ee Wa es a ire Regs ae | 
ae es one oes Sa ol AREA as Ma Rh aR. «- ee ete ate yi wy Spas. Re meeh rae e ig eyes ee aS Ri in pect, NDT orl 5 Perens: oe Sh Ree “4 
Se oy es RG) ae ape erate Pa : ey es Pe PRI 3 ee ks A, Mac a Tee Nina foe i BTR ra Set te re re a a ae aa ee Me ea eats pete s. ey oe ae iG 
aS righ Roe oer bas 7 ah Beat, a? ct aie EMER ha ee acc a SU Ag Sen | COE ar ede gal ota Bees Ha AE OR ats ale Aol thes are Ti UN Sa he ae 
Bs ee ea 2s. ee = ae Seas > PR See, OI 7 aeets Sy Bo Se A Se amin hoe SO epee a: ace ovis tee Ge ee tg a me aN Seer > ry Sa 
BRB ht Ate etsy) 7) MA eae dee Pd a ea a Ri ae. ee RR Bs sr Tee za 7 Pi oro a Meighan ian a US Rae irnea Mn Seer eg = as “eh a eR eT m ig 
(sole =F Ree Le eee Pei scr itaae oe 2k a i, Peres eo oe + a, te cease Upsala Eh he ete) BSCE aaa ah Se ENOL Vee Hee ies ee a ee 
Bats alt ares tg MN evict et Sh DNS os uae Ss eee ue —* Bech ae Raber TNC Mages on he Oe er gira oe apie Cale ev ai ey Folic is ag alee all 
Fe ite 3a era eS: 3 = ae ara ee ne mete ares us ea fel eae x woe ors a eas os Sern geek ee 
gto nnd "rg ae iesimgen ea Se | Bp ene aa rn - eels oes " a ch Mh RU i paar ay ga A a ago es a a Se, en ee ee ee) 
E Sere ie eGUGG Ts ‘ aS BE os a TS eg eC RG oo ee Rog ay FA eI ete eee sr MMe hls 
= at a aa Te) ae, ee Saad nes 2 ahioa a te! = eg 
gee Aaa ie ey ce eh pe 7 he 
ep tas pane Pee Se ose, Greece Bg Rin aN SU Wa) Ge ke ARS a eeiiia | ck 
Bost. ae ee id iar ae Reds ee > URE ne a Meee gt tea EE Sg ee Oe 
A en eee eS ere meas see ude oh vn gee he ene sees Thapar eS ER Oak RO ee Vi J Me ae 
No ee a PSE es OY eae oo Maes Bo yc go cae tee eee | 
EN ee ne er ete ad tear es aes eae an Sed Si a bia oft us CV nc Nice Aaah ae Ce ual SS ee age ah 2, of aS (oC - oi Mean eee eee ey 
er en Part Smet en roa Meer mry GoM NL een or SPERM ECTS TIN yn Ghee Oe en NE yan a . eR eric tec s-,\: ea keemene cot 3k aie ae” eb ag 
ie Saher ee ee See cas nt ETC En, Pek eA: Ree, Minar Sy eli estat Sl ae ee See ae eae") a te ks ae 
yar SS aa i ele le eae 3s, Ie Al eer eee. $ “Dobe i noe : ely esc ee eel aig cece eee : ee ‘4 Shae : 
hs i aera ated é i ay Pe ae ae : ee ae oe eid Sr eer te, ee Gea MEDEA oe > age, (i ae ee 7 
ee BR ee Ree et Seo ee ee ee Ti ih > SR a a ioe ot See Fine Rea oes trials’ on aba ee oN oe alegre «Pe! RS on saa a ee a Macaca 
oe Ge Sige carga aR Ot EIR eS MA 7 ant” VL Rent #8 TE Pe eeae re eee men cei Hae oa icune Se he eee a er SO ai ef gel ats te cS 2 os Oe ge ee 
i ewe huis bettas aca RIE Se ares wre ae fee aap 2 ae ep ee ee cee). ase Sarees fo pat ee ms is vetted i) eer een tat ee ' ty aS é 
PRS SCM ts UNS aie ne ta a a od CS a ah aes SE te a ae SAR EE Te ieee Ro ee eae YT ye a ee ete ee Akt Se ER OSES, |S talib E erode: eke ay Maer ee ee HL ee: 
Reet s kad Pig ce es Wat oaks | Pics ee oe pie RE ee, i, on oe) eenee e ee O aie es oh. Logi teeing pop Ste MN Ris Dg okt \yn to gs Bara ee Re RR P23 ee 
“Senet Or ec ac Se Taig Seer eae TR a ee te Ge aE SR ete a tere OSE Re ere pie e persa Ze ae St agree Ree et My RS SEan ta ayy HA to 
Sate SI ek a ace a ON abd evar ir ies Ss ee TU, eee are a tears Nar RRR of 8. 
oi ek a ee ze " ‘ gy ee YE Newer eee OR Br ee phe Sai ea Dees Pe Se Btn, soe eb Betti, 
i Ne oe maar co - “2 im teas 
tes 
= se 
a ee Dae ca tak Says Bae te a ee ys Meat < 
a teen aaa pea Rata, SESE en LL tg ee lan Re oe Pe a ae 
tn Rae ds al Bane ede he er pt Mah fe thes mak ames Earn e tere fe ae, Lom cents te) : aims 2 4c CO koe ae 
SRST peoweys Br ee he, Wa eee Oe ee Shy ad ewe ge he ele cae ge hit sn eae roe, aS 


SUBURBIA TODAY is the magic key to 
the golden market of prosperous home-own- 
ing families who have joined the modern 
march to suburbs. It is the means of access 
to more than a million discerning families 
whose interests are as outstanding as their 
incomes. Families with desires as broad as 
their ability to satisfy them. Families whose 
tastes for gracious living set them apart as 
the golden market for goods and services that 
are as distinctive a part of their mode of living 
as their monthly commutation tickets. 

SUBURBIA TODAY is in the orbit of 
progress amid one of the century’s most sig- 
nificant social and economic developments. 

The decision to publish SUBURBIA TO- 
DAY now is based on the post-war expansion 
of more prosperous families out of city apart- 
ments and into suburban homes. The expan- 
sion of suburban populations far exceeds the 
growth of the central cities. The result is a 
new dynamic concentration of consumer pur- 
chasing power. 


Every major metropolitan city is watching 
the never-ending march of families to subur- 
bia. Suburban areas are increasing at rates as 
high as 6% times that of large cities. A reli- 
able source predicts a suburban population 
of 80 million by 1970. Nearly half of the popu- 
lation growth in the entire country is taking 
place in the outlying areas of the 168 metro- 
politan areas. Planning experts expect sub- 
urbs to grow four times as fast as our Ameri- 
can cities. As they grow they are becoming 
completely integrated “‘cities’’ or marketing 
areas in their own right. 

Merchants, too, are following their best 
customers to suburbia. They are creating 
their own golden land of sales that reflects 
the buying power concentrated in suburban 
communities. In 1957, four hundred new shop- 
ping centers with smart new stores and shops 
were created. Another seven hundred shop- 
ping centers are being added this year. Since 
1956, 47% of all new food supermarkets built 
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in the U.S. have been located in suburban 
areas. The march is on to suburbia. 


What does SUBURBIA TODAY do to 
harness this dynamic energy of expansion? 


Where, exactly—and how—does SUBUR- 
BIA TODAY fit into this mammoth migra- 
tion of families and businesses to suburban 
areas? 

SUBURBIA TODAY will follow the most 
prosperous families and the most successful 
merchants into carefully selected suburbs of 
about 47 key cities. Its circulation pattern 
will concentrate on the creme de la creme of 
prosperous suburban areas. 

SUBURBIA TODAY will be distributed 
by suburban newspapers that deliver respon- 
sive readership of families in suburban resi- 
dential areas where incomes are considerably 
above average. Where home ownership is 
highest. Where the two-car family abounds. 
Suburbs where people do a lot of living, and 
a lot of buying. 


Where families shop close to home to satisfy 
their broad needs and discerning tastes 
SUBURBIA TODAY will concentrate on the 
most prosperous residential suburbs of the 
top metropolitan cities. 

It is the careful selection of preferred sub- 
urban areas and newspapers and its exclusive 
editorial approach to the interests of more 
than a million suburban families that makes 
SUBURBIA TODAY unique in the pub- 
lishing world. It is an ideal means of concen- 
trating your sales message on a blue chip 
market that is carefully defined in terms of 
quality and ability to buy. To harness the 
buying power of a million families in these 
selected suburban areas, SUBURBIA TO- 
DAY has carefully built a million-circulation 
pattern that delivers a total market area of 
more than six million consumers and upwards 
of ten billion dollars in retail sales. As the 
suburbs grow, so will SUBURBIA TODAY 
add markets and circulation, becoming an 
ever more important key to sales and profits. 


SUBURBIA TODAY will be published monthly beginning in 
January, 1959, on the day each distributing newspaper is published 
during the first week of each month. The new magazine will be printed 
in Chicago on the same giant presses that print FAMILY WEEKLY. 
It will be the same size and general format, saddle stitched and printed 


on colorgravure quality paper. 
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Editorially ... 


Suburbia Today 


—the Magazine of Pleasant Places 


reflects a way of wonderful living 


It will be the editorial purpose of SUBURBIA TODAY to 
reflect the good taste, the social gaiety, friendly frivolity and 
serious purposes of family life in the selected suburban com- 
munities. 


SUBURBIA TODAY will be intelligent and zestful—and 
always in good taste. Its appeal will be directly compatible 
with the social, cultural and recreational interests of discerning 
families whose interests and activities are identified with the 
suburban way of life. It will provide inspiration for gracious 
living while it discusses practical aspects of life in the suburbs. 


SUBURBIA TODAY will have available the experience of 
FAMILY WEEKLY executives, but will be edited by its own 
separate staff of topflight men who know personally the inter- 
ests of suburban families. SUBURBIA TODAY editors and 
writers will range the world for the very best of new ideas in 
science, art, gourmet foods and gracious entertaining. They 
will report significant achievements and trends on the con- 
temporary scene. 


SUBURBIA TODAY will be creatively and imaginatively 
edited to magnify the already high readership of the very best 
community newspapers. To readers of those newspapers and 
to retail merchants in the suburbs where it is distributed, this 
new colorgravure supplement will be dramatic, exciting and 
compelling. It will assure a uniquely compatible editorial cli- 
mate for national advertising directed to its quality suburban 
audience. 


To make certain your 1959 schedules include coverage in 
depth of the concentrated buying power in the Golden Market, 
let us tell you more about SUBURBIA TODAY. 


‘The Magazine of Pleasant Places 
Leonard S. Davidow, Publisher 
153 North Michigan Avenue, Chicago 1, Illinois 


ADVERTISING SALES OFFICES _ 
NEW YORK 22: 405 Park Avenue 
DETROIT 2: 3-223 General Motors Bldg. 
CLEVELAND 15: 604 Hanna Building 
MIAMI 32: Bernard Cashion, 
Chamber of Commerce Building 


SAN FRANCISCO 4: 
Blanchard-Nichols, Assoc. 
33 Post Street 


LOS ANGELES 5: 


Blanchard-Nichols, Assoc., Sappergne 58, 
633 South Westmoreland Avenue Suburbia Publishing Corporation 
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ON TARGET—Tubes of Anderol gun 

oil and gun grease are the “darts” 

in this display for Lehigh Chemi- 
cal Co., Chesterton, Md. 


‘Reverse Flow’ Idea 
for Couponing to Be 
Tested This October 


NEw York, July 15—Super Hos- 
pitality Month, a multi-advertiser 
food store promotion idea that 
reverses the standard couponing 
pattern, will get a try-out in Food 
Fair stores in Philadelphia in 
October. 

If all goes well, the plan will 
be extended to the whole Philadel- 
phia market next spring. 

According to Harold Bordainick, 
president of Super Hospitality 
Month Inc. here, SHM will offer 
ten advertisers each month who 
will provide consumers with dis- 
count coupons through folders to 
be distributed in the stores. Con- 
sumers will attach labels or other 
proofs of purchase to the folders, 
along with the discount coupons, 
and mail them in for redemption. 


s The SHM sponsors claim the 
promotion system will (1) elimin- 
ate wasteful distribution of cou- 
pons, (2) relieve the retailer of 
the check-out counter redemption 
problem, (3) offer intensified ad-| 
vertising and merchandising 
strength through the collaborated 
efforts of ten (or more) adver- 
tisers and (5) cost each cooperat- 
ing manufacturer only 4/5¢ per 
family for distribution because re-| 
demption costs are less than two} 
thirds the cost of mail couponing. 

Mr. Bordainick asserts that the 
SHM system can deliver sales for 
about one sixth the cost of con- 
ventional coupon promotions. 

Super Market Merchandising is| 
cooperating in the program as 
sponsor of the October test in 
Philadelphia. + 


Steinberg-Kass Sets Push 

Steinberg-Kass, New York, spe- 
cialty store representative, has’ 
scheduled a full-color spread in 
the August issue of Seventeen. 
The ad, which marks the com- | 
pany’s first appearance in Seven- 
teen after several years’ absence, 
will feature fashions from 12 
manufacturers under the “Janet 
Norwood” label. 125 member 
stores carrying the merchandise 
will be listed in the ad. All stores 
are being provided with mer- 
chandising kits by the magazine. 
Gussow-Hyman Advertising, New 
York, is the agency. 


Reid, Decker Disbands; Decker 
Joins Carpenter-Proctor 

Reid, Decker & Stocki, Newark 
agency, has been closed, and Rob- 
ert C. Decker, president, has. 
joined Carpenter-Proctor, New- 
ark, as vp, account management. 
His partner, Joseph J. Stocki, has 
not announced his plans. Robert | 
B. Reid, the third original partner, 
withdrew from the agency in 
1957. The agency’s principal ac- 


counts are expected to make the 
move to Carpenter-Proctor. 


os 


McCann Promotes Stafford 

McCann-Erickson Corp., San 
Juan, P. R., has appointed Arthur 
Stafford assistant manager, a new 
post. With the agency since 1955, 
Mr. Stafford will continue his 
duties as account supervisor and 
account executive. 


Marvin Joins Time Inc. Unit 
Chester T. Marvin, formerly 
New York manager of distribution 
of Aluminum Co. of America, has 
joined the domestic sales staff of 


Printing Developm 
sidiary of Time In , New York. 


its Inc., a sub- 


Hulburt Joins Bac llo 

Edward Hulbu has joined 
Publicidad Badillo, san Juan, P.R., 
in an executive cz acity. He was 
formerly assistant dvertising and 
sales promotion m:inager of Pru- 
dential Insurance Co. 


Rodkin Names Strickland 
Sander Rodkin Advertising 
Agency Ltd., Chicago, has appoint- 


eS a ee 


/ 
\ 
\ 


What single 


compact market 


\ buys MORE than 


\ 
\ 


each of 


\ 36 entire states / 


ed James I. Strickland an account 
executive. Mr. Strickland was 
formerly an assistant copy chief 
of Sears, Roebuck & Co., Chicago. 


Stahlka Forms Agency 

Clayton A. Stahlka, formerly 
vp of sales of Harry Hoffman & 
Sons, Buffalo printing concern, 
has formed Clayton A. Stahlka 
Advertising, 4548 Main St., Snyder, 
New York, a Buffalo suburb. 


Libby Joins Tandy-Richards 


\ 
/ 
/ 
/ 
/ 
/ 


29 


treal representative of McCann- 
Erickson, has joined Tandy-Rich- 
ards Advertising Ltd., Toronto, as 
general manager of the Montreal 
office, 


READY! Sees vow reverse 
up te Jan. 1, "38 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative I! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


Dwight E. Libby, formerly Mon- 
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( it's The Cleveland 


3 Piain Dealer Market 


You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 41,2 


billion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES 
(000) 
(000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


®Akron, Canton and Youngstown’s Counties are not included in above Sales. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 
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30 Advertising Age, July 21, 1958 
P nvested in Advertising in 
er Cent of Sales I ted in Advertising in 1955 
f rate Product Classifications 
or 282 Separate Product Classificat 

For the second successive year ApverTISING AGE presents what be immeasurably more important as an indicator of advertising 
it regards as the most comprehensive and accurate set of figures expenditure ratios. 
ever assembled on corporate advertising expenditures. Experience demonstrates, however, that there are still important 

These figures, based on source data on file at the Internal Revenue limitations which must be recognized in using data taken from tax 
Service, provide an index of advertising investment for 282 product forms. One limitation is that the individual companies determine 
or service classifications. The basic information comes from more for themselves the kinds of expenditures that are classified as adver- 
than 800,000 corporations with total advertising expenditures in tising for tax purposes. As a result many companies undoubtedly in- 
excess of $6.6 billion, and was gathered by IRS from corporate clude in their reports expenses other than those incurred in the 
income tax reports for 1955. purchase of time and space, or in the preparation of promotion 

Like the figures for 1954, which appeared in the Jan. 13, 1958 issue material. 
of AA, this tabulation is an expansion of the more general informa-~- Moreover, classification impurities also are inevitable in the sta- 
tion about advertising expenditures which AA published annually tistics because they are a by-product of a tax system which allows 
for many years from the printed reports of the IRS. complex corporations to file consolidated reports covering all their 

affiliates, if they wish. Where a single report covers the total busi- 
s Because so little comprehensive information on advertising ex- ness of a corporate complex, all the activity of that corporation has 
penditure ratios is available, even the more general information been tabulated under the business activity which accounts for the 
published by Internal Revenue Service was regarded as a useful in- largest percentage of total receipts. This necessarily results in over- 
dicator, even though its usefulness was impaired in some instances statement for some industries while understating others. 
because industry groups in the published statistics were very broad. 

In order to obtain more significant information ApverTIsING AGE ® Despite these limitations, results for individual industries have 
has been allowed to go behind the published materials and examine _ proven to be consistent with the best information available from 
the source books containing the tabulations which are the basis of other sources. 
the more general information published by the government. For most classifications the ratio was computed by comparing 

advertising expenditures with gross receipts from sales and opera- 
® Whereas the published statistics for 1955 cover only 77 general tions (receipts from the sale of merchandise and services). Footnote 
industry groups, it has been possible to obtain accurate information _at the end of the tabulation explains how percentages were arrived at 
for many additional sub-groups. In dozens of instances the additional for the financial, insurance, real estate and lessors of real property 
breakdowns are so significant that the new tax data is proving to categories. 

Industry Per Cent Industry Per Cent Industry Per Cent 
All Industrial Groups ..................cccc0eeeee 1.07 % Tobacco Manufacturers ................ccccccc0000 4.20 NN i eo a 0.10 
Agriculture, Forestry, Fishing ................ 0.57 SEIN criksensehiniabieiianteitatibtbstsdbovarsetissecsoveis 2.29 ID Uectochaniceiiieatilitedlantiaiedcocgiovoscnnts 0.25 

Farms, Agricultural Services ............ 0.59 Other Tobacco Manufacturers ............ 4.38 Sn AE a A Oa 2.36 

SEIIIIIIND scat cscoidenconsonsbasbanhipniasoaprrovecesoousesey 0.08 Textile Mill Products ................:::0:ssserse 0.65 Commercial Printing, Including 

SRI * wicinniiics Sbchngcssseaeeiled ti snevvaricesoibsiens 0.22 Yarn, Thread (Cotton, Wool, Silk, PIII Lectsdhsckihnihssscsssoccseeccasscee 0.62 
Mining and Quarrying ..........ccceecsesees 0.17 Depeee he PUOED onosscesessiesescesesescoscceneees 0.54 Other Print and Publishing .................. 0.88 

SE I acca scsciissitadenatteveveeescconsvonesd 0.06 Broad Woven Fabrics (Wool, Printing, Publishing and Allied In- 

GSES NS ERSTE ES he oe 0.05 NIE Clericcatebiiccecdenniebdersacesvconeese 0.53 dustries, Not Allocable .................... 1.27 
Copper. Lead, Z'nc, Gold, Silver ...... 0.03 Broad Woven Fabrics (Cotton) .......... 0.48 Chemicals and Allied Products .............. 3.31 
Other Metal Mining ...............:..c0:000+ 0.23 Narrow Fabrics, Small Wares (Wool. Industrial Inorganic Chemicals .......... 1.01 

Anthracite Mining ..................0000 0.36 Cotton, Silk, Synthetic Fiber) .......... 0.33 Industrial Organic Chemicals, Including 

Bituminous Coal cnd Lignite Mining .. 0.11 I lisesi sas csicesnsinntnnetibiesies 0.97 Plastic Materials, Synthetic Rubber 

Crude Pet:>"2um and Natural Gas Dyeing, Finishing Textiles, Except and Synthetic Fibers ........................ 0.79 

ENE RERITT Sy Oem ee 0.16 ii REM ea an SO 0.31 Drugs and Medicines .........cccccccccccs0- 5.98 
Crude Petroleum, Natural Gas and Carpets, Other Floor Coverings ......... 1.76 Soap and Glycerin, Cleaning and 
Natural Gasoline ............:ccccceseseeeees 0.10 Hats, Except Cloth and Millinery ........ 1.59 Polishing Preparations, Etc. ............ 9.55 
Oil, Gas-Field Contract Services .... 0.29 Other Textile Mill Products ................ 0.43 Paints, Varnishes, Lacquers, Etc. ...... 1.41 
Nonmetallic Mining and Quarrying .. 0.35 Textile Mill Products Not Allocable .. 0.35 Perfumes, Cosmetics and Other 
Stone, Sand and Gravel .............-000: 0.26 Apparel, Products Made From Fabrics 0.97 Toilet Preparations 0.0.0.0... 15.84 
Other Nonmetallic Mining and Men's Clothing ............0.cesssessssessseessnees 0.94 DI sainiceil iS nsctietisidnsetccnsincnsinhan 0.69 
IID oo coicdeuiieieigtetnviceconcnsivete 0.54 Women’s Clothing ..............sesessesnes 1.11 Oils and Fats, Animal and Vegetable, 
III «a. ccsecostntebeabobiiiliitinctsoerseberontbuie 0.15 ROR sevisnsrissisiisorsswscciveinstiniecabitionuiminies 0.34 Except Edible Cooking Oils ............ 0.31 

General Building Contractors ............ 0.15 RR OS TET eae ee OOS ee RT 0.50 Other Chemical Products .................... 1.50 

General Contractors, Not Building .... 0.12 Other Apparel and Accessories ........ 1.16 Chemicals and Allied Products, Not 

General Contractors, Not Allocable .. 0.23 Other Fabricated Textile Products .... 0.64 SEES: SR cle 2.73 

Special Trade Contractors .................. 0.35 Apparel and Products Made From Petroleum and Coal Products ................ 0.48 

Other Construction ...........:.:cccccseseesseees 0.18 Fabrics Not Allocable ...................... 0.88 Petroleum Refining .........-ccc..-cceccssseessoses 0.62 
EIEN so scevecsssoscensirpeccnscovocovectovecccesss 1.24 Lumber, Wood Products, Not Furniture 0.40 Gina: Detedédin ent Gaul Pendncts . 1.11 
DOV ORGIES o..ss.nccccccsocencorssncerersvererseneseeseresesees 4.53 Logging Camps, Logging Contractors, mites Sides 108 

Nonalcoholic Beverages pte Re ESD 4.80 Sawmills, and Planing Mills cera 0.19 Tr Se eeceeceescceeeseresesesconsrscseceses . 

es and Inner Tubes ...................0...... 1.06 

Malt Liquors and Malt ..................0000+ 6.71 Millwork, Plywood, Prefabricated Oth 

er Rubber Products, Including Rub- 
RD -biniatbibidiinsccvidaniindibrebenerceceqnonsnesevesens 4.67 Structural Wood Products .............: » 0.77 berized Fabrics and Clothing 0.91 
Distilled, Rectified and Blended Wooden Containers ...............:..cccccce00e 8G eo. ee ee oe a ¥ 
ESE SL ae 1.89 Other Wood Products ..............c.ce.o..0:- 0.57 Leather and Products .........scssssesseesseees 1.13 
Food, Kindred Product ..............::ss:0ss0+ 1.96 Furniture and Fixtures «0.0.0.0... 1.24 Leather, Tanned. Curried and Fin- 

i upusect 0.57 Furniture—House, Office, Public Build- ished Oeeeeereeeeeeeeeseceseeeeesserereseseseerevescsssece 0.05 

TNR i iis seisicsecctocetocveesocsesece 1.97 ing and Professional .....................++ 1.27 Footwear, Except Rubber .................... 1.34 

Canning Fruits, Vegetables and Sea Partitions, Shelving, Lockers; Office Other Leather Products .............0..0.0..... 1.19 

NII i iia iciciehaianeiindinaiinjiaiceninwee 2.68 and Store Fixtures ............cccccceccsse--s 0.78 Stone, Clay and Glass Products ............ 0.74 

Grain Mill Products, Except Cereal Window and Door Screens, Shades, Glass and Glass Products .................... 0.71 

Preparations we 2.08 Venetian Blinds ...............ccccccceccseseseees 1.58 Cement (Hydraulic) 0.0.0.0... 0.26 

B-kery Products ................c000 2.55 Other Furniture and Fixtures .............. 0.80 Structural Clay Products ...........0.......... 0.55 

Nica ainictcinapesenditnneernerrensines 0.24 Paper and Allied Products ................:0 0.62 Pottery and Related Products ............ 0.99 

ESTE EER RE a Cr 3.14 Pulp, Paper and Paperboard .............. 0.56 Concrete, Gypsum, and Plaster 

Cereal Preparations .................cccccesees 4.68 Paper Bags, Paperboard Centainers i 

Other Foods, Including Manufactured NE I aii iets sbiichrestcceretin 0.21 Cut Stone and Stone Products ............ 

Ice and Flavoring Syrups ................ 3.70 Pulp Goods and Other Converted Abrasives, Asbestos, and Other Non- 

Food and Kindred Products Not Al- Paper Products .........ccccccccesssessseseeeees 1.26 metallic Mineral Products .............. 

PIII Risk ris sdahadeasisitattbiueneecenienszien’ 6.15 Printing, Publishing. Allied Industries .. 0.56 Primary Metal Industries ........................ 
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Advertising Age, July 21, 1958 


Industry Per Cent 
Blast Furnaces, Steelworks and 

PUN UI ihc csksccciasdalis cstinecosncennses 0.20 
Iron and Steel Foundries .................... 0.21 


Smelting, Refining, Rolling, Drawing 
and Alloying of Nonferrous Metals 0.54 


Nonferrous Foundries ...............0...0000+ 0.34 
Other Primary Metal Industries ........ 0.33 
Primary Metal Industries, Not 

UPROUIIE dibcknastiicesiiinrieaiie 0.32 


Fabricated Metal Products, Except Ordnance, 


Machinery and Transportation Equip- 


i airtiitis chesahisscdcucktciceteslmaasscsienioniae 1.07 
Tin Cans and Other Tinware ............ 0.35 


Heating Apparatus (Except Electrical) 


and Plumbers’ Supplies .................. 1.49 
Fabricated Structural Metal Products 0.70 


Metal Stamping, Coating and 


SITS  nicocsocencdseancbasnsieieensasaiiiel 0.71 
NS RE RII FES 1.28 
Fabricated Wire Products .:................++ 0.60 
Other Fabricated Metal Products ...... 0.63 


III sists sacncvenpsntnioesstiesiisaasaniin 0.75 


Machinery, Except Transportation Equip- 


ment and Electrical ......0........:ccccc00000 1.12 


Engines and Turbines, Except Auto- 


motive, Aircraft and Railway .......... 1.35 


Agricultural Machinery and Tractors 1.02 
Construction and Mining Machinery 0.76 
Metalworking Machinery, Including 


| et 1.04 
Special Industry Machinery ................ 0.92 
General Industry Machinery .............. 1.11 
Office and Store Machines .................. 1.28 
Service, Industry and Household Ma- 

GEOG cacsinittintisasinetstcidsishotmeianetie 1.79 
Other Machinery Parts and Machine 

i AEA SENT oe EL IR 0.84 


Machinery, Except Transportation Equip- 
ment and Electrical, Not Allocable 1.12 
Electrical Machinery and Equipment .... 1.74 
Electrical Generating, Transmission, Dis- 
tribution and Industrial Apparatus 1.60 
Electrical Appliances ...................:c000005 1.90 
Insulated Wire and Cable .................... 0.24 
Electrical Equipment for Motor Vehicles, 
Aircraft and Railway Locomotives and 
SUID <csteviciitenhabatibeiindbaiiabiitesttiatasthibhaenaiecs 1.17 
petals TW scr ascninsisbibiiiintannesiiniornnce 0.78 
Radio, Radar, Television Equipment (Ex- 
cept Radio Tubes) and Phono- 
apnea: Bret Bay Gt acl ec eee 2.19 
Other Communication Equipment and 
Related Prodecte .2.0..ceccecsoccscocescoessocess 1.09 
Other Electrical Products, Including 
IN | siiaidipschinnieltiintlaiasadbidiincee 1.57 
Electrical Machinery and Equipment 
ee PAR i scisensinistertentnibansdeoncqnoveih 1.86 


Transportation Equipment, Except Motor 
TE alli iindivtpmitinittiissnelenisieecesnences 0.25 


Is = re itptiateticssndskccteiseceieinentince 0.21 
Ship and Boat Building and Repairing 0.36 
Railroad Equipment, Including Locomo- 


tives and Streetcars ....................00 0.41 
Motorcycles, Bicycles and Parts ........ 1.34 
Other Transportation Equipment, Ex- 

cept Motor Vehicles ........................ 0.45 

Motor Vehicles and Equipment Except 

RS RE SE a | 0.51 
Motor Vehicles, Including Bodies and 

RE ED ipccccesceteccsnclcatinsetuaripitnn 0.49 
Motor Vehicle Parts and Accessories, 

and Passenger Trailers .................... 0.67 

Ordnance and Accessories ...................... 0.82 


Guns, Howitzers, Mortars and Related 
Equipment, Including Small Arms _ 1.51 
Small Arms Ammunition .................... 1.21 


ssecicpaicqeviicadshbeenectiaienbiuadteesesieseetie 3.48 


Industry Per Cent 


Scientific Instruments; Ph >tographic Equip- 
ment, Watches, Cloc <8 ..............000+++ 2.20 
Professional, Scientific md Controlling In- 

struments, Including °hotographic and 


RRs ae 1.93 
Watches, Clocks and Clockwork Oper- 

ated Devices ........... . oosendeeamodian 5.17 

Other Manufacturing ..00..00.0..........cccceeeeee 1.47 
Jewelry (Precious Metal), Silverware, 

| EE ree 2.41 
Costume Jewelry, Except Precious 

BIINIITEL cssisecesicnisésudicids puoesskhenmaaaeene 2.11 
Fabricated Plastic Products, Except 

Plastic Materials ..................ccccss-e0++ 0.87 
Manufacturing Not Elsewhere Classi- 

BIE scvencscicoescscahesslblbbilies-ccsctelbuiaiacnenane 1.46 

ND MINI : hcsctistlibiensteses.ccocccnumidiiiilint 0.36 

ONS Si. ......-cessssunnslinnniibants 0.40 
Railroads, Railway Express ................ 0.08 
Urban, Suburban and Interurban Rail- 

ways (With or Without Buses) ........ 0.15 
Trucking and Warehousing ................ 0.34 
Other Motor Vehicle Transportation, In- 

cluding Taxicabs and Buses .......... 0.76 
Pipeline Transportation ........................ 0.003 
Water Transportation ........................: 0.33 
Air Transportation and Allied Serv- 

SOD ccncenscsitl ia scccusnessccosicenaiaiia 2.61 
Services Incidental to Transportation 0.51 
Other Transportation .................:c:ccc000 0.22 

Cen cicctaltntitisc <0. cccccccccstntesconess 0.45 
Telephone (Wire or Radio) .................. 0.45 
Telegraph (Wire and Radio) ................ 0.67 
Radio Broadcasting and Television .. 0.43 
Other Communication .......................... 0.97 

Electric and Gas Utilities ........................ 0.22 
Electric Light and Power ...................... 0.23 

Gas Production and Distribution, except 

Natural Gas Production .................... 0.22 

Other Public Utilities 000.000.000.000... cece 0.15 
an... nnscsrescnnesbsenneins 0.10 
Public Utilities Not Elsewhere Classi- 

I ice ee El cscscecicsseighonasawebsseeall 0.32 

, A RE ESSE = : Se eee eee 1.00 
, EE SO ee 0.53 
Commission Merchants ...................000+ 0.58 
Other Wholesalers ...............c.cccsceeseeees 0.52 

RIPE SS IE ORS ee 0.44 
Alcoholic Beverages ..............:0000000 1.23 
Apparel and Dry Goods ...............000 0.41 
Chemicals, Paints and Drugs ............ 1.53 
Hardware, Electrical Goods, Plumbing 
and Heating Equipment .................... 0.67 
Lumber, Mill Work and Construction 
I hd aetiieccvsecnscisincncarsestisnecntess 0.34 
Machinery and Equipment ................ 0.50 
Farm Products (Raw Material) .......... 0.09 
Wholesalers Not Elsewhere Classi- 
REIGN 0.42 
Wholesalers Not Allocable ................ 0.31 

IO .cxcsosraggevincatintinnsciditamiaaiaia dibetennsiie 1.49 
BOO ...eveciesecttthbagpitnalelinediniiasiiadicetines 0.95 
General Merchandise ........................0.. 2.49 

Department Stores .............ccccscscceeeeeee 2.71 
Mail-Order Houses ...................0:00000008 8.58 
IE PIII artdittenscnssecercassesecesssoiienie 0.62 
Other General Merchandise .............. 1.29 
Apparel and Accessories .................. 2.56 


Furniture and House Furnishings .... 3.37 
Automotive Dealers and Filling Sta- 


I iii ais isa Sicthamescenserbonsee 1.15 
Automobiles and Trucks .................... 1.15 
Parts, Accessories, Tires, Batteries .. 1.33 
PEE TID ircccestccsecctcccsectszescesses 0.93 
ee I, settieccadiprcenesctsecimctecsowerecees 1.13 
Eating and Drinking Places .............. 0.90 
Building Material and Hardware .... 0.73 
Lumber and Building Materials ........ 0.69 
Hardware and Farm Equipment ...... 0.87 
Other Retail Trade ................:cc0ccceee 1.44 
Bie I cctdiitivecenessceverecencsrsesesennsse 0.50 


31 
Industry Per Cent 
pb ERED Et 4.53 
Other Retail Stores ..0..............cccccccees 1.15 
Retail Trade Not Allocable ................ 1.31 
Trade Not Allocable .................:cccccc0008 1.17 
Finance, Insurance, Real Estate cnd 
Lessors of Real Property .................. 0.70 
| RARER ENICE SE SIE eee apna 1.41 
Banks and Trust Companies ............ 1.36 
Banks and Trust Companies Other 
Than Mutual Savings Banks .......... 1.41 
Mutual Savings Banks ...................... 1.06 
Credit Agencies Other Than Banks .. 1.99 
Savings and Loan, Building and 
Loan Associations ................ccccc000 2.41 
Personal Credit Agencies .................. 2.47 
Business Credit Agencies .................. 0.49 
Other Credit Agencies ....................... 1.34 
Credit Agencies and Finance Not 
IIE vociliiiiertedileiasengithipeabldisia outta 1.32 
Holding and Other Investment 
CD citi stliiinesovcnscnvidijiticereseenes 0.10 
Operating Holding Companies ........ 0.05 
Other Investment and Holding Com- 
IED sca secickiianeaitbienideclsiossctihecancieenes 0.11 
Security and Commodity-Exchange 
Brokers and Dealers ........................+ 1.72 
Insurance Carriers and Agents .............. 0.24 
Insurance Carriers .................ccccccseeeees 0.14 
Life Insurance Companies ................ —— 
Mutual Insurance, Except Life or 
Marine or Fire Insurance Companies 
Issuing Perpetual Policies .............. os 
Other Insurance Carriers .................. 021 
Insurance Agents and Brokers .......... 1.40 
Real Estate, Except Lessors of Real 
Property Other Than Buildings ...... 1.04 
Real Estate Operators, Including Les- 
sors of Buildings ..................c:ccseeeeee 0.29 
Developers of Real Property, Including 
Traders on Own Account ................ 1.79 
Real Estate Agents, Brokers and 
DEINE... ccccincialiaetbintcsaniteniontdecens 7.08 
Title Abstract Companies .................. 1.23 


Other Real Estate, Except Lessors of 
Real Property Other Than Buildings 2.79 
Lessors of Real Property, Except 


eNO svccssincitte-ccanitertthenseceteedliGieens 0.11 
Agricultural, Forest and Similar 
PwC ORTING  ..csisstceeebicenscierensensesiibesies 0.04 
Mining, Oil and Similar Properties .. 0.13 
Railroad Property ...............ccssccseseeees 0.002 
Public Utility Property ........................ — 
Other Real Property, Except 
I 6 ocincictsecicnoscociniaainesnenta 0.60 
eri crarscevesiitissiicsssvispinthdinencesttbdaaa 1.77 
Hotel and Other Lodging Places ........ 1.82 
Personal Services .............cccccceseeseeeeeees 1.66 
Laundries, Cleaners and Dyers .......... 1.19 
Photographic Studios, Including 
Commercial Photography ................. 1.91 
Other Personal Services ...................... 3.26 
Business Services .................-s:cessscerseeee 0.93 
GORI iki sitoscccovercecicissisicccenniagitn 0.74 
Other Business Services ...................... 1.16 
Automotive Repair Services and 
IIE occsersssestsnjateinsensebinrmaananas 0.96 
Miscellaneous Repair Services, Hand 
FOG ai ccccacenisaessscoversoecene 0.95 
Si FRE since 3.60 
Motion Picture Production .................... 2.37 
Motion Picture Theaters ...................... 5.13 


Amusement, Except Motion Pictures .. 2.53 
Other Services, Including Schools .... 1.53 
Nature of Business Not Allocable .......... 1.03 


NOTE: Percentages shown for the “Finance, In- 
surance, Real Estate and Lessors of Real Prop- 
erty” category, and the 32 sub-groups under 
this main category, are percentages of total 
compiled receipts, whic’: include interest, divi- 
dends, royalties, etc., as well as sales, 
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You, too, can get We merchandis 


; help in Muncie, 


Mr. Jack Duhigg, co-owner of Dixon- 
Duhigg Olds-Cadillac, one of the largest 
dealerships in Indiana, says “The Muncie 
Newspapers have definitely given us 100% 
support. Anything asked for is given im- 
mediate attention.” 

Why don’t you use Eastern Indiana's 
two great newspapers? 


The MUNCIE STAR * MUNCIE EVENING P 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 


PT 


New York, July 15—‘“Univer- 
|sal distribution” is the inevitable 
|future of brand marketing, ac- 
| cording to the July retail edition 
iof “Grey Matter,” bi-monthly 
|publication of Grey Advertising 
| Agency. 
| “Universal distribution,” as the 
| newsletter defines it, is “a manu- 
‘facturer’s selling program that 
\seeps his product through every 
| logical retail outlet to place a 
product within minutes of the 
consumer’s urge to buy.” 

This is a new product economy, 
the newsletter points out. “The 
|outpouring of items, prices, colors, 
sizes continues to get heavier day 
by day. The stream of mass dis- 
tribution cannot, therefore, be 
held to narrow channels.” 


ptt agit ti, Universal Distribution Is Brand Selling’s 
| 


‘Future, but ‘Tisn’t Easy, Says ‘Grey Matter’ 


“This doesn’t mean a _ break- 
down of the manufacturer’s pres- 
tige standards, but simply involves 
selectivity by character of the 
store, rather than by its trade 
classification,” the publication 
states. “The prestige brand pro- 
ducer must shape his logistics to 
satisfy, not his accounts, but his 
ultimate consumer—the real boss.” 


s “In our 40 years of experience 
serving both prestige name clients 
and universal distribution clients, 
we have yet to find an intelligent 
move to universal distribution 
which has injured either the 
manufacturer or his traditional 
accounts,” the agency reports. 
“More often than not, the spread 


of the market base has resulted in 


+ San Franciscans . 


*, The Examiner . 


Cel Sad 


More . 


read . 


~ 


IN SAN FRANC/SCO 
"The Ee =aarinmex, 


sSiwes wou more 
for ywour money ! 


Daily 
EXAMINER 


San Francisco's skyline and famed Ferry Building. 


Advertising Age, July 21, 1958 


even larger sales for traditional 
‘franchise’ accounts.” Example: 
RCA records. 

In the process of switching from 
selective to universal distribution, 
however, the manufacturer of 
prestige brands, says “Grey Mat- 
ter,” faces the following “torment- 
ing” questions: 


e How solid is the chain store 
commitment for my line? Will 
chain stores handle it with the 
same loving care as my present 
franchise accounts? 


e Do chains seek to use my con- 
sumer equity capriciously—mere- 
ly as a velvet backdrop for promo- 
tion of their own private label 
goods? 


e What is the environment in 
which my prestige goods will be 
sold? Adequate space? Suitable 
fixtures? Lighting? Will my pres- 
tige image be enhanced on chain 
counters or be watered down? 


e What kind of dealer advertising 
will support my line? Will my 
brilliantly creative art and copy 


> |in national media be canceled out 
||by buckeye gothic contact at the 


store level? 


e What kind of point of purchase 
selling exists? Will the fingertip 
fondling of my goods in my “sa- 
lon” accounts be replaced by 
roughhouse hashing on chain store 
gondolas? 


e What guarantees do I have for 
maintenance of stock? When a 
chain store is out of stock on my 


lline, it loses only a sale, but I 
|stand to lose a consumer equity. 


'@ Are chain stores as compliant 


= \in price maintenance as are my 


CALL-BULLETIN 


CITY CIRCULATION NEWS |_76.612 4 
OF SAN FRANCISCO NEWSPAPERS CHRONICLE | 65,297 ee 
Sunday 
EXAMINER 
CHRONICLE | 76,623 ua 
TOTAL CIRCULATION 
» 
Daily EXAMINER ... 250,417 - 
Sundey EXAMINER .. 490,468 : 
Daily Chronicle soecsses 206,105 y . 
Sunday Chronicle «seses 266.682 f The San Francisco 
Call. Bulletin sersceveces 141,832 
News ccccccccesceccece 100,447 


Source: Publishers’ Statements, 3/31/58 


xa rminexrT 


REPRESENTED BY HEARST ADVERTISING SERVICE INC. 


Sipresent franchise accounts? Or 


will I be involved in a game of 
pricing football in which I become 
a transient special for all my 
accounts? 


e Will chains permit my sales 
force to work with their stores, as 
I do with my present franchised 
accounts? Or do I lose store con- 
tact? + 


_| Griswold-Eshleman Boosts 


Ruf; Adds Malta Mig. 


Griswold-Eshleman Co., Cleve- 
land, has promoted Louis F. Ruf 


‘from office manager to secretary 


of the agency, succeeding Jona- 
than F. Davis, who was named 


|board chairman earlier this year 
| (AA, March 10). 


Griswold-Eshleman has _ been 
named to handle advertising and 
publicity for Malta Mfg. Co., Mal- 
ta, O., manufacturer of window 
frames. Harry M. Miller Inc. for- 
merly handled the account. 


| Mosler Boosts Belasco 


Arnold Belasco has been pro- 
moted from assistant advertising 
manager to advertising manager 
of Mosler Safe Co., New York, a 
new post. Langdon R. Littlehale, 
formerly director of advertising 
for Mosler, was recently promoted 
to director of marketing activities, 
also a new post (AA, July 7). 
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OW} a 
125,634 
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The Sunday Bulletin 


enliven: comoantY 
WOSERT MAEAN ORES/DENT AND Piset Sree 
POREFT L TAYLOR VICE PREMIOENT aNd retaquenR 
RAYMOND D. McGOR. SECRETARY AND ASST. TLASUEER 


Ma, VILLE F. SeRGUEON “ wwrien 
WALTER LISTER, MANAGING EDITOR 


‘Ail conmoplegtions should fhe edéressed 
ten suneay ee sae 
ae) Poivedeisma | 

hes Rares by © De. week 
wer week fy mer! ewtmde of Phiiadeiphre ter the United 
ee, US. Peteessions, Pens fice end Connda—Denty $1 28 
& month: $3.50 tor 3 manthe, $7 60 ter & months, 517 50 for ene 
yew. Sendey $1.00 @ mort $2.75 tor 3 months, $9,00 te 6 
¢ $90 00 fer one yror ily ond ¥. 12.49 © ment 
SO ter 3 monthy; $21 50 tor @ manthe; $77.00 far ene yom 
Other Forsign Covewion: Add $1.50 ger month te Seily 
$).00 per month te Sundey, $2.50 per mene te ee 


perder Malt Submripiions arcepted ently whee 
MEMBER OF THE Q550C\ATEO PROS, 
The Assotiated Pros: io eurtusivety gatitied te the wee ter re 


anager = Cu om come Sespotthe, wadited te it oe mor ether 
ine credited ie this paper, and give the fecal news gubli-hes 
SUNDAY, MARCH % 


New hie 
Test in Virginia 


Unreconstructed Southerners, vow- 
ing to fight it out on the color line if it 
takes a thousand summers, seem likely 
to get their chance goon to test a new 
tactic in their delaying action, 

The Supreme Court has overturned 
a decision of the Federal District Court 
granting Prince Edward County, Vir- 
ginia, a delay in the naming of a dead- 
line for schoo! integration. The lower 
court is expected to call for a beginning at 
the opening of the next schoo! term. 


Dreamy Smoothness 
After Bumpy Road 


This being the top of the pot hole 
season, the City Streets Department 
could hardly have picked a better time 
for announcing a rillien dollar repaving 
program for some of Philadelphia's prin- 
cipal highwaya. 

Broad, Chestnut, Market and Arch 
sts. can all stand resurfacing. But be- 
fore the midtown motorist can enjoy 
boulevard smoothness, he's going to 
have to live through a king-sized time of 
troubles. 

Closing off any section of any of 
these streets automatically changes traf- 
fic conditions from the normal condition 
of “difficult” to “impossible.” Streets 
Department experts are no doubt hard 
at work devising detours, and the an- 
nounced plan to do the Broad st. job in 


“4 = 4 “ 


ANYONE FOR SWITCHING SIGNS? 


ave 


BILLIONS ~ 
FOR WORLD 


ARMAMENTS 


e 


See ccaaniecass ee. Oa. 
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Objects to Burdening 
First Class Mail User 
Tam sure many feel as I do 
that an increase in the rate for 
first class mai) of as much as 
twe-thirds throws a burden an 
wily one class of mail user. 

Avoiding the pros and cons 
a whether the charges for 
nail services for second, third 
and fourth class mail are too 
iow, I heleve thet it should 
not be further reduced rela- 
tively by merely increasing 
he first class rate in order to 
neet deficits. 

The least that would be 
‘quitable would be to increase 
he rates on every class of mal! 
vy the same percentage. Lf sec- 
wd, third. end fourth clas 
ates were imcreased propor 


In Letters to The Bulletin 
Readers Say: 


in the window after Wim He 
darted inte the celler, It was 
dark as « pocket, and not hav- 
ing a fleshlight, I had te re- 
treat, leaving « large “Pre 
trminary Notice’ om the dining 
table. Later, he was brought 
to account and the gir] return- 
ed to school. lt goes to show 
ta whet lengths some perents 
will ge 

Lets amt back te Judge 
Hoffman and Judge Brown, 
whe spoke so eloquently on 
The Bulletin Forum recently 
along the same lines, Let's get 
back of them end push! Tt will 
pay huge dividends in the sav- 
ing of our youth, 

Mow Item Wilicet Boskher 

Aayen Pa 


Ad Men Defended From 


off-peak hours is encouraging. 

A major concern ought to be getting 
ft over with as quickly as possible. There 
have been too many spots where the bar- 
ricades have had time to season and then 
rot while the street remained ripped up. 
There were’ long years, for example, 
when the great hole at 23d and Market 
seemed as enduring as City Hall. Some- 
times this can’t be helped; but all possible 
pains to avoid dragging it out need to be 
taken—even when it means higher costs. 

And some motorists with memories 


i t 
Y as 
it 


CREATIVE NEEDS ! 


Professor's Lance 


tienstely, too. we could have 


much better postal service On the letter published 
Philetel March 4 from Professor Bock- 

ve ris of the University of Penn- 

. syivenia, it seems to me that 

Curbstone Parking im man of enough intelligence 
Front of Garages te be a Penn professor should 


think twice before trying te 
useless compari- 
the one he makes be- 
tween the pas scales of the aci- 
ence and advertising profes- 
sions, Where does he get the 
figures’ Every profession hes a 
varying pay scale wherein some 


i te a te make such a 
garege going to pay for the .... a, 
curb he breaks’ His excuse 
often is. “there are no ga- 
rages.” If he lives downtown 
there are “For Rent” signs in 
front of Vacant garages, with 
cars parked im front of seme make more than others 

Another Reader As to the value of advertis- 


BILLIONS 
FOR WORLD 


will be unenthusiastic about plans for 


oe 


It 


in ing to our present seciety, I'é 
advise that Professor Bockris 


in Philadelphia nearly everybody reads The Bulletin 


To avoid extremes in opinion and partisanship 
...to present news honestly ... to inform so 
that readers can think and judge for them- 
selves. These objectives help set the editorial 
tone of Greater Philadelphia’s home news- 
paper—The Evening and Sunday Bulletin. 


Moderation in statement is a byword at 
The Bulletin. It is one of the big reasons why 
this newspaper is invited into the home day 
after day and why, through the years, it re- 
mains a trusted family friend. 


To advertisers, The Evening and Sunday 
Bulletin offers important advantages. Your 


The Bulletin publishes the 


color advertising in Philadelphia—Evening and Sunday! 


eost of living and a heavy tax burden 
compel both father and mother to work 
all day. This means an ernpty house or 
flat in the afternoon, and no poasibility 
of supervising the children’s actiffties. 
Only the strongest characters among the 
youngsters survive with credit the ab- 
gence of that direction and discipline 
which they have a right to expect from 
their parents. 


Lead Life Preservers 

An educational conference called up- 
on Congress to set up 80,000 scholarships 
for bright youngsters leaving high 
school. College administrators figure a 
joss of $200 a year on an average $600 
tuition fee, so this forward step should 
increase total] deficits in higher learning 
by $16,000,000. Everybody says it’s won- 
derful, but college treasurers can’t help 
sighing for the good old days when B.S. 
meant Bachelor of Science, and not Beat 
Sputnik. 


been al- 


Prarie 


Moderation is a reason why 


to 

seve 

free 

he of 

Mr, 

vo 

; at 
sales messages are carefully read by the entire 
family —in the home—where decisions to buy 


are made. Philadelphians like The Bulletin. 
They read it, respect it and respond to the 
advertising in it. 


The Bulletin goes home... delivers more 
copies to Greater Philadelphia families 
every seven days than any other newspaper. 


Advertising Offices: Philadelphia - New York + Chicago 
Representatives: Sawyer Ferguson Walker Company, 
Detroit + Atlanta + Los Angeles + San Francisco 

Florida Resorts: The Leonard Company, Miami Beach 


largest amount of R.O.P. 


WAS ARRE S1€0 For 
USING INSULTING CANGUAGE 
To A 00 


taking a “breather.” et ne pag ng dhs ~~ 

Electric current has become the life- for « cup of coffer, a new 
blood of American industries and homes. order hus been iseued that 
There is scarcely 9 well-established in. © «\! be fired 7 we get 


dustry that does not use it in volume 
and not a new one is set up that does 
not require it. The Government's de- 
fense program in every range of misaile 
development demands the service of elec- 
tronics as does every business office. 

The recent abandonment of “fair 
trade” in electric appliances aparked « 
rush te the shops for the lowered prices. 
They are in every home in some form. 
The increased use of air conditioners last 
summer jumped the consumer peak of 
the Philadelphia Electric Co. to exceed 
that of the winter. 

Some industries look to summer and 
fall for a revival of business but the 
electric utilities know they cannot put 


caught domg 20. ] am won 
dering what the law eave 
about this —M. KR. 8, 


‘The law doesn't say anything 
about coffee brenks; this is en- 
tirely “up to the employer to 
whom the common law gives 
the right to set the terms and 
conditions under which an em- 
pioye will work, Now, this 
—_ has bean somewhat wa- 

down by more recent 
pa establishing eotlee- 
tive bargaining rights for em- 
pioves through anions. A eof- 
fee break for a fellow —_ , 
truck on « long trip doesn 
sound unreasouable to the Pail 
adelphia Lawyer. If you're & 
member of a union, why not 
suggest te your grievance com- 
mittee that it take the met 
ter up with your employer* If 
you're not anionized, e cammt- 
tee of feilow-emploves might 
help to ge this 
wl 


MANY TIMES MY Dog 


USES INSULTING LANGUAGE 
To ME-BUT 1 CAN'T PROVE 
i. 


woes TL 
GOO MARTE Lee 


JURIES ARE SUCKERS 
FOR DOGS, 


tS THE way aT HE 
SAYS IT. 


WE KNOW OUR DOG THinkS 
SULTING THINGS ABOUT U5. 


AND WE'RE SURE He SPREAC > 


THEM AROUND THE 
NEIGHBORHOOD. 


BUT WE HAVE A NIF TY WAY 
OF GETTING EVEN, JL.! 


Ks 


WE. PLY HIM WITH GENEROUS * 
PORTIONS OF DELICIOUS CANNED 
DOG FOOD, SEE--~ 


=e ANO THEN WE HIDE 
hE CAN-OPENER 
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Advertising Age, July 21, 1958 


| Parke, Davis Promotes Bender | Three Scott Seed 
Parke, Davis & Co., Detroit, has | E T R s 
named George A. Bender director EXe@CS ake elns 
r meee ee . me ee ee ee - mee ee yo institutional advertising. Mr. 
|Bender, who has been assistant|Oof Columbus Agency 


|director since September, 1957,| ; 
; i B vin be responsible for all insti-| | COLUMBUS, July 15—Richard M. 
[tutional advertising in U. S. and| Fx, formerly director of advertis- 
= y a mer fh cenera! supervision of institutional | rhe — 5 agg en for O. M. 
THAT'S PORTLAND MAINE = & itctccSo'st siete So Sgt Sama 
: lthe world. ‘seed company, has joined the 


| . : . 
z | Weimer Organization here as pres- 


| 


| . 
_ ere Goes to KCRG | Some. 


P | The Weimer Organization, an 
Z Portland is number one in i Portland is number six in Pestiond ts number two of all | Redd pga former sales | advertising and pr agency launched 
the U. S. among cities under the U. S. among ideal testing testing cities in New England Sarwan ol . Se gd ete eae ‘in 1947, is a wholly-owned subsid- 
g 150,000 population; an ideal Pa cities regardless of popula- regardless of size; thus the ‘ owai manager of KCRG and KCRG- | {ery ~' oe gg oes 
ee : , ,000, annua n 
testing atmosphere for any tion; a fact due to a consist- ideal city in an ideal market TV, Cedar Rapids, Ia. Mr. Gard-| 43) 4 ieeuthdne y Om airec 
ner also was with WBBM and . e 
product. ently stable economy. area. (source: Sales Management) | WBBM-TV, Chicago, for 15 years. | Making the switch from Scott to 


| Weimer with Mr. Fox were James 


J. Bolton, from Scott’s ad depart- 
Hoag Shop Adds Reingold Co. ment, and Paul R. Devaney, from 


Hoag & Provandie and Reingold|the seed company’s art depart- 
Co., Boston, have combined faci-| ment. Mr. Devaney will be at ane 
PORTLAND PRESSHERALD *& EVENINGEXPRESS %& SUNDAY TELEGRAM lities and are operating as a single) art director of the agency, and Mr. 
represented by Julius Mathews Special Agency unit. Thomas J. Bowen, former) Bojton will be agency director of 
| president of Reingold, is now senior} , qministration. 
|vP. of Hoag & Provandie, with) Weimer handles a number of 
‘offices at 137 Newbury St. Phvowe besides Scott, most of 
|them direct mail clients. 


100°, coverage of city zone 94°, coverage ABC retail trade zone 


PORTLAND, MAINE NEWSPAPERS 


¢ ry |}@ Mr. Fox, who worked on the 
: |sales staffs of Hearst newspapers 

D 1 a m O n d A n n 1 LY e r S a r |in New York and Baltimore before 
|joining Scott 20 years ago, will 

continue to handle the seed com- 
pany’s direct mail operations at 
the agency. Weimer is currently 
planning an expansion of its serv- 
ices, emphasizing direct mail, sales 
| promotion and merchandising. The 
agency was started by the late 
C. F. Weimer. Mr. Fox is taking 
over direction of the agency from 
members of the Weimer family. + 


Furniture Magazine Changes 
Name, Reorganizes 
Logan-Phillips Publications Inc., 
1516 Westwood Blvd., Los Angeles, 
has been incorporated to publish 
Western Furniture Manufacturing, 
successor to Western Upholstery 
Furniture & Bedding. First issue of 
the monthly will be published in 
August and circulated to home 


furnishings manufacturers in the 
| 


ea Three quarters of a century ll western states. 


Officers of the company are Rob- 
ert B. Logan, president and pub- 


ago the San Jose News was founded as lisher; Mimi K. Phillips, vp and 
the “Daily City I >T 1 7 | editor, and Donald E. Phillips, sec- 
e “Daily City item. lwo years later it retary-treasurer and business man- 
became the News. ager. Mr. Logan formerly was sales 
5 7 manager of Bechik Products, St. 
This year the News looks back with Paul. The Phillips formerly were 
pride on 75 years of achievement and with the company that published 
service te its co unity oud tockes for |Western Upholstery Furniture & 
mm ey ‘ Bedding. 
ward as well to the challenge. of the > 

nation’s fastest - growing metropolitan Maggies’ Awards Set 
mar “Maggies,” similar to the 
ket. “Oscar” and “Emmie” awards of 
The News, together with its elder sis- movies and tv, will be presented 
» 108 Oct. 1, 1958, at the Pick-Congress 
ter, the 107-year-old Mercury, offers an | Hotel Chicago, in conjunction with 
unparalleled opportunity for advertisers the fourth annual convention of 
ami: s |the Mid-America Periodical Dis- 
to reach all of the dyn “ Metropolitan | tributors’ Assn. “Maggies” will be 
San Jose area! presented to magazine and book 
P P publishers whose periodicals of 
: For full information, call your the past year are judged most 
Ridder - Johns representative or contact significant, informative or influ- 
the National Advertising Department, ential in American Life. Daniel 


J. Edelman & Associates, Chicago, 
handles the public relations. 


Schneider-Stogel Adds One 


National Distributor Service Inc., 


San Jose News and Mercury. 


= Westchester, N. Y., distributor of 
- ES 4 a Se cleaning detergents, has appointed 
Pp! Schneider-Stogel Co., New York, 
‘ ; to handle its advertising. 
110,272 Combined Daily Circulation 
Lustra Appoints Wexton 


A i Db Bak oa w Ss Fr A PER Lustra Corp., Long Island City, 
manufacturer of lamps and light- 
ing equipment, has appointed 


: Wexton Co., New York, to handle 
ieataieed Neen ag go ; cag orig advertising and sales promotion. 


> MAGAZINE CLASSIFIED ; 


Diamond Anniversary (| ==: 


= BY THE MILLIONS — 


Rates & Data for the asking 
PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILL 
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Though named The New Yorker, this magazine each week goes imto more 
than 4,000* cities and communities across the United States and abroad. 


*The New Yorker really gets around. 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, Atlanta, London 
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-RURALIST 


Intensive Coverage of 
Commercial Farms 


Edited 100% for Missouri 
Agriculture 


95.2% of Readers Live on Farms 
A “Top Third” Farm Income State 


Issued Semi-Monthly in State Farm 
Paper Format 


The Dominant Selling Force in 
Missouri Agriculture 
Stauffer-Capper Publication 


4 
SALES OFFICES: New York, Chicago, Cleveland, Topeka 
and Los Angeles 


PAP ER FOR MISSOURI 
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Many a famous product was 
launched 


Chapman, Corde de Parie Join 
in ‘Liminal,’ ‘Subliminal’ Drive 

Ceil Chapman dresses and 
Corde de Parie foundation gar- 
ments will be advertised in a six- 
page section in the September 
issue of Harper’s Bazaar. The 
theme will be: “A woman needs 
both”—the “liminal” (the part of 
her costume that’s seen) and the 
“subliminal” (the foundations | 
|“that get their message across un- | 
seen”). Agency for both Ceil| 
Chapman and Corde de Parie is C. 
J. Herrick Associates, New York. 


|Frances, Morris Adds 1 


Curtis, Eddy-form Co., manu- 
facturer of girdles, brassieres and 
play clothes, has appointed Fran- 
ces, Morris & Evans, New York, to 
jhandle its advertising and sales 
promotion. Plans for the fall, 1958, 
|}cCampaign call for a contest and! 
ads in fashion magazines, trade! 
publications, direct mail and point 
of sale materials. 


Advertising Age, July 21, 1958 


Kastor, Hilton Gets 
Pennsylvania, N.Y. 


Democratic Drives 


New York, July 18—Kastor, Hil- 
ton, Chesley & Clifford has been 
named by the Democratic state 
committees of New York and 
Pennsylvania to handle their 1958 
campaigns. There are gubernatori- 
al and senatorial contests on tap in 
both states. 

The agency was appointed re- 
cently by the New Jersey Demo- 
cratic state committee for its 1958 
senatorial campaign. Based on past 
experience the three accounts 
should total “upwards of $1,000,- 
000,” according to Lloyd White- 
brook, account supervisor and exec 
vp of KHC&C. 

Research is in progress for ail 
three campaigns and a different 
approach is expected to be used in 
each state, Mr. Whitebrook indi- 
cated. The Pennsylvania campaign 
will break the end of August while 
the other two will run from Sept. 
15 to election day. All media will 
be used. 


s Mr. Whitebrook supervised the 
Adlai Stevenson campaign in 1952; 
the Gov. Meyner and Mayor Wag- 


;ner campaigns in 1953 and 1957; 


the Gov. Harriman and Gov. Lead- 
er campaigns in 1954, and the 1956 


| Sen. Joseph Clark campaign in 


| Pennsylvania, and is also acting as 
counsel to the Democratic Senate 
campaign committee. + 


Columbus 


McDonald Joins Grant 

| Edward L. McDonald, formerly 
| with Kaiser Aluminum & Chemi- 
cal Corp. as assistant national ad 
|manager and ad manager of Kais- 
/er’s products division, has joined 
Grant Advertising, San Francisco, 
as account executive. He will 
work on the Dodge account in 
northern California. 


Palmerton Names Reps 


Palmerton Publishing Co., New 
York, has appointed Jim Sum- 
mers & Associates, Chicago, mid- Bes 
| western sales representative for ad 
| Rubber Age and Rubber Red Book. 
| Chris Dunkle & Associates, Los 
Angeles, has been named West 
Coast representative. 


| Taylor-Norsworthy Moves 
| Taylor-Norsworthy Inc., Dallas 
| agency, has moved its office to the 
| Dallas Federal Savings Bldg. 


In the leadership spotlight 


lf 
lf 


TEST YOUR NEW PRODUCT IN COLUMBUS, OHIO 
The “green light" on a new product in Columbus spells national suc- | > 


cess! Columbus is the Mid-West's No. | Test Market because: (A) 
We're big enough—but not too big. (B) Our population is mainly 
native born, with one of the nation's highest per capita incomes. 

(C) Our diversity of employment provides steady flow of payroll. To 
(0) The Dispatch understands market testing, provides invaluable are buying WGN 
Consumer Surveys. (E) Coverage is economical—for the Dispatch | You’re in good company when 
blankets the market. | you join smart time-buyers who 


Che Columbus Dispatch “yy 


dollars worth of goods for top- 
Read in more than 4 out of 5 Columbus homes daily ...9 out of 10 Sunday 


drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 

Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 
Resort Representatives: McASKILL, HERMAN & DALEY, INC., Miami Beach 


649,023 


and still growing 


Columbus has experienced an 
astonishing population growth 
of 28.10% in seven years. 
Plans call for a city of twice 
World War Il population... 
a goal we've almost reached. 


p-drawer advertisers 


Size, growth, prosperity... 
and DISPATCH market studies 
make Columbus a preferred 
Test Market. Write today for 
our test market booklet. 


at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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For the most effi¢ieat buy ii the magazine fix! 
The Newsnaper’s Own Magez 
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DETROIT + LOS ANGELES 
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Desire for Bigger Shop Causes 
Standard-Triumph Shift to DCS&S 


(Continued from Page 2) 

ford bills above $20,000,000; the 
Gore agency bills below $4,000,000. 

Mr. Bethell told ApverTisInc AGE 
that Standard-Triumph was look- 
ing for services “beyond the fa- 
cility to buy space.” In particular, 
he said, the company sought 
“greater depth of market research 
services, better ideas, better per- 
sonnel and the power to create.” 

Standard-Triumph interviewed a 
total of 26 agencies, narrowing the 
selection to eight and then to three. 
The three finalists—C. J. LaRoche 
& Co. and Calkins & Holden were 
the other two—were asked to pre- 
pare “plans of action.”” No sample 
ads were demanded. 


@ Mr. 
prised to find “how poorly agencies 
sell themselves.” He added: “If 
there was ever a need for a sales- 
man’s instruction school, it is here. 
You wonder, watching some of| 
these people in action, how they're | 
in business.” 

Mr. Bethell was definitely unim- | 
pressed by agencies describing, 
themselves as “creative.” He said: 
“You would think that half the 
agencies around here are creative. 
Doherty, Clifford never told us 
they were creative. They let you 
gather that.” 

He added that the one thing 
DCS&S had “above all the others” | 
was: “They are very proud of their | 
business, their profession, and they | 
are very keen to show their per- 
sonnel and offices. 

“They don’t try to hide their of- 
fices from clients. Some agencies 
seem to think that clients are not 
interested in seeing their offices. I 
don't know how others feel, but I 
do want to see them. 

“I think you can get a good idea 
of an agency from walking around 
its offices and observing the staff.” 


s Chet Gore optained the Stand- 
ard-Triumph account two years 
ago, when his agency was known 
as Gore-Serwer Inc., and he took 
particular pride in the sales suc- 
cess the TR-3 has had. 


We are sorry that the decision was 
made on this basis, particularly 
|since the 1957 advertising cam- 
|paign created by our agency was 
|successful in moving the TR-3 
from fifth to second place in sports 
car sales during 1957. The current 
advertising program has played an 
| important part in the just complet- 
ed record-breaking first quarter in 
1958 sales.” 

Sales of the Triumph sports car 
more than doubled last year, rising 
to 6,468—2,000 more than Jaguar 
and one-half of the pace-setting 
MG. 

Mr. Gore told AA he hopes to be 
able to use this experience to ob- 
tain another foreign car account. 


Bethell said he was sur-|@ Loss of the Standard-Triumph 


account caps a disastrous year in 
the agency business for Mr. Gore. 


Just about a year ago he and his 
agency were slapped with a breach 
of contract suit by James Serwer, 
his ex-partner. Mr. Serwer alleged, 
among other things, that he was 
responsible for landing the Stand- 
ard-Triumph account. 

Then, last spring, Mr. Gore had a 
falling out with his two new part- 
ners, Leo Greenland and Martin 
Smith, and they pulled out with 
their accounts to form their own 
shop, Smith/Greenland Co. 

Messrs. Smith and Greenland 
departed while Mr. Gore was away 
on a three-week trip to Europe, 
where he saw the Standard Motor 
Co. executives. By that time, 
Standard-Triumph had already 
started to talk to agencies, and Mr. 
Gore was apparently unable to get 
a vote of confidence from the Brit- 
ish executives. 


s In New York foreign car circles, 
the animosity between Mr. Gore 
and Mr. Fox, a former General 
Motors sales executive, was well 
known. Friends of both confirmed 


that each had as little to do with 
the other as possible. 

Aside from these personal con- 
siderations, the move from a small 
to a large agency is a familiar pat- 
tern in the foreign car field. H. B. 
Humphrey, Alley & Richards lost 
Jaguar to Cunningham & Walsh, 
and Mann-Ellis lost Renault to 
Needham, Louis & Brorby—and in 
both cases the clients conceded that 
sales progress had been satisfac- 
tory. 

With Volkswagen at J. M. Mathes 
Inc. and Rootes Motors at Erwin 
Wasey, Ruthrauff & Ryan and Eng- 
lish Ford at J. Walter Thompson 
Co., the imports seem to be settling 
down in large shops. Increased 
sales may have produced the need 
for increased services. 


® For Doherty, Clifford, 1958 is 
turning out to be another banner 
year. The agency, which increased 
its billings from $14,100,000 to 
$20,800,000 last year, already has 
added three new accounts this 
year—a new Junket brand product 
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from Chr. Hansen’s Laboratory; 
over-the-counter and some pre- 
scription products from Ciba Phar- 
maceutical Products, and Eastman 
Chemical synthetic fibers. 


s William E. Steers, president of 
DCS&S, said Robert C. Doherty 
will move over as account execu- 
tive on Standard-Triumph. Mr. 
Doherty, a son of Francis J. Do- 
herty, vp and founder of the agen- 
cy, has had account experience on 
White Horse scotch, Martell 
brandy, Cigar Institute, Diamond 
Match, 4 Fisherman frozen foods 
and McCormick & Co. # 


Keeler Polygraph to Meck 


John Meck & Staff, Chicago, has 
been named to handle advertising 
for Keeler Polygraph Institute, 
Chicago, which conducts courses 
for law enforcement officers in the 
scientific interrogation methods 
made possible by modern lie de- 
tection equipment. A campaign is 
now being placed in trade publica- 
tions. 


In a statement issued today, he} 


said, “The move by Triumph is 
being made because of their belief 
that a bigger agency is necessary. 


In the souls ama 


| 


Top-drawer advertisers 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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metro area alone? 


QUESTION: W hat big 
isolated market in the 


West offers you more 


Ss 


ON NENG 
(inte, 


in Washington D.C... . more 


Pittsburgh . . . more sales 
) than San Francisco 
—and is so distinctly 
different that it cannot 


be measured by its 


than live 


than 


Ges ee ys a see “e if pA eee, A * * ge ee — ee 7 : 190 *: 
ra oe : : " ; a SiN : amet Maniac eee ae ee 4 a 3 oe Psd bi 
eel ae 
ets *y 
Pit ? 
=" % * 
: ‘ 
} 
ii 
a ee | 
’ : 
as | : 
‘ r ' 
; ! 
: | 
iM | ’ 
a / { 
ae § 
ey ce | 
Tage oe 
Dag =| . 
he 
pec a oe 
ae 
nae a 
ak \' 
=m 
ye oe j 
a . 
ht ' 
it ee aie 
PRE gs , 
be * 
‘a i 
=: aan * 
eh P 
ae 
esi yy : 
eee 
a: 
fone - 
am. : 
apa: 
ee 
Fear aay 
ey 
ae 
7 
hae Po 
cee 
| | 
ra x —_—<$——$$——$ $$ $$ $$ —$——$— 
a en i ie 
i oa 
ae ’ 
eh 
ae 3 se 
7) ee : “ * 4 ; 
iger | a 5 
ae Bees: ; : ; 
st, 55 as Sanit ‘ 
> a Pe) s es eee ; 
ct as ‘) sie oo a ; 
he > oe a 
Res a ae i om 
Ets pt 4 = Fert A, r m ms ; 
ag | o dae : ana be a } 
Pt ke g at ae 
hil i : ‘s feet - a Ta 
A Sy he a aa 
a i; eter ; 
ars : oS, a , 
ia E “id ’ ion ss 
Cm , . : — rs 
a 3 ¥ i 5 
? * Ai > S ‘ 3 
, - 
Pr es é a : 4 ‘ 
ma Nth ohne o ‘ < : 3 7 
ew. >  . af a »* es ! 
ey ee 5 © a 2 ae ee 
ae 
eo ; : ; 
sump \ 2 4 
sec . ; 5 * 
ee * . ‘ 
cre te i : ; 
Te 5 
d ao ? *, 4 & 
ees 4 y ? Pay ee ae 
yy ai : ul 
We rs | . : : 
Be : 
ae eae 9 ce 3 
i s 
I 7 ’ q 
, ; Po 
+ , 4 
; : ? “ 7 
. | ie 
me oi | | 
si ey ‘ i) 
ra ; i 
lee Ln) SE OO oe Ne ee Hae a ae : i R : 
; " A f ad rs . x = % 
“4 i‘ e : “% 
J : M wt z 
; F 
See E Ss, “ch hg tas i : 
Panreets he :' { Tae oe t. = gig ay 
jot . * aa ‘ Pee 
‘ae Bye i b rahe Sane / 33 3 Ogee z: 
i See: se ee : . Ss me : 
ee im BOYAR DEE an | 
a bie ae ray COMPLETE pare oe iA af 
fae es ns Br ar, ; “s 
Bees “eels At ee PIZ z A Ps 5 : , , 
Parte 24 ie pie sees / \ us 
ae yo) pie PIE MIX Me ae / os co 
Cap PAK oy! . ¢ Saige 7s 5 2.3 i 7 
a : ee w j Re ed 
) ss a oe ee if oc. * 
Z, 4 +f iT 4 ? sf r b 
ee fe : : ‘ 
a ae ; i - * j 
ee, es q * o g3 
fad wie x fer oa fee 2 
alae wiih | " . i ro 
oe es E ; oa | - _ = se F } 
en ied ig cai . 75 i be ae 
_ oeteg et 2 ye < x 
ee : | a ah ¥ or? \ 
x bet sh e Me i) 
f ; Bo E : 3 : : 
ae. ie x Et ae a 
Ae Te rss ed ee = re 
ne i a tea ae 
ie pr A Saal ier 
q nig: a eee 
¢ Pe oe oe" a 
AN Bch ke Re 
4 as oe a i 
’ Be: eee at) Ba 
* ge eens Eres 
. ae ad eae ae ap te i 
te - Cag eo Rie a i, 
ets ‘ es eet — . ‘ 
+ aoa 7 . ‘ re 
¥ ? #2 ae se 
Bere © age SEBO Se 
eee oF FS Rt 
; =" oF a ‘>, Pie eres % 7” 5 - 
“i Nasi i Pea : BR 2 o 
aad ees ; eS a 3 pers aie f 
hee 3 Wass % : mad 
‘ an a eae ‘ rE + ah 
| RS SM aS or pes 
Mae ee. . 
Gay =a ; 
ie Be = y 
he 
‘ | | 
: © IRE eh * ee a Mons lene AMG 9 tener ae oy Weep See ere i ade oa ieaead i a eee pn ee” - _ oak : : 
pega Sareea ie re ee ee - a 
; ec Ree ie ret din Pare aera caer 
ees Peat ER ta ee eh ia ek get? Sa re ire Puss, goa oP ena 8 el tabs 
et Pee AF OE URE IP «il tox Piet seeing, Cor ahaa SOPs fer batt pans wate poet y sane if ee 
a ei, oe, ty or Sy kit ml Sesser ees hy WG! Lie cae toe Maat eet we the rs ages ay © Foner eee ef yak st eee 


Advertising Age, July 21, 1958 


Ford Straw Hat 


Push Aids Ailing 
Jamaica Economy 


DEARBORN, Micu., July 15— 
Ford Motor Co.’s special promo- 
tion on convertibles is having an 
impact on the economy of Jamaica 
which proportionately may be 
Surpassing its advertising value 
in this country. 

Ford’s promotion provides for 
5,000,000 Americans being invited 
into Ford dealerships in the U.S. 
with applications to purchase 
straw hats for $1. 

The company’s original propo- 
sition to the Jamaica Industrial 
Development Corp. guaranteed a 
minimum order of 50,000 hats. 

A Ford spokesman said already 
the orders had “far surpassed” 
that figure, and it was estimated 
that perhaps as many as 250,000 


hats would be ordered by the time | 
the offer closes July 31. 

The applications for hats were 
mailed to 5,000,000 prospective 
customers. To become valid the 
application must be approved by 
the dealer, assuring the company 
the person had visited the show- 
room. 

Then $1 is sent to the Jamaica 
Industrial Development Corp. in 
New York, which forwards it to 
Jamaica. 


s The volume of orders has re- 
sulted in the employment of some 
2,000 members of Jamaican farm 
families, suffering the economic 


setback of a severe drought. It | 
will take the output of straw hats | 


from the island of Jamaica for the 
entire season. 

Ford is paying nothing toward 
subsidizing the hat purchase. It 
merely assured a minimum of 50,- 
000 hats at $1. A company spokes- 


said. 

The idea was hatched last May, 
when a representative of O. E. 
McIntyre Inc., a mail order com- 
pany representing the Ford divi- 
sion, approached JIDC. 

The question: Could Jamaica 
supply the hats? 
would be needed for display in the 
7,000 Ford sales rooms. 

The normal output of hats in 


man said because of the large vol- 
ume order the Jamaican workers 
are profiting. The hats normally 
sell for $4 to $5 retail, the JIDC 


Jamaica is about 1,500 a week. 
|The manufacturing of hats is an 
income-supplementing occupation 
of thousands of farm family mem- 


Spokane Daily Chronicle reach 


ANSWER: 
@ The Spokane Market 


SPOKANE MARKET 


Big 277,700 
The Spokesman-Review and 
Spokane Daily Chronicle reach 
more than 9 out of 10 families 


All data: SRDS May 1958; A. B.C. Audit Report, March 31, 1957 


Search the facts, and the answer to the big question opposite is 
obvious: the billion dollar Spokane Market is so distinctly different 
that it is ONE BIG EXCEPTION to the metropolitan concept of 
markets. Walled-in on all sides by giant mountain ranges and with 
300 or more miles separating Spokane from other metro areas, it is 
an isolated—unified and indivisible—sales entity . . . 4 times as big 
as its metropolitan area in population, income, and retail sales. And 
it’s easy to sell! For you sell it ALL—the FULL 36-county Spokane 
Market—when you ‘‘A-schedule” Spokane’s two big daily news- 
papers: The Spokesman-Review and Spokane Daily Chronicle. 


9 out of 10 Subscribers delivered at Home—86.41% UN-duplicated 


or" 


2 families 


Some _ 30,000) 


1 out of every 


ENTICEMENT—This double card shows still other free gifts being of- 
fered by Ford Motor Co. to draw prospects to Ford dealers. 


bers. It is not an organized indus- 
try as such. 


= The JIDC told the Ford repre- 
sentative: “I have no idea wheth- 
er we can supply such an order. 
But I do know our farmers had a 
poor season due to drought. Our 
crops are 20% of normal. If we 
can organize the farmers, we can 
fill the order and keep a lot of 
belts from being tightened.” 

In six hours the ball was roll- 
ing. The farmers were organized, 


|and the Jamaica Tourist Board 


Heart of the Pacific Northwest 


39 


agreed to underwrite the cost of 
the boxes in which the hats are 


|}shipped directly to the customer. 


There were other problems. The 
drought had affected the palmetto 
from which the straw is cut. The 
government opened up forest pre- 
|serves to make extra straw avail- 
lable for hat making. # 


| Horton, Church Names 


Kingsley Meyer VP 
Kingsley N. Meyer, formerly 
marketing and promotion man- 
ager and member 
of the executive 
committee of Da- 
vol Rubber Co., 
Providence, R. I., 
has been named 
vp and director 
of marketing of 
Horton, Church & 
Goff, Providence. 
Mr. Meyer will 
be in charge 
of developing 
broader market- 
ing services for the agency’s cli- 
ents. 


Kingsley Meyer 


‘Catholic Press Directory’ Out 
Catholic newspapers and maga- 
zines in the U.S., numbering 581, 
had a record circulation of 23,- 
716,418, as of Jan. 1, 1958, accord- 
ing to statistics in the latest edition 
of the Catholic Press Directory, is- 
sued by the Catholic Press Assn., 
New York. This is a gain of 348,- 
070 over last year. The directory 
is published in two editions. One 
lists all the Catholic publications, 
whether they accept advertising or 
not. The other, for use by adver- 
tisers, lists only publications which 
accept advertising, with their rates. 
Copies are available at $3 each 
from the Catholic Press Assn., 6 
E. 39th St., New York. 


ROP 
| COLOR 
| POWER! 


700,000 
ENTRY BLANKS 
FROM ONE 
LOCAL AD!* 


*It happened in Paducah, 
Kentucky, for a contest run 
by the Midwest Milk Dairy 
Products Company. 


RAQE £00.me. 


910 East 138th Street 
New York 54, N. Y. 


Sales Offices: New York ¢ Boston 
Chicago « Dallas *« Miami 
San Francisco 
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: Holtzman-Kain Adds One | advertising, sales promotion andj|to break in the fall. Radio and sane cements plete neglect of other buying ap- 
Chicago Laundry Owners Assn.| public relations. The association|newspaper advertising and sales ‘ = 21 § | peals,” he told the NARDA men. 


has appointed Holtzman-Kain Ad-| plans to use tv as the primary | promotion material will back up 
vertising, Chicago, to handle its| medium for a campaign scheduled |the primary program. 


— WBZ Radio Names O'Friel 


, Paul G. O’Friel, former general 
Whether “3 executive of Westinghouse Broad- 


AUTHENTIC PLASTIC SCALE © 


MODEL JET 


|@ Discussing the declining profit 

picture in today’s appliance busi- 

ness, Mr. Packard stated: 
“Coming up to 1957, manufac- 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 


EMPLOYERS 


PRINTED 
BROADCAST 
TELECAST 


REINSURANCE 
CORPORATION 


Invasion of his Privacy, Violation 
of Copyright— accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


casting Co., New York, has been 
appointed general manager of 
WBZ-WBZA, Boston-Springfield. 
Mr. O’Friel replaces Paul E. Mills, 
who has been named Westinghouse 
tv sales manager. 


21 Tenth, Kansas City, Mo 
William St 
Chicago an Jackson 


an Fran 100 A , 


WANTED 


6:15-6:30 P.M. 


MARTY DeVICTOR 


“Mr. Sports” 
SPORTSCASTER 
Distinguishing Marks: 


alias 


MALE 13 YEARS 


Height: 
Weight: 


Size: 


8.9 (latest Pulse Rate) 

Authority to 1,707,400 Mid-Ohioans 
in top 10 in area 

Characteristics: Enthusiastic reporting 


thorough sports knowledge 


WENS RADIO 


CBS = Columbus, Ohio 


Pin this up in a conspicuous place 
Collect the rewards. 
Notify John Blair 


a ee 


SUMMER HOBBY—Bireley’s division of 
|General Foods Corp. is offering a 
jet plane model kit premium for 
use by its franchise bottlers dur- 
ing the summer months. 


Sale of 294,000,000 
Appliances in Ten 
Years Is Forecast 


WASHINGTON, July 17—Sales of 
294,000,000 major appliances in the 
next ten years is “a practical at- 
tainable goal,” the National Appli- 
ance & Radio Dealers’ Assn. was 
told today. 

Daniel A. Packard, vp and mar- 
keting director of Geyer Advertis- 
ing, said 46% of this goal lies in 
the replacement market, “People 
who can be made dissatisfied with 
|their present appliances by im- 
proved new products, creatively 
sold. Increased saturation would 
account for another 38%, while 
new homes would account for 16% 
of the total. In the last ten years 
125,000,000 appliances have been 
sold.” 

To accomplish this, Mr. Pack- 
ard said, “dollars now diverted 
from advertising at the manufac- 
turing level must be returned to 
the job of pre-selling American 
families on the wonders and merits 
of these new marvels for the home. 

“A good portion of the dealer 
‘advertising dollars now being given 
| away in useless discounts or util- 
ized 95% for price comparison ad- 
vertising alone must be returned to 
backing up the manufacturers’ na- 
tional advertising with attractive 
local copy. Certainly price should 


turers had no more dollars they 


could scrape out of research, engi- 
neering, manufacturing costs or 


i| profits with which to meet your 

||demands for still lower prices. So 

ijin this year they dove into their 

') national advertising budgets to get 
}| more money to pass on to you. 


“In 1956 the manufacturers in 


| this industry spent $71,000,000 in 
}/an earnest attempt to pre-sell cus- 


tomers on the merits of the indus- 
try’s products. In 1957 this sum 


| was cut back to $46,000,000. The 
$25,000,000 so diverted was passed 


on to you in still lower prices and 
what did it amount to? $2.00 per 
appliance sold. 

“If you had used this $2.00 to 
help your dwindling profit situa- 
tion, it might have done some good 
—but you didn’t,” he said. # 


Moloney. Regan Offers 
Simplified Billing System 

A simplified billing system, of- 
fering advertisers and agencies 
one-order, one-bill service regard- 
less of the number of newspapers 
used, will be offered Jan. 1 by 
Moloney, Regan & Schmitt, New 
York newspaper representative. 

Under the new billing system, 
advertisers or agencies may send 
one order placing ads in any of the 
14 newspapers represented by the 
company and will be rendered 
only one bill and proof of insertion 
after the ad appears. Advertisers 
are now required to place ads and 
pay bills separately. Moloney, Re- 
gan said discounts and commis- 
sions will not be affected by the 
new service. 


Rondot Moves to Walker 


Lucien C. Rondot, formerly di- 
rector of marketing research of 
Ketchum, MacLeod & Grove, 
Pittsburgh, has been appointed di- 
rector-marketing research  serv- 
ices of W. S. Walker Advertising, 
Pittsburgh. 


4A‘s Names Britton 

Robert E. Britton, a vp of Mac- 
Manus, John & Adams Inc., Bloom- 
field Hills, Mich., has been ap- 
pointed to the research committee 
of the American Assn. of Advertis- 


be a feature, but not to the com-|ing Agencies. 


} 
| 
| 
| 
| 


Orlando, Florida 


Gateway to 
the MOON 


ABC 
Cary ZONE 


Orlando Sentinel-Star is No. 


1 favorite newspaper of 
Cape Canaveral [Brevard 
County] and four other Cen- 
tral Florida counties, which 
we dominate with 5 to | 
circulation over three Big- 
ger Florida dailies combined 
total! 


Orlando Sentinel-Star 


Ask Branham 
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Nation’s Business 


@ USEFUL LOOK sneeo sume 1088 


RCUS NADLER TELLS: - 


FORD sells the owner-executive 
in Nation's Business pies 


FORD Trucks keep things moving with economy and efficiency for Blue-chip advertisers in all fields are using Wage push feeds recession vase « 
every type of business. Ford Motor Company has found that to keep Nasen's Sipiness for action. In the freight 

ee ; : transportation field, these companies are 
sales moving it pays them to sell the ownership-motivated readers of among the leading firms currently using 
Nation’s Business. That is because these are the men who have an Nation’s Business to sell the owner-ex- 


owner's interest, an owner's stake, an owner’s authority to take action! ecutive: International Harvester; Air Ex- 


press; Studebaker Trucks; Baltimore & FREIGHT TRANSPORTATION ADVERTISING 


Ohio Railroad; Eastern Express, Inc.; 


How to undo a Mistake vance v 


What you can do about stress sass» 


Nation’s Business is edited for owner-executives. Of 780,000 sub- epg Has, acne 
. : eR Oe National Van Lines; Railway Express 
scribers, 550,000 are the presidents, owners or partners of their firms. Agency; and Union Pacific Railroad. U ; 
Here is broad coverage of all markets—the largest companies, plus 195 
those vitally important medium-sized companies on the move, on the 780,000 TOTAL CIRCULATION 72 0 
1955 


ay tc i . . 4 in. H .-.ineludes 80,000 members of the Chamber 
way up. This is the largest concentration of ownership-motivated <n meta of Ges 5, ond PORADD other 
executives available to you today! busi tives. in 2 years 


ACTION IN BUSINESS results when you advertise to business and industry in NATION’S BUSINESS 


Fecnre. 5 : : Oe went bs, eae? ? oe ; ate We M My yi ° is 
Kogarah Ba Ooi Schema JOR eer Tae © te Pie ee ead * an er ce ; aie ares ; ‘ ; eae ‘ Pl He ebeary: Fs ; F 
. ' * = ; : . r ety i : ar ee oo a ie ad Fe ; y . fa Fs z 
ett co ie? “ie if: 
7 | occa A= aoe 
oe ete “Uae 
be : : Foe 
i eo a on 
’ hae) — seta anor) Sei 5 lla ea a mm oh c ; Fa egies: 
“ _— 0a: ieee ee ae i 2 tat 4 ae ee 
- a Pra Panes: “agi “a pn me * s ie we : : ae ip a Oe ee pe 
} f : ee oe, es . S 3 * Y 
f . , ea ted “S ‘ i ree ee r » 
ath ) j é sy vee we . . ; "i i a ee < ie. 
ri pe a i re, UE a ly a 1G een es : ht : ; : \ ree 
. r as a Ea in pok eS , : tie : i : ; ae rab 
ee * xc a xv an ori Je ae 4 or ' ‘¢ = oi, hae bea ais sae 
3 : oy aie 4 ze 3 fe ae a a | "ii . : ; ten: Saree, 
ss _ 2 om Awe a ‘ t 4 nF : : > eee va 
: ; § ; . ee” eae Ss i : oy ey \/ a Ag H f sy A ea OR Seis a ~ 
eRe i = ay pees ; ey “7 i .™ ‘ ie = fT A ea 
a . @ ; i ve © oe 2c h } i Sct Gahe yeas. | a Te 
ui 7 Satine = ae | 5 ‘gq : " | } : WV ae H { 7 : VW \ eg eee 
: ; F’ ical y ein ped ome — ae : : : ae " x. iJ j . i ee — e ; oa a4 
‘ol Wi Pee re ‘ ‘ r : . iiss : ee 
ee . a ee EE ae oe 
a oe j ‘ iy aa aed Bie a Oe eg ae Ty eel Fe ee one inane Ss Re ee Oey ato hee 
¥ F: b oe . . “pilin nt. emuananmaaer aan eae ae 5, at Pigs = spe sl. Ee 7 ° a ‘notes ' ‘ a3 
5 <= ; ae ee — ae ; eS za aaa patie iatia eeeaae: . \\, Mpegs > Ae be e : here 
fr ,} pig, Peet Niu <a ; _—e ia a ati pe ae Se Vt —. eee) a hn ws ah ee RNs eee Roe. Phage 7 CR A ns eta a eee 
a oka he ee aos cpp camels nama iia) pie Ral RRM tt ing 8 3 a i SS aaa | Re i 
ae paint Ore” (| SARS Sane Ee Fak De i gery ae ise, "i gteemeet Ts a . @ a aaa ke .- Broo ' jee goer ys 2 
8 ge SS BT ni at a he ede pints pe Pa ‘h re \ ~~ Se i ge 
‘ \) aii oi te A Re xe f = ee: tS tai ; 5 ie we ae 4 ey of : 2 res Bob this : : ed aly bas a © 7 il = ‘ fe 
; ; , * Se ane aie po areas 8. : Pee | a & a wa GS 2 fo ye: "Te ee Re a 
hh ‘ F ase Saar? Mae = ¥ 4 ee ee | - we ‘ Bek: r a ri aE gs en 
. : . é ‘ i ‘ “ Rh - sumac ragpinat es as 4 “* fin alee alin apie 3 
a ae ee ee ee | oe 
| ie , a ee ee re ee ge ae ee ae ee 
| Est Rear ta ial cca AEN MEN NY [os ioe Wai gk. ame a Sa etc Oi PP OES Seg se a aes cs Re Pk ee Tee Seren a a) a eens iene aed 
a Bai ee ee NE ee oe Seeman eS ‘a. Meri eae OMe 3 OR Se uyaee fl ee rea eae i Ee) Oa te ia 
eS * — gl Aco a  a Sg ey RR ae eee eedelnieian terme ic Pee — aes D4 bes cal eee ' a Vee ee 3 * et Eee yee Rife Sat 
: “ rr ss RM yr nS 2 ee oie: ee ee EN tee oe Bc bs ea {2 ie oe aoa Be: Sees "hehe Meme Me : Regi eee 
i t cialis 2 \. 5eaeetess a se oe Saar 2 are ah a a me one 2 ge ie of ae sant oe boos ‘gal per eae eo ieee | omy , : “a rs 4 es iis: ene Sie eile ; : ca 
oto ee La enone SAT ek oS ep ile i = ota eae 5 eg? > att 4 F r : rage Bee ; Soy ae See et eed ie 
od ee ee eo : on MGR ee on 
Rg) Oe ne ee Sa Me mB er er ae a [2 Pee eee ae 
: TS SSRs OF OT on lh eam ec" ee a ERI! ee ly AAO meen pee | ‘ ord pe tee . : r ) | es ME yeti) O55 Ee at haga ae! eae 
ee Peat oo ek is ae a ae ei Bae eee se c i sigh 3 : ‘ ce ’ i eet = ae a Zz pan & 
Par Ba gel hi AI ae i pe ca eR a asic | 8 @ | Bs «.. Gog pees y | @ i Reece Bie of 2 5 
, es Sr aie = . i nm. pa ont amg ey ee 
i E : amelie Tenant cores! GES e egal cae ere) me uns es pa ei ago naa ee thea hth rae ee ale : 
aes ee Bi * Pee ah Gone tee Bt Ug ae ak i foes traweaaes pete Wiperoaeet sik thane Spay iar ae ee aon ime et 23 2 ii Re ne ae 
a No Sy sd lane Sainte tae lee on eet PER PS Be NL a tt. eur i, ) eee ee Re ST ay gai 2 oe * : 
if a) eames et! > Eg eee RR ae BS é ee in OE in ae a 7 een eeye- Se er are 
: Hee id ee aS ORR cree eee ; wie ; ; va else ate ee 
we eee nee: dpa id SN Me es ae ee oe Cre = ah OW be ee “gey ee aaa Balak: 
ss "aaa amar ncermnennamaaael —- ee SP ee te eee ee eae ee at ha eee ene ee ee ie 
2 - ae Eee iot ty. yee ceme he EERE hers" ’ es hs, lle ere ener ‘ 
: - a PR eae Pee al ii ree ali “ane peer cree Pe om! 

“ee , See ; bs Z bh x ; 3 — — . \ = ip Sage 
= ie: “Sg Ed i] ey # a — ~— San, RES sreeN zd ps a cas 
3 > i p , . py ee a sea os <a . NG, aA aoc aie, a 
oa ‘ g a big =f Geaatilaces . a ‘we «9 4 ee . Arigiaiedgiats 

ie) ~ 2 “Ee ieee ee mt “. és he eS ge cenuntidnehga edna — = ade eee 
ot aa  . Si NS yoga: : a. Sarge ot, ealamaeas 
i . Bas (i ee " a ay as ~ me = 2 ¥ ¢ ey ee SMR i te 
be! mi Co r ™~ i , eae | ee - ’ “ a. s . Sy iy eo gpetee ten 
is , A a. : a. — SE ——— EEE ~ — a 
eet ' = SS 7 Eo — ~ <e-—-—— ; : ee ee 
ue . ; * y “ ' Nes - Ww: - soul ‘ t ae = rior - ciel et — Spleens ara delaeeee decals at tee sommes no q Z y ; me 2 bar ares i 
ns 7h , iff j Yio i‘ ..t 0 a aes coe aa Le aap Ao ee pages : 
i! + Sq é a a he, bee E SD ae eee ic! | ee : ae — - iy cae een.  P Se ncyayaee Ger 
a i yl) a : | og a | a a — | ite ve a. ) ib eee we ee 
. eg ¢ q i, ’ % ‘ ve zs } aaa Ws j Ee: aie a rd f Pre hi iN a ‘ oat 5B Ante oe is 
cs lie 17/9 wey oy 2 ee : 4 f . Aeon 03 
iA Seek sf a. a a : i coer et 
i we, at | i_ : : — ioe 2 ee 
ph sg o Oe | . a ‘ re | ie  F ¥ - ype 1 2 ee 
fa pits. f ee” ‘ i Ze $a bh i aa 
, : 2 Bae ee oe % ea ~ ——7~ — - = cr - ee ot 
% . if h ge . ae: i a ~ =) * : i ‘ Ne oe, 
ee a ee 2 det : § 4 rs se Sm oe cos? erime ee OSes eos 5 Rta Ge oa AS oa pee a : t Te 
, \ r ° ..4 - Me ss: i. ot. a wie ¢ * 2 Ne Slag oe, caine, Semen 2 oie A: ee, , 
é ~—s ‘ a : x — ‘s. é oh : = : gt : e Ahk es 
ain 4 - as . | ene es a | oe i : a ed pale sateen 
ce 3 a Aio. Fe F “ae ‘ et “ PhS . Wt ee 
; i, ra if Biot 4 - Be é : oe Hs, oe : . = : ay Se fe a yee 
hy 3 “* 7 9 Hb ' p = 4 ‘ " Leen 
mee vt é 7e : a . 
ij ; A ts id ; $ 2 
: ast g ¥ . Zz aioe: A : 3 . 
SPY (yxy = 
7 - | V/A] ee | 4 
i j <7 fee Pa Se ie : ; 
ss . . i ‘ madd t A a Mee ee Soy wi ing ; oes ae ee 4 , 
we mw . “ie? seq ek: me ahd = 
‘ , yy aa ae J ee oe 860s of eg ee 
; _- oe ; é p ; a dee eee Se ie “ceete. oo : EE) et ve a 
: ————— as Pa se rr ce 
E : ’ a 
Z al “WS —~ RE — ¢ Cae : (al 
ex i —S >: Ke ’ yd oe 
8 ” “at ny = . Pos . ‘ See 
a nell TT os = meaner 7 EES an o—mcmreeme: ——-  —naanae ign name cmealmemel eae 
“8 es —_————— $s - « ; * . es 
a , : ee ae as se Smet ‘ ies ales § 
el ‘ ad . sits . ha - : _ i" zm ” Ps J 
“ aed Se i a Oi ee a 
: ee. * — . os “ vi ey ton eae 
S me Sees eect a Pai ce 
= i ¥ ee a it ‘ Re Sige ieee 
; F ca am a SE Oe etre 
a : d how oh 
Sane ie ‘ Be ew 
ain shy it his - par _ Sore ee 
ig re a ? » re eZ 
‘i oe Bei. Siew i. ba Bair) thd a 
bs ae *: : or Maree ‘cesar 
: oP ee jai See . 
\ ‘ PACE 3a ia es . Ce 
rn q ‘ ed 
ve ae a ee 
4 C 4 =e a Soehe ‘a 
ome let e need: rreedom to manage Ayia 
i | a ae 
ay } a 
a ; o£ 
7 : meat) 
a a | = . 
=e }- fore Wr 
= _“ 
: ~ 
&§ oS ae a ae ae 
a. | - 
iit ) ( oy aa 
4 67 PAGE oa © 
a een 1 
pe ~ sed See 
4 39 PAG a a: 
bie SS 
ee 5 ed 
| 2 ek 
£ q i . he ae 
Be \ iyo a Le 
ay 1 es ea ae 
: ee : . : oy 
ie ieee |* 
y Cee, z 
= Poe & 
oa . er % 
ase : a. 
: 3 . t ° r ? - F 
. i es me a 
‘ ; ‘ < s ¢ a Ties ay) a eee ey TS CI OE Oa agen SEE Sey Ae eee RN ae YS eS me he Fee ete Faerie? ed ie : 4 2 t =, Fhe 
gene reg 7 er ties a ELS 
~- Rupee ie et Tea, ro aes See Aas AM Pees 
ee ee eae EN es Pal CR ere er oe ee Ot icpeate 5 ae To ee pe tke 
<p ok ee . Hine ie paises =a = Se serie sas eigiee: ht 
ee 5 aka e see ean Bee ee a ene oe a eat) Gea ee Sir Smeal acne eto ire re 


Companies that sell direct to the consumer 
know about salesmanship. They depend 

on it. That’s why we call your attention to 
this recent award decision: 


“The mark of a good salesman is the 
job he does in moving the products from 
the manufacturer’s hands into the 
consumer’s hands, and no one does this 
job better than Mr. Godfrey.” 


And so the National Association of Direct 
Selling Companies gives its 1958 
Champion Salesman’s Award “to Arthur 
Godfrey, who, better than anyone else 

on the air, sells his sponsors’ wares.” 


Godfrey’s sponsors have had good reason 
to know this, all along. His quality 

of personal conviction...the million calls 
he makes every time he talks...the support 
that distributors and retailers give 

a Godfrey-sold product: all this adds up 

to results for advertisers. 


For less than $7500 a week* it is possible 
to have radio’s greatest salesman 
go to work for you. Just as you tell your 


customers, it pays to buy the best. 


SALESMEN’S ya 
CBS RADIO 
NETWORK 


* % hour full network time and talent 
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John Johnston, 71, 
Longtime Lambert 


Executive, Is Dead 


New York, July 15—John L. 
Johnston, 71, who retired in 1949 
as president of the Lambert Co. and 
its subsidiaries—Lambert Pharma- 
cal Co.; its advertising agency, 
Lambert & Feasley, and Pro-Phy- 
Lac-Tic Brush Co.—died yesterday 
at his home at Cape Vincent, N.Y. 

Since his retirement, the Lam- 
bert Co., through a merger in 1955, 
has become a part of Warner- 
Lambert Pharmaceutical Co. (AA, 
Feb. 11, 55), and Lambert Phar- 
macal Co. has become the Lam- 
bert-Hudnut division of Warner- 
Lambert. It still produces Listerine 
antiseptic and toothpaste and Anti- 
zyme toothpaste. 


® Mr. Johnston headed Lambert 
Pharmacal Co. and Lambert & 
Feasley during the period when 
the company and its agency made 
advertising history through the 
promotion of Listerine as an anti- 
septic (AA, Sept. 10, '56). Mr. 
Johnston, however, had no direct 
part in the creation of the adver- 
tising, as his duties in the company 
were largely administrative and 
financial. 

The larger part of his career was 
spent in banking. Born in Louis- 
ville, Ky., Mr. Johnston was grad- 
uated from Washington University, 
St. Louis, and began his business 
career in 1905 as cashier of the 
Bass-Johnston Banking Co., Ash- 
land, Mo. Thereafter he held a 
number of banking positions and 
became president of the First Na- 
tional Bank of Muskogee, Okla., 
and then of the Liberty Central 
Trust Co., St. Louis. 

He came to New York in the 
1920s, as vp of Bond & Goodwin, | 
a financial house, and was named 
president of the Lambert Co. and 


Williamsport hospital following a, house of Shoemaker, Bates & Co.; John Brown. He 
In 1912 he became president of| author of 


heart attack in his home here. 
The son of Henry F. Shoemaker,|the Altoona Times Tribune; 


Advertising Age, July 21, 1958 


the later worked for King Features 
then joined the 


also was 


several volumes of | Syndicate. He 


he} verse, and of books, articles and/| Times, Salisbury, Md., and at his 


railroad financier, he began his| wrote a daily column for it until| brochures on Pennsylvania his-|death was on the Canton Reposi- 


business career with the CH&D/he retired as publisher in 1950. 
Railroad. In 1900 he was appoint-| During World War I he was an 
ed secretary of the American le-| Army intelligence officer after 
gation in Lisbon, and four years| serving with the Pennsylvania 
later he became third secretary| National Guard. 

of the American embassy in Ber- 
lin. 


® A leading historian in Penn- 


A year later he entered the|sylvania, Col. Shoemaker had 


newspaper field as publisher of|served as chairman of the Penn-| 


the Bridgeport Telegram, a post | sylvanian Historical Commission, | 
he held from 1905 to 1912. During/and had written biographies of) 


those same years, he was a mem-|Gen. William Sprague, Chief! 
ber of the New York banking|John Logan, Gifford Pinchot and 


tory, Indians, folklore and folk| tory. In addition to newspapers in 
Songs. |Salisbury and Canton the Brush- 


| Moore group includes papers in six 
WILLIAM T. MOORE 


| other Ohio cities and Hanover, Pa. 


Canton, O., July 17—William T. | 
Moore, 47, a vp of Brush-Moore|Monahan Joins WTRY, WAVZ 
Newspapers Inc., died here yester-| Richard J. Monahan has been 
day of a heart attack. He was the|appointed exec vp of WTRY 
son of the late Roy D. Moore, co- | Broadcasting Corp., serving Al- 
founder of the Brush-Moore news- | bany-Schenectady-Troy, N.Y., and 
paper organization. The younger of WAVZ Broadcasting Corp., New 
Mr. Moore started his newspaper|Haven, Conn. He was formerly 
career on the Star, Peoria, Ill., and| with WEIM, Fitchburg, Mass. 


Are 


its subsidiaries in 1928. He also 
served as a director of Manufac- 
turers Trust Co., Philips Petroleum 
Co., Continental Can Co., and the 
Hat Corp. of America. 

His son, John L. Johnston Jr., is | 
vp and general manager of Lam-| 
bert & Feasley. 


HENRY W. SHOEMAKER 

Lock Haven, Pa., July 16—Col. 
Henry Wharton Shoemaker, 76, 
historian, diplomat, and publisher 
of the Altoona Times Tribune for 
35 years, died yesterday at a 


In the leadership spotlight 


Top-drawer advertisers 
are buying WGN | 


You're in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO — 


CHICAGO, ILLINOIS I 


you 


capitalizing on 


CONTINUING 
GAINS IN 
HOSPITAL 
CONSTRUCTION? 


machin 
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| Consumers Foresee Better Economic F CIEO, | Pared £0 29% last December) thie ‘Industry & Welding’ Changes|Frank Arnold, 91, 
; now is “a good time to buy.” # After 28 years of publication as| ° _ 
‘Radio Pioneer and 


a pocket-size magazine, Industry 


(Continued from Page 3) 
ing future period. 


e On the other hand, consumers’ 
evaluations of their personal fi- 
nancial situations have deterio- 
rated in the past six months. 
About one of every six bread- 
winners, the report Says, has been 
hit by unemployment during the 
past 12 months, and the breadwin- 
ners fear that if they lose their 


much more difficult time of it 


getting a new job than they would 
have had two years ago. 


| but They're Less Sure of Own, Study Shows 


e Definite intentions to purchase 
durable goods have shrunk since 
six months ago, but the number of 


|people who “possibly might buy” 


has risen. 


e Only 28% of the respondents 
(compared with 44% last Decem- 
ber) think prices for household 


present employment they’ll have a| goods and clothing will go up dur- 


ing the next year, and 41% (com- 


‘Fence Industry’ to Bow 

The first issue of Fence Indus- 
try, published by Ellison Publica- 
tions Inc., 127 N. Dearborn St., 
Chicago 2, appeared July 15. The 


new publication will have a guar- 
anteed circulation of 9,000 partial- 
ly controlled. A directory issue will 
appear in December as part of the 
subscriber deal. Circulation will go 
to fence erectors and fence makers 
and suppliers. The field includes 
contractors, landscapers and home 


improvement companies. 


& Welding, effective January, 1959, 
will change to a standard 7x10” 
(advertising page) size. The mag- 
azine was the first of ten published 
by Industrial Publishing Corp., 
Cleveland. 


Haugan Promotes Lang 


Gerhard Lang has been promoted 
to vp and director of Haugan Ad- 
vertising Inc., New York, an agen- 
cy specializing in point of sale ad- 
vertising and promotions. 


Agency Man, Dies 


New York, July 17—Frank A. 
Arnold, 91, a pioneer in the devel- 
opment of radio advertising in the 
|1920s, and a former advertising 
| agency executive and publisher, 
died yesterday at a nursing home 
in Roslyn, Pa. 

Born in Westboro, Mass., Mr. 
Arnold before 1900 was editor and 
publisher of a trade monthly in 
Boston. Later, until World War I, 


he was publisher of the Christian 


eal 


i ince 1951—and 
1958 promises to be the biggest year for hospital construction s 
Mere Pete prospects are bright. Now is a good time to sell your products into the 
specifications of architects and engineers who are planning over 90% of all U. S. 
hospital projects. And the place to do it is in Architectural Record. 


The dollar volume of hospital construction 
contracts has risen for four straight years. 


Now, F. W. Dodge Corporation reports, a 
surge of hospital contracts in April and May 
has lifted this year’s five-month total to $262.3 
million, 3 per cent above the same period a 


year ago. 


More important—the need for hospital con- 
struction remains strong: 


¢ Hospital bed shortages are serious. On 
January 1 acceptable beds filled only 56 per 
cent of total bed needs, an improvement of 
less than one per cent in five years. Bed 
shortages actually increased from 849,000 to 
888,474 in the same period! 


e Hospital admissions are soaring. From 
1946 to 1956 annual admissions rose 41 per 
cent as compared with a 19 per cent popula- 
tion increase in the same period. 


e More construction is needed per hospital 
bed. U. S. Public Health Service standards for 
general hospitals now call for 550 to 650 sq. 
ft. per bed—twice as much as was considered 
adequate twenty years ago. 


e Obsolescence is overtaking large numbers 
of hospitals. Many older hospitals cannot ac- 


of architects, 8 and | d 
peal at least cost. Ask for details. 


Architectural Record’s postwar studies of the 
changing design requirements of the modern 
hospital constitute a veritable planning manual 
for architects and engineers in this field. 


And in the past five years the Record has 
devoted 52% more pages to hospital design 
than any other architectural magazine. 

Facts that explain why Architectural Record’s 
subscribers include architects and engineers 
verifiably responsible for planning over 96% 
of the total dollar vclume of all architect- 
planned hospitals. 

Architectural Record’s coverage of other build- 
ing markets is thorough, too. Ask us for full 
information. Do it in time to take advantage 
of our timely September issue featuring a 
major study of HOSPITAL DESIGN. 


Five Exclusive Values for Advertisers 
in Architectural Record 

1. Verifiable coverage of 88% of all architect- 
planned building, non-residential and residen- 
tial, large and small. 
2. Largest architect-and engineer-circulation, 
3. Lowest cost per page per 1,000 architects 
and engineers. 
4. Architect and engineer preference as re- 
vealed in 113 out of 124 studies spONSORED 
BY BUILDING PRODUCT MANUFACTURERS AND 
AGENCIES. 


Endeavor World, Literary Bulle- 
tin, Boston Journal and Dry Goods 
Chronicle, all in Boston, and the 
Suburban Press in New York. 

About the time of World War I 
Mr. Arnold entered the advertis- 
ing agency field as a vp of Frank 
Seaman Inc. and later joined Al- 
bert Frank-Guenther Law. 


® In 1926 he joined National 
Broadcasting Co. as director of de- 
velopment. In that capacity he be- 
came widely known as a speaker 
on the subject of radio before busi- 
ness groups. His prediction in 1927 
that the American radio industry 
would become a $1 billion business 
was fulfilled that year. 

In 1930 he predicted that broad- 

casting on a world scale was “just 
around the corner.” In 1932 his 
book “Broadcast Advertising, The 
Fourth Dimension,” became must 
reading for advertisers and agency 
men. 
In 1933 Mr. Arnold left NBC 
and opened his own office as a 
broadcast advertising consultant. 
| He also lectured on radio and ad- 
vertising at several colleges, in- 
cluding Harvard University’s grad- 
uate school of business adminis- 
tration, and City College, New 
York. He retired about 1940. 


| 
|'HUGH J. BLAKELEY 

Cuicaco, July 17—Hugh J. 
| Blakeley, 66, advertising director 
'of Extension Magazine, died at St. 
Luke's Hospital yesterday. 

He had been advertising direc- 
|tor of the magazine since 1930, 
following service in the newspaper 
advertising field as vp of John B. 
Gallagher Co, 

Mr. Blakeley was credited with 
having sold more advertising in 
the magazine than any other per- 
son connected with a Catholic pub- 
lication. 

He is survived by his wife, Mrs. 
Mae Blakeley; his son, William J. 
| Blakeley, and his brother, George 

| Blakeley, publisher of The Server, 
'a trade magazine. 


Aero Design Sets Campaign 
Aero Design & Engineering Co., 

|Bethany, Okla. will launch a 

‘series of campaigns directed at 


Pp commodate recent rapid progress in medical 5. Advertising lradership—by a margin of | business men and encouraging use 
os techniques and treatment methods which call 72% more advertising pages than the second of planes for business trips. The 
a for fresh approaches to hospital design. magazine in the field (6 months, 1958). campaign is being prepared by 
<4 or fresh approaches I : Maxwell! Associates, Philadelphia, 
s recently appointed by Aero Design, 
os ‘builder of business planes. The 
a . a e campaign will tell management of 
en 5 a heen we Br ved the time saving advantage of com- 
i must include the hospital administrator, = pany aircraft. 
. He focal point for the formulation of hos- 
a, pital building needs. F.W. OOOGE 
e Architects and engineers specify: houpital even 119 West 40th Street CBS Radio Adds Sponsors 
nistri s ° ih ts pubhc ates J ~ . 
pete wet ot tees teetonl ae New York 18, New York CBS Radio, New York, has 
The Modern Hospital gives you top cover- OXford 5-3000 added three sponsors. Hearst Pub- 


|lications for Good Housekeeping 
\(Grey Advertising Agency) and 
|Grove Laboratories (Gardner Ad- 
|vertising Co.), bought units of 
|daytime serials. Grove and the 
|Rambler division of American Mo- 
tors Corp. (Geyer Advertising ) 
purchased segments of “Impact.” 


Hutchinson Joins Hogan, Rose 

Wilton N. Hutchinson, formerly 
|advertising and sales promotion 
|manager of Security Mills Inc., 
Knoxville, Tenn., has joined Ho- 
gan, Rose & Co., Knoxville agency, 
as an account executive. 
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HONORED—H. P. Hood & Sons, Charlestown, Mass., 
is this year’s winner of the marketing award pre- 
sented annually in New England by the Boston 
chapter of the American Marketing Assn. Here, 
Harvey P. Hood, president, receives the citation 


f PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Nicholaus LaBorie 
from Neil H. Borden, professor at the Harvard busi- 
ness school. The others are Paul B. Eaton and 
G. Walter LaBorie, Hood ad manager and marketing 
director respectively, and Louis J. Nicholaus of 
Kenyon & Eckhardt, Hood’s agency. 


TALENTED— . 
Margie Bowes 7 
was the winner : : 
in Pet Milk Co.’s 
“Grand Old Op- 
ry” talent contest 
conducted 
= through Keystone 
Broadcast- 
ing System affil- 
iates. Here, she 
discusses her fu- 
ture with Robert 
Piggott, Pet’s ad 
manager. 


. MINT GREEN 
OR 


wrire 3 / y | 
} lid ; j 


Clean Flavor 


—ae”’ j ~ : 
MENTHOL FILTER 


CHOICE—Frappe cigarets, available in either “mint-white or mint- 

green,” are being promoted in Southern California by Stephano 

Bros., Philadelphia. Richard N. Meltzer Advertising, San Francisco, 

is the agency newly appointed to handle the special outdoor cam- 
paign. 


Pa 


| CIRCULARIZE | 


EFFECTIVE—“The reaction from this one poster has been a surprise,” 

according to Jerry Sklar of Michigan Advertising Distributing Co., 

which erected the poster in Detroit. Michigan Advertising believes 

it is the first direct mail company to promote its services through 

outdoor advertising and plans additional outdoor ads. Ruben Ad- 
vertising Agency, Detroit, is the agency. 


a 


PLASTIC PROMOTION—No matter where you look, the name is Joan 
Bradshaw and she is in the process of promoting the 1958 Halloween 
Lid for Crystal Pack Plastic Containers. 


“Leyak 


RLACM tus $id SOL LOMB MO THOT (37 | 


FAR EAST—Here are some of the winners in Dentsu 
Advertising’s 11th advertising competition in Japan. 
At the top are the winners in the poster and news- 
paper ad categories, with awards going, respective- 
ly, to Toho Co. and Ajinomoto Co. The bottom photo 
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shows the Victor Co. of Japan’s prize-winning spec- 
tacular. At right, the Dentsu Grand Award is pre- 
sented to Hitoshi Momose (left), Victor vp, by 
Keizo Shibusawa, president of the Dentsu Advertis- 
ing Award Council. 
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Prometheus — The Greek Titan who brought 
mankind the gifts of fire and the arts. 
Sculpture by Gwen Lux 


A scientific discovery is as truly a human inven- 
tion as a sonnet or a symphony. Nature is not 
a mine of hard facts, all in order and ready to 
be surfaced by the scientist’s pick and shovel. 
The little that we know is not what nature has 
told us but what scientists have asked. The 
asking of the question is the creative act in 
science. It is the question that determines what 
line the investigation will take; it is the original- 
ity and sensitivity, the depth and breadth of the 
questioner that determine the worth and signifi- 
cance of what the investigation in the end dis- 
closes. But here the process of creation in science 
departs from that of the arts. The truth disclosed 
by the artist need only be apprehended. The work 
of the scientist must be verified by observation 
and experiment. In this confronting of theory 


THE MAGAZINE READ BY TECHNICAL MANAGEMENT 


with fact, the creative process takes nature in its 
grasp. Q More and more, industry has been in- 
viting into active partnership the creative men 
of engineering and science. They are the tech- 
nical half of management. Where their thought 
leads, business management finds it profitable to 
follow. This is why, if your customers are other 
corporations, the decisions made by the men of 
Technical Management can be so important to 
you. Each month, more than 200,000 minds of 
Technical Management focus on the pages of 
our magazine. To reach them, your advertising 
need only be present there. They will find special 
stimulation in our single-topic September issue, 
devoted to THE CREATIVE Process. Advertis- 
ing closing date: August 1. 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVENUE, N. Y. 17 


SCIENTIFIC 
AMERICAN 
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Department Store Sales... 


WASHINGTON, July 17—Depart- 
ment stores across the nation aver- 
aged sales in the week ending July 
12 5% above sales of the similar 
week of 1957, the Federal Reserve 
Board reported today. 

For the four weeks ending July 
12 sales ran 2% behind last year 
and for the year to date they also 
are 2% behind. 


s Of the 12 FRB districts, only two 
reported losses for the week: St. 
Louis, 2%, and Dallas, 7%. The re- 


Clicks like a Lock! 


Advertising with that “instantaneous 
appeal” 


which tells—impelis—sells. Be 
convinced! Chicago Phone HA 1-9187. 


“That Fellow Bott” ¢ 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


5% Gain Recorded in July 12 Week 


maining districts reported gains as| 
follows: Boston, New York and 
Philadelphia, 7% each; Cleveland, 
6%; Richmond, 10%; Chicago, 4%; 
Minneapolis, 1%, and Atlanta, 
Kansas City and San Francisco, 
2%. 

A detailed breakdown of sales 
for this week will be available next 
week. For the two weeks prior to 
the July 12 week sales broke down 
as follows: 


% Change from ‘57 
Week Ending 


Federal Reserve June July 
District, Area, and City 28 5 
UNITED STATES ................... P— 4 +1 
Beosten District —h —1 
Metropolitan Areas 
Boston . a —3 
Downtown “Boston —— —28 —18 
Suburban Boston +10 +22 
Cambridge ............. +25 +17 
Quincy ........ +13 +19 
Lowell ...... —13 +18 


-+. comes a pause 


pation” 


35-4137. 


MASTER-CRAFTSMEN 


capacity to relieve them . . . Here, 


“Between the dark 
and the daylight— 


in the day’s occu- 


; but not in the pressures on ad- 


vertising production men—nor in Rogers’ 


**while 


the city sleeps’, master-craftsmen with 
skill and precision, photoengrave accurate 
reproductions of your copy—color or black 
and white—as they are doing for hundreds 
of other advertisers both by day and by 
night. Call us up—any time. CAlumet 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


OF PHOTO-ENGRAVING 


Department Store 
Sales Barometer 


Change from 1957 
Week Ended 
july 12, ‘58 = D% 
Jan. 1, ‘58 to 2 
july 12,58 = 4e% 
i) OURS SACOM 14 A 
City 
PRION ea cissecececvsssececescesse +10 + 5 
New York District ............... +1 + 
Metropolitan Areas 
BBUABIIID cnccssvervecserervsesecersessseesees —3 +1 
+13 
+9 
+7 
0 
SORT cesesnssctthniescosecscscasionns —l4 +1 
Philadelphia District ........... r— 5 +18 
Metropolitan Areas 
i +19 
+16 
+30 
+-20 
) RE ‘ —2 +15 
I +2 +13 
Wilkes- Barre—Hazleton ~ —7 +4 
Cleveland District ................ r—10 —? 
Metropolitan Areas 
Lexington — 2 +2 
Akron —17 —7 
ee —15 —3 
Lo: EE | —13 
+, STEN Seo . ll — 4 
Downtown Cleveland ...... —18 —16 
IE “tikes ncesntssicrsectickoonte +5 
Springfield — 6 
Youngstown ..... —19 
SNE ~-19 
Pittsburgh .......... +8 
Downtown Pittsburgh —8 + 
Wheeling-Steubenville . -—7 +9 
Richmend District ... — 3 +7 
Metropolitan Areas 
Washington ........ - 2 +15 
Downtown Washington . r— § +7 
) Ee 2 +9 
Downtown Baltimore ...... 1 + 5 
PIII | citdenetnatovssesoncvsvvectes —10 —3 
Atlanta District ....................... 0 r-eé 
Metropolitan Areas 
Birmingham —2 ° 
Mobile _............... —2 —25 
Jacksonville +2 —8 
NEE eiiniceadinaninideteees a. = — 5 
Downtown Miami ............... — 7 —10 
IN inttihhindidininorendrinscive 5 —3 
Augusta ........ —9 
New Orleans Sind ° 
IUCR ccnnsmetesnesessectscase —il 
City 
de : +-20 
Chicage District ................. —6 +3 
Metropolitan Areas 
CHICARO .........ceeeeee , —3 +8 
Indianapolis —3 — 6 
INNES cncciateounpibconmece —12 +1 
Grand Rapids amnanee -~ 6 19 
Milwaukee ............ ; -9 —1 
St. Leuis District ................ — 6 —4 
Metropolitan Areas 
EEE ecnceenisaseiiisintecrnesnes — 5 — 6 
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Oh, Stop 


NATIONAL REP: WEED TELEVISION 


blubbering, 
Smidley/ 


Gad, man, ! can't stand tears. But 
get this straight . . . | want some 
alert, wide-eyed time buying 
oround here. Just check this Cas- 
cade market. It's big, Smidley, 
big! KIMA-TV with its satellites is 
the biggest, exclusive TV buy in the 
West. And, mind you, it's getting 
bigger every day. A billion-dollar 
market that’s ours with one single 
buy. Now let's not miss it again, 
huh, Smid? 


Quite a market .. . 


Population .... 
Retail Sales ............... $657,655,000 
Source: 1957 “Survey of Buying Power” 


IMA, 


YAKIMA, WASHINGTON 


CASCADE 


BROADCASTING COMPANY _ : 


PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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FUN & FASHION—Trimfoot Co., Farmington, Mo., is using cartoon-type 
ads like these to emphasize the “increasing importance of fashion” 
in selling infants’ and children’s shoes. The series will appear in 
Women’s Wear Daily this summer. Frank Block Associates, St. Louis, 

is the agency. 

O_O —5 2 named to handle a publicity and 

St. Louis —4 + 

Memphis oe promotion campaign to break in 

Minneapolis District .............. —¢ ++ 2/|consumer and trade media in 17 

Metropolitan Areas states. 

Mpls.-St. Paul . P< ® 

Mpls. and Suburbs ipiniatins ° 
ha: AEE sunditulatignnsctoconctabotaisis —4 

Cities 

Duluth-Superior ................... —2 Ap 3 
Kansas City District ............ 0 
Metropolitan Areas 

OS eee +5 e 

III cdusatsdinnsccnneenesesnteseibnieg —7 

Wichita oon —7 

Kansas City dete — 3 

St. Joseph ........ —6 

Albuquerque  ............. +10 

Oklahoma City .................. +2 & Photo Lettering 

DID crenetenccemeitnnpninsenstenctocsscees +12 
City 

IID: -sinsicststngini lett eestuoteenies —18 +3 

Dallas District... —6 —lo Demons ra ion 
Metropolitan Areas 

ET ea — 6 —7 

El Paso .......... se —7 +14 . . 

Fort Worth ............ — —'8 tt an education! 

Houston scoitiaelieitie — 5 ~-19 

San Antonio .... — 8 —e 

San Francisco District . re r— 2 —2 
Metropolitan Areas 
Los Angeles-Long Beach — 2 —2 
Downtown Los Angeles —17 +4 
Westside Los ‘tpasceat wwe «610 —3 

Sacramento .. ww. 10 +1 

Sane TRIB  ciciecnscsccoescesccccscnessee 0 —3 

San Francisco-Oakland .... 0 —5 

San Francisco City ........ +2 — 8 
ren —12 — 5 

Portland ............ + 5 — 3 

Salt Lake City .................- +5 —2 

Seattle  ........-...... + 5 —1 

BOM AME 2.022.n.-.200eceree.ncsecerscesere —5 —3 

TI orcas scccwveseteneseciorees —8 + 5 

r—Revised. *Data not available. 
Rose-Martin Gets Cruise Clubs 
Cruise Clubs Inc., Port Washing- 
ton, N. Y., has appointed Rose- 
Martin Inc., New York, to handle 
advertising for its new credit card 
system for boat owners. Bosh we learned how savings, 
Stack Associates, New York pub- fi . “ 
‘ : ‘ inest quality letterin 
lic relations company, has been q Y 9 


FILMOTYPE 


= 


and simplicity of 
operation go 
hand in hand. 


Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is concerned. 
It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced. 

Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 

A Filmotype demonstration 

in your o is sure to prove 
extremely worthwhile, too. 
Write today, no obligation, 

of course. 

7500 McCormick Bivd., Skokie, Ill. 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
a Filmotype demonstration in our own 
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Among the Nation’s Major Markets — 
Detroit is: 


P in Retail Store Sales 
st per Family 
' in Food Store Sales 
st per Family 3 
3 . in Automotive Sales 
4 st per Family 
2 d in Effective Buying Income 
i per Family 
y A d In Gasoline Service 
n Station Sales per Family 


? d in General Merchandise 
ni Store Sales per Family 
Source: Sales Management Survey 
of Buying Power 1958 


DETROIT 
MEANS 


THE 
\ DETROIT NEWS IS: 


st IN CIRCULATION 


. . . in Michigan, in the 
Trading Area, in the Metro- 
politan Area — Weekdays 
and Sundays! 


st IN ADVERTISING 


. . . carrying more linage 
than both other Detroit 
Newspapers combined! 


The 
Detroit News 


Eastern Office.........260 Madison Ave., New York 


472,191 Weekdays Pacific Office.........785 Market St., San Francisco 
588.989 Sunday Chicago Office. .435 N. Michigan Ave., Tribune Tower 
ABC 3/31/58 Miami Beach... ..The Leonard Co., 311 Lincoln Road 
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Cole & Mason Adds Deming _|its name to Cole, Meson & Dem- 
Cole & Mason, Chicago, publish-| ing. R. O. Deming, with the com- | 
ers’ representative, has changed | pany 11 years, has been a partner 


HE SELLS EVERYTHING... 


To the Farm Market! 


He runs the Farm Store... a 
rural supermarket serving a $22 
billion market. He's one of 30,000 
who sell practically everything the 
farmer needs to buy. 


He’s the man Farm Store Mer- 
chandising was made for. 


pte facts and figures, 
Classification 44A or 


For com 
see BPR 
write: 
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THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


MERCHANDISING §& 


for the past year. Mr. Cole retired , 
|three years ago. The company has} 
moved to offices at 737 N. Michi- 
gan Ave. 


Japan Seeking Tourists | 
The Japan International Tour- | 
ist Assn. has established a $500,- 

000 budget for overseas promotion | 

of tourism to Japan. The national | 

government will contribute two- | 
thirds of the funds. One project | 

'ecovered by the budget is enlarge- | 

ment of Japan’s tourist office in | 

New York City. 


N. Y. Engravers Merge 

Capitol Engraving Co. and Ma- 
| jestic Photoengraving Co., New 
| York, have merged to form Cap- 
itol-Majestic Photoengraving Co., 


| 305 E. 46th St. 


Newton Joins Gordon Best 

Frank H. Newton, formerly copy 
|chief of Clinton E. Frank Inc., 
| Chicago, has joined Gordon Best 
Co., Chicago, as copy chief. 


Advertising Age, July 21, 1958 


levision (AA, July 14). 

Creative House plans to supply 
not only copy and layout service 
but photography as well, with a 
completely equipped photographic 


j* 


“i studio, which incidentally will be 


Jack Baxter 


Jack Baxter Opens 
Creative Ad Service 


Cuicaco, July 17—Jack Baxter, 
who resigned June 1 as creative 
vp of Earle Ludgin & Co., has 
launched Creative House, 17 E. 
Chestnut St., designed primarily to 
assist advertising agencies with 
creative work for both print and 


served by 


the beter sewe you... 


Vance business publications have a new address, 
with more space and facilities to better serve readers and 
advertisers. And... room in which to grow. 


our publications. 


One of these facilities is a well-appointed new 
conference room, which is available for small group meetings 
of the people, associations and companies in the fields 


Next time you are in Chicago, drop in and see us. 
We're in the heart of the “Loop” right across the street 
from the Palmer House. 


VANCE PUBLICATIONS 


59 EAST MONROE STREET + CHICAGO 3, ILLINOIS + Financial 6-7788 


| kept open Friday evenings for the 
| free use of clients who want to 


+ ‘experiment photographically with 


| their own campaigns. 

Before joining Ludgin, Mr. Bax- 
| ter was with Leo Burnett Co., Chi- 
|eago, and with Robert W. Orr and 


» | Batten, Barton, Durstine & Osborn, 


New York. He has been president 
of the Chicago Copywriters Club 
for two years. + 


‘Washington Post’ Sells 
WMBR to Ben Strouse 

The broadcast division of the 
Washington Post & Times-Herald 
has announced that it has sold 
its radio station in Jacksonville, 
Fla., to a company headed by Ben 
Strouse, president of WWDC, 
Washington. The transaction, in- 
volving more than $400,000, covers 
WMBR, a CBS affiliate. John S. 
Hayes, president of the broadcast 
division of the Post, said that it is 
retaining WMBR-TV and that it is 
planning “a considerable expan- 
sion” of the tv station’s facilities. 

As president of WWDC, Mr. 
Strouse developed a highly suc- 
cessful independent station using 
sports, news and disc jockey pro- 
gramming. The broadcast division 
of the Washington Post also retains 
WTOP and WTOP-TV, Washing- 
ton. 


Crane Names Gilmour, Akers 
in Sales Unit Reorganization 
Crane Co., Chicago, has appoint- 
ed William B. Gilmour general 
manager of merchandising and 
Fred C. Akers manager of commer- 
cial research and advertising, both 


William B. Gilmour 


Fred C. Akers 


new positions, in a reorganization 
of its sales division which com- 
bined the marketing research and 
advertising departments. 

Mr. Gilmour formerly was man- 
ager of commercial research of In- 
land Steel Co. Mr. Akers previ- 
ously was director of marketing 
research of Crane. 


New Canadian Magazine Set 

Doctors’ Digest, a product news 
magazine for the Canadian medi- 
cal field, will be launched next 
January by Hugh C. MacLean 
Publications Ltd., Don Mills, Ont. 
The new publication will appear 
monthly and will be devoted to 
information about new drugs. It 
will have a controlled circulation 
of 25,000, reaching every physician 
in Canada. 


WFIL Adds Barbieri, Nassau 
John P. Barbieri, a member of 
the advertising staff of the Phil- 
adelphia Daily News for the past 
six years, has joined the sales 
staff of WFIL, Philadelphia. Roy 
Nassau, director of information 
for Pennsylvania department of 
revenue, will resign that post Aug. 
1 to join WFIL as director of 
community services, a new post. 


Bowen, Patterson Join D-F-S 

A. Vernon Bowen, formerly with 
Geyer Advertising, has joined Dan- 
cer-Fitzgerald-Sample, New York, 
as a copy supervisor. William C. 
Patterson, formerly vp and radio- 
tv director of Grant Advertising, 
New York, has been named tv 
show supervisor of D-F-S. 
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| Clinic Names Lovett Baker Advertising Agency Ltd.,, 
What every Fur Lady new eleial’ Jan Lovett, director of merchan-| Toronto, to direc’ its advertising. i oa) PERLE 2 SRR 
EAS ONES dising and promotion of Bride &| T4€ company m nufactures pre-| / ’ : 
io hsmalintie tot. Home, has been named a group| P@sted wallpape: : — to fie 
sn rine ny fie ~rsley : leader of the New York Sales Ex-|, > : see 2 " 
SRR ITOS EE io ecutive Club’s “MAN” marketing| Modern Bride’ Taps Cerbone all ll ¢ SALES TRAINING PROGRAMS & MEETINGS =~ 
ere : clinic, weekly job-finding forum.| James A. Cerbone, formerly COL fe or au : ee 
é b : | Miss Lovett is the first woman to assistant publisher of Modern} $ COMERS 6 SPAN 
Bourbon hal |}be named to this position in the| Bride, has been named associate| ° POINT. ee rf 
OS ea = lclinic’s 30-year history. publisher of the magazine. He is| — ° “OF-SALE MATERIAL ie 
- Ze also advertising director of the| y 
|| Bulletin’ Boosts Rates publication. visual communications specialists 
The Philadelphia Bulletin has| John Grimm Named VP : : 
| pe ntangge lg ee Ae ge ow Sterling Drug Inc., New York,| We are Masters of all Visual : 
san gat es ‘has been in-| 88 elected John E. Grimm III a Communication Techniques, fully =r 
d ie li to $1.30 ana| ©? He was recently appointed| | staffed with creative consultants ll 
preg il , Rass.” lily eq| director of the national brands| ~ and with complete facilities (al! COM US... for results 
Sd it e retai rate as been increased | division. within one shop) to do any job 3 | you can 
ee emcee mm B| by 5¢ a line. Special Sunday for you in the visual selling field! 4 ; 
_section contracts are unaffected | Jso-So] Appoints Kohler i? see! 
GALLANTRY—W hat every woman| by the open rate increases. Iso-Gol Co.. Lindenhurst... Y.| CREATIVE ART STUDIO + SILKSCREEN ! 
wants to know is whether a man pharmaceutical manufacturer has \ Tee 6 LENEDEES + O00K SEED 304 east 45th street, ” 
“considers her taste, too,” in pick-| Baker Agency Adds One appointed Albert A. Kohler Co., CHARTS & MAPS - EXHIBITS & DISPLAYS New York 17,N.¥. 
ing a whisky, says Schenley Dis- Canadian Wallpaper Manufac-|Old Greenwich, Conn., to handle) . ee wervies, ine. MUrray Hill 3-8215 
tillers Co. in this newspaper unit| turers Ltd., Toronto, has selected) its advertising. 
for Champion bourbon, placed by 


Batten, Barton, Durstine & Osborn. 


Schenley Bows to 
Ladies in Push for 
Champion Bourbon 


New York, July 15—Schenley | Him 
Distillers Co. is launching a new = 
campaign for its Champion bour- 
bon whisky with a special bow to 
the ladies. 

About 125 newspapers in 23 
states. are being used, the ads 
ranging in size from 150 lines to 
page units, depending on the size 
and importance of the market. 

The ad’s provocative headline 
is “What every fair lady wants to 
know about a man.” 

What is that? Ed Guttenberg, 
advertising director, says, “At 
least one thing is that he considers 
her taste, too, in choosing a fine 
whisky, by selecting light, elegant 
Champion,” which, in Mr. Gutten- 
berg’s opinion, is “America’s mild- 
est Kentucky bourbon.” 

The illustration of the ad pro- 
vides a further deep bow to the 
ladies. Shown adjoining the bottle 
is a floral corsage, with a reminder 
to discerning males: “To buy this 
corsage of elegance, ask your flor-| 
ist for Stephanotis Floribunda.” 

Batten, Barton, Durstine & Os-| Bi 
born is the agency. + 


WCAU-TV Promotes Four 
WCAU-TV, Philadelphia, has 
appointed Robert M. McGredy vp a 
in charge of tv to replace Charles| iim 
Vanda, now with J. Walter Thomp-| a: 
son Co. Mr. McGredy was formerly | Bi 
vp in charge of sales for the| i 
station. The station also has named! Gi 
Marvin L. Shapiro, formerly na-| By 
tional sales manager, director of| #@ 
tv sales; E. Gordon Walls, formerly | *s 
regional sales manager, tv sales| BM 
manager, and Mel Levine, formerly | z 


‘“Let’s 
get 
together 


assistant manager for tv, admin-| 
istrative manager. 


Rutherford Joins Transitads 
Jay Rutherford, former national! 7 


institutional sales manager of Snow 
Crop Frozen Foods, a division of| | h YoU 
Minute Maid Corp., New York, has| | w ere 


joined the national sales staff of}! 


National Transitads, New York. f lj h uu 
| can sell the most. 


Want News? | Buyers hustle when the Times-Star shows its 
. 2? | muscle! The Cincinnati Times-Star has raced 
Information . ahead of the Post to the number one evening posi- 
Call on Burrelle’s for clippings from tion in vital Hamilton County . . . the important 
daily or weekly newspapers (on, City Zone ... and the golden Tri-County Metro- 
national, sectional or local basis) | ; Get the latest 
magazines, trade papers. All read in| politan Area—where strength counts the most! ray: 
one reading room. Staff of 250. Our. That's why in Cincinnati the newspaper with the ae 


service is PROMPT . . . THOROUGH. Mike Burnes, General Advertising Manager, 
The Cincinnati Times-Star, Cincinnati, Ohio 


O'Mara & Ormsbee. Inc., New York. 


aa tie | TIMES-STAR Chicago, Detroit, San Francisco. Los Angeles 
. is McAskill, Herman & Daley. Miami Beach 


greatest number of display ads is the... 


PRESS CLIPPING BUREAU 


165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 

14 E. Jackson Bivd., yr 4, il, ! 
Phone WAbash 2-537 1 emmmmes 
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within 
just 3 
issues 


sevente 


magazine 
is read 
by 
3 out of 4 
teen-age 
girls 
in the U.S.A. 


HOW is SEVENTEEN read by these 
6,100,000 Young Women Under 20? 
Eagerly and responsively. 54.6% of 
them have bought merchandise 
from its advertising pages.* 


WHY is SEVENTEEN read so eagerly 

and responsively? Because it is ed- 
ited especially —and exclusively — 
for the Young Woman Under 20... 
the only magazine that covers all of 
her varied interests. 


WHAT does this mean to adver- 
tisers in SEVENTEEN? Quality circu- 
lation...1,048,262 (ABC, December, 
1957)...73% newsstand sales...no 
reduced-rate subscriptions. That’s 
why advertisers place more linage 
in SEVENTEEN than in any other 
women’s monthly magazine. 
*Gilbert Youth Research 


Where ABC’s are a plus factor... 


: SEVENTEEN-AT-SCHOOL : 


; Your educational materials go to 19,500 ; 
* HomeEconomics teachers in this unique * 
* sister publication of SEVENTE2N. It ° 
« adapts SEVENTEEN’s editorial content «+ 
* into lesson plan form...carries your ad- * 
. vertising—via SEVENTEEN—into the. 
* classrooms of 75% of the nation’s high * 
* school Home Economics teachers. : 

*ee ee 


it’s easier to START a habit 
than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 + PLaza 9-8100 


| — Ee Fs | 
. " mi 
ae i> z= ie Be | 
4 | 
a ki = qq ( - Ww 
ae é th ~ q 
ss 
a - _—- 
> “ i, & 
rh ‘ ve 
me cE (ath 
E z Ee fecgigt + - 
al brand loyalty starts in... s/ MM ie SIMON | 
; ] 
| > | 
me oem yyy 5 | 
sn eee vos scnn SUN i 
a age at "4 
its i ‘2 
a te = 5 “7 | 
> eae YON OLY ; 44 
f ron tray stein. SMC rend trey sam. SV OMOCY q 
ee 
a Se Pe 
el ; f i a as = oe — | 
- \ . | ai | 
L eae. «aes Be oo a ge gre 2 Neem” OO Seis cone a 


Advertising Age, July 21, 1958 


July Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


= Lines me te » + Lines 7 
{ June June Jan.-June Jan.-June June June Jan. -June Jan July July dan.-July Jan.-July duly July dan.-July dan. -July 
1958 1957 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Weeklies, Bi-Weeklie. - thlie: Secrets Romance Group: 
qj s, Semi-Monthlies (June) Revesting Romenses ........ “42 125 174 198 6099 5,352 50,358 51,385 
' - —parene Wik esi sc ncuiied 2 ms p> 1208 jum Pare was ose GONE alae Paes. vtcaniss 132 126 202 i212 6,542 5,416 51,564 51,954 
SF See eeaeee x . t . : , / ‘ *Daring Romances ........ 1442 129 62.9 61.8 6,078 i 864 26,529 
— ME Banish eens scares - ae or = ne 4 peed 96,292 103,923 | True a, Women "s Group: — 2 
PARSE S res reveeeevesors . : . . ’ , 147,670 163,953 CUMING cans isactuccsnce 29.0 40.3 180.9 263.4 12, 17, 587 113,009 
Sree Manat eegmebeam 308.2 331.5 1,731.4 2,195.2 209,608 225,416 1,177,374 1,492,720 | True Experience ye ii Re Ar 
BOs ee 124.8 190.9 702.0 914.8 84,864 129,812 477,360 622,064 , elem 11.4 16.1 89.5 117.4 4,905 6,887 38,406 50,365 
New Yorker .............. 294.0 360.8 2,221.1 2.2354 126,131 154,791 952,862 ei wk... ..... : t ; , z , ’ 
§ 5 True Romance ............ 122 8615.9 90.5 116.3 5,238 6,820 38,821 49,893 
; La 242.6 275.3 1,444.5 1,6829 101,892 115,626 606,690 706,818 
Prostatarian Lite os .? ne m¥ oa ae aioe ovens WHIM Gicccccccopase 47.5 58.0 3643 4489 20,382 24879 156,266 192 6 
sen eeeereees . . . . ’ , , , TV-Radio Mirror .......... 10.6 86128 74.5 99.9 4,529 5,495 31,938 42,87 
The Reporter ............... . . . ‘ 1 : ’ aaa. aaa . neni 

: phe yf > a ee Tee ee a _° ” Pe 3700 (W056 Zale Sii92 iSe7e2 173904 Yoseove 1,338,795 

urday Evening Post ...... 267.4 312.8 1,514.3 1,761.8 181,861 212,719 1,029,700 1,197,982 : os ; 

r §Saturday Review .......... 70.0 641 507.5 456.5 29,388 26.915 213,163 191.739 NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 
f Sporting News .............. 33.4 27.3 159.6 1621 36,270 29,600 173,130 175. 932 the group as a whole PLUS additional advertising carried by each individual publication. ¢ No January 1958 issue. ¢ No 
| +#Sports Iilustrated .......... 143.8 1078 686.6 583.1 61.656 46,236 , 250.034 May 1958 issue and no July 1958 issue. §Published bi-monthly; alternates with Silver Screen. *Published bi-monthly; 

‘ nee ya eRe 265.0 260.8 1,500.3 1,712.0 121,325 109,544 630,140 719,068 | “!ternates with Confidential Confessions. 

: TIN oi 6 6.0 p's sa 26.1 388 2554 272.7 4,760 7,068 46,495 49,622 

F U.S. News & World Report... 1825 254.0 1,290.3 1,634.6 76,659 106,684 541,938 sag | ‘Business (July) 

Total Group .............. 21012 2414.5 13,037.3 14,7271 1,099,174 1,259,769 6,664,774 7,620,761 | Dun's Review & Modern Industry 48.3 55.7 519.6 555.6 20,275 23,399 218,233 233,328 
} § Four issues in June 1958; five issues in June 1957. ¢ Five issues in June 1958; four issues in June 1957. ¢ Began with | Fortune ........-.seseeeere 141.8 143.3 1,094.8 1,271.5 89,586 90,534 691,882 803,588 
ii February advertising, figures shown will have full national advertising, and regional advertising will be prorated, based om | Nation's Business ............ 31.1 34.8 302.3 373.8 13,331 14,925 129,905 160,424 
iu circulation. Total Gromp ......00ss0c0s 221.2 2338 19167 22009 23i9t Teese 1040020 1197540 
ti p Li § Because current month linage figures for several publications are not yet available this group is broken into a July sec- 
i r ayes N¢ ines ‘ | tion and a June section, 
el July duly Jan.-July Jan.-July duly July dan.-July = Jan.-July 
1 1958 1957 1958 1957 1958 1957 1958 1957 iil Pages <a Lines “ 
| Women’s June June dan.-June Jan.-June June = June = Jam.-June—dan.-June 
; ; 1958 1957 1958 1957 1958 1957 1958 1957 
tBride & Home ............ 433 392 1551 137.7 27,459 24,725 98,048 87,151 
i) +Bride’s Magazine ........... 169.8 189.6 527.1 539.1 107,314 119,830 333,128 340,711 Business (June) 
Seiten Se 2 at Bie an ite ARS BRAS | tees agen a) of SBS 3 SS) RPS 
d Housekeeping .......... f Y : : , : ? ‘ wsiness Week ............- . ; 319, 173.9 150,637 250,803 974,350 1,333,038 
! Ladies’ Home Journal ........ 614 705 5969 7464 41,737 47,922 405,857 507,563 | Financial World ............ 58.7 68.5 280.3 376.1 # 24,691 28,798 117,740 157,960 
Metall's asbibereeinsises 2s 72.8 436.1 a2. 2 28,962 49,521 310,203 416,350 | Forbes .................0-. 46.9 545 333.9 434.0 19,693 22,887 140,283 182,249 
an A Saale eae as = oat 228 San —— aoa tee Pay Total Group .............. 539.6 7822 3,359.7 T4742 Mea BASIS 511592 1,594, 
Seventeen .................. 472 467 6499 7026 32,071 31,788 441926  477,7a9 | ' Five issues in June 1958; four issues in June 1957. ¢ Four issues in June 1958; five issues in June 1957. 
Western Family ............ 1442 182 1182 1451 5,956 7,633 49,637 60,922 
Woman's Day .............. 255 245 207.7 2492 10,955 10,531 gin 106893 | Magazine Linage Trend _ ‘ise in thousands 
The Workbasket ............ 29.2 265 2333 2521 5,738 5,213 45,734 49,424 g g 
Total Greup ............-. 7iIsS Bil5 47262 S408l 11,434 469,663 7626595 3,010,053 
t Published quarterly in January, April, July and October; fall figures shown. { Includes Shopping Scout Section WEEKLIES GENERAL 
linage. § Formed by merger in June of Everywoman’s Magazine and Family Circle Magazine. 1958 1ese 
General JUNE! 1,099 | JULY | 493 | 
tAmerican Artist ........... ee ae. a; 58,247 56,541 
American Forests ............ us 17 1128 = 1114 4,956 4,914 47,390 46,788 | | MAY|1,241 } JUNE| 735 } 
American Legion ............ 13.5 12 7 A 107 s 5 651 5,314 36,294 45,291 cone =e 
RTT, ....2<senun 53.1 3 : 15,619 16537 123,884 125,868 
amet BMP BD RS SR SSS: | one || 
Me ok hares sbaeess 131 178 210.2 215.3 5,488 7, 88,310 90,432 
Cietion ND. 2G Sa. As 21.6 2267 2528 672 9.288 97,416 109,461 
EE, 0 ssi. bs trcaasces i . : 74. 22,606 17,562 
acs sevadpcytts soe 27.0 29.0 2715 267.0 4,860 5,220 48,870 48,060 WOMEN’S BUSINESS FASHION HOME 
Cosmopolitan ............... 18.0 19.0 139.2 161.4 7,719 8,145 59,716 69,256 1958 pe 
aide aR 67.1 57.7 4721 437. 6 45,691 39,302 321,037 311,169 1958 1958 1958 
Elis Magarine ............. 88 72 5 3,708 3,120 36,565 37,819 [244 | [72] 
ee iron vh oaths pine 35.0 48.5 422.6 ans 23,779 32,928 287,186 301,943 duty [411 JUNE 1244 JULY JULY 
NE io so Gan ask hienes 142 16.2 18.5 6.7 9,827 11,212 81,569 80,337 
rR REE 172 244 «6202.7 «Ss «1896 )=S ss 7,382 «= ««'04a7Ss«é6,968~—Ss8.3a5 | [JUNE MAY JUNE 
Grade Teacher ............ oi oa * coe 79,362 86,902 1987 L 
: 1957 1957 1957 
Harper’s Magazine .......... 126 179 1986 2213 5,313 7,520 83,415 92,962 
OE coe 6a ys eake 48.8 52.8 464.1 509.7 20,496 22,176 194,922 214,826 JULY JUNE EZ&} JULY JULY Pek) 
pig RSS ae aaa earSig 57.1 58.2 648.0 oss 38,821 39,588 440,627 444,904 
| Se ieee 266 204 1766 #1431 &# 11,156 8,596 74,214 60,172 
Improvement Era ............ 233 212 1696 175.5 9,802 8,892 71,217 73,728 fie 
SG vine caceepoeens on a Te. ee 122,821 121,317 — ™~ Ff ~ 
ner Boating Bona pt 102.8 105.1 1,037.7 1,038.7 60,442 61,827 610,285 610,512 BJ B don.-Joly Jan.-July uly ety Jan. -July re ad 
IP code goers gag —s Me Sane 88.7 6,772 6,748 52,552 37, 1958 
RIN ic osc socectavns 208 193 1584 1416 8,736 8,092 65,114 59,472 | Youth 
i Se eae 23.0 248 2931 327.8 5,390 5,821 69,463 : : 

\  Preapeestiem bata SS) 77) SSL73.9 «= 2298 «= 3,227 «38,330 ©1024 | American Girl .............. 175 226 163.0 1789 7,485 9,698 69,930 76,767 

| Popular Boating ............ 505 289 4314 2417 29,690 16,993 253,219 142,120 | Boys’ Life ..............00. 19.9 26.0 «187.5 «201.8 = 13,542 19,080 = 127,404 += 137,290 

Popular Photography ......... 72.3 87.2 546.2 S6l1 30,386 36,624 229,437 234,273 | ftChild Life ..............., om 11.3 7.9 4,851 3,410 

ids chs pw osvnscr's 16 134 196 1427 4,965 5,786 51,325 61,258 | tScholastic Magazines ........ —_— — 295 2155 — 92,092 90,869 

Reader's Digest ............. 410 410 3425 320.0 7,462 7,462 62335 © 58,240 | fScholastic Roto ............ —_——- CB Be =—— ie fe 

| tos ssa veveasee 24.4 26.2 2314 2088 10,489 11,231 99,283 89,565 | Total Group .............. 74 506 6157 6401 21027 D778 324680 340,099 

7 ; OS Scr ee 2.3 44 58.4 73.0 975 1,858 24,543 30,684 | ¢ Not published in July; cumulative totals shown are for January through May. 
Today’s Health ............. 135 197 1609 143.5 7,934 8,447 69,052 61,301 
SRR ae 5.7 68 64.2 66.5 2,446 2,932 27,658 27,988 | Mechanics & Science 
Town & Country ........--+- =— 2. Be eee eee tee eee | Meters Dees ......... 52.3 50.0 477.9 483.6 11,706 11,205 +~=—107,051~—«108, 329 
{ WUD ceccecrrrseenerseceers : : " ’ y , ’ , Popular Electronics .......... 47.7 43.4 405.2 4103 10,685 9,722 91,049 91,907 
NR ee era ee 76.9 95.9 881.0 8756 45,217 56,389 518,028 514,853 . 
auisante aun tnt cee eae — <> . eees deen | POR GND vce ccc ecee 78.1 77.3 780.2 812.5 17,495 17,306 174,791 181,977 
Total Group ......... wees» 1,018.8 1,061.9 10,297.6 10,075.0 492,666 511,543 5,036,760 — 4,948,363 | popular Science ............. 68.2 76.9 717.0 765.8 15,285 17,222 160,606 171.544 
| t No July issue; cumulative figures shown are for January through June. } January 1958 issue was a show issue {Science & Mechanics ........ 19 68S 367.72 3420 16, 14,232 77,516 76,376 
Total Group ......... gues 382 Sl 270 22 7 Ger Biois wis 
Home t Published bi-monthly; figures shown are for combined July-August issue. 
American Home .....----.++- 289 33.5 3523 447.2 18,288 21,217 222,674 282,684 
Better Homes & Gardens ..... 54.0 750 673.0 927.0 33,866 47.217 425.026 586,036 | Outdoor & Sport 
Flower & Garden ........... 15.2 84 1844 127.3 6,400 3,520 77,446 53,480 | american Rifleman .......... 54.0 548 3615 3419 23,166 23,485 155,084 146,693 
Flower Grower ............ 25.1 27.6 378.4 374.8 10,523 11,569 158,917 157,393 | Field & Stream ............. 469 47.55 510.2 513.4 20,130 20,372 218,856 220,257 
House & Garden ...........- 18.7 22.5 420.9 482.8 11,846 14,191 265,999 305,136 | Fur-Fish-Game ............- 15.1 14.3 131.4 128.9 6,456 6,130 56,383 55,239 
House Beautiful ............ 37.4 36.3 650.7 687.6 23,627 22,930 411,261 434,525 | Guns ...........000..ceeee 21.9 253 1579 173.5 9,395 10,854 67,718 74,442 
ae ee eee ere 13.0 28.8 158.5 277.9 5,580 12,338 67,980 129,200 | outdoor Life ............--. 46.2 51.4 479.8 513.7 19,804 22,058 205,823 220,376 
Living for Young Homemakers . . oe = = s — 4 ony ae Sports Afield .............+- 428 444 4208 4411 18,360 19,037 180,536 189,221 
Popular Gardening ........++- ; . . . \ ’ ‘ae 380,920 
Somat Wepatine ........ sss. B12 948 803.1 892.2 34,140 39,820 337,451 374,793 | Total Group .............. a5 ST TS ES LT = = 
Wil GE iiss saeco 327.1 5 «44,340.4 50186 1731 202,878 2,350,808 2748258 | netective & Fiction 
Fashion IT co? 97 8.6 95.5 92.0 4.160 3,688 40,976 39,471 
Dell Men's Group ........... ‘ ‘ ' . 3,535 29,3 , 
re sevceevess : 4 , P+ 1] bry ped o- Lore a Thrilling Fiction Group save 9.0 8.2 72.8 56.1 2,012 1,845 iesi1 Pry 
rs ss cco sccnveuets 5 A ‘ A . A y ——s — 
Warper’s Gasser ....-+---s+- 356 389 S635 587.3 22,544 24,646 356,156 371,164 | Total Group ............-. 65 0 6267 62 «SDE SAL BZ ID 
MEE i icetikesaveses 211 28.0 4519 524.9 9,067 12,012 193,857 225,144 
+ ag 6 RET ENE 258 39.0 808.0 900.0 16,332 24654 510.634 569,028 | Newspaper Sections (1) 
Tele Qreee i ioi. Ve. 1386 461769 27989 32061 72,038 (91,776 1,479,126 1,677,546 | (Nationally distributed with Sunday newspapers) 
The American Weekly......... 40.3 45.6 459.0 423.1 34,291 38,750 390,153 359,599 
Family Weekly ............. 35.1 31.4 393.5 313.9 29,874 26,698 334,597 266,852 
Movie-Romance-Radio Parade aoa oe seeseses 551 434 311.9 482.0 46.825 36,904 435.105 409,693 
lt Modern Group: This Week Magazine ......... . \y y . . ‘ 509,812 
ae th +e 218 264 £1721 ~&# 215.0 9,346 11,322 73,851 92,239 Webs GUD as >. vosics ss 0 181.7 179.8 1,958.8 1,818.8 154,517 152,832 1,665,110 1,545,956 
Modern Screen ........... 19.0 245 107.8 179.4 8,152 10,492 46,238 76,968 
ronal ae 16.9 18.0 89.3 136.6 7,266 7,740 38,314 58,661 ae —_ ieee’ “ae ree —~ ga 
‘awcett Women's Group: s , jan. “a 
. Motion Picture ........... 158 15.0 93.1 119.3 6,777 6,417 39,929 51,185 1958 1957 19581957 1956 1957 1958 1957 
ere 19.0 215 1378 1714 8,136 9,221 59,113 73,527 
ntenee [ae ..... 137 04 S44 114 ~~ 8,042 205 5,010 | Newspaper Sections (II) (June) 
{Hillman Women’s Group ..... oa 16.9 — 139.3 —_—— 7,260 — 59,899 | (All other newspaper sections and comics) 
Ideal Women’s Group: #Chicago Tribune Magazine... 157.6 166.6 964.5 828.2 133,921 141,593 819,866 703,994 
Intimate Story ...........- 15.2 135 99.7 117.4 6,536 5,779 42,766 50,325 | First 3 Markets Group ....... 71.7 54.4 338.4 321.0 60,945 46,240 287,598 272,808 
oy pre eae 18.6 179 1183 1414 7,986 7,659 50,798 60,631 | New York Times Magazine .... 173.5 164.0 1,490.7 1,404.9 147,501 139,427 1,267,077 1,194,189 
Movie Star Parade ........ 186 178 182 #1391 7,986 7,645 50,728 59,686 Ne A a ae 245.2 218.4 1,829.1 1,725.9 208,446 185,667 1,554,675 1,466,997 
Personal Romances ........ 15.1 = 7 oy eo 5,752 Zan ae # Not included in totals as it is a member of the First 3 Markets Group. 
aes 13.6 08612 $ ¥ , ; , a 
et ae 2 hale 20 «61005905166 «4,739 «= «19,683 23,191 (Continued on Page 54) 
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York City, Pennsylvania, New Jer- 
sey, Delaware and Maryland. 


These areas are temporarily being | Reach, McClinton & Co., New | 


covered by other sales representa- 


Jacobson, both account supervi- 
}sors, have been elected vps of 


| York. 


Get the facts 


% To get your full sales potential from the Mon- 
treal market, first get the facts about this big, 
two-language city. Useful facts on population, 
retail sales, media coverage, etc. .. . are always 
available from The Montreal Star—first-choice 
paper in Montreal’s English market. 


Che Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


on Montreal! 


WASHINGTON, July 15—American 
women are gradually changing 
their ideas about what the family 
home should be like. 

They’re shying away from the 
“show place” concept and thinking 
more about the home as a force 
for building character and develop- 
ing cultural standards—for adults 
as well as for children. 

This is the gist of a report on a 
|recent three-day Congress on Bet- 
ter Living sponsored here by Mc- 
Call’s. 100 women from 45 states 
|attended, acting as spokesmen for 
jabout 49,000,000 families in the 
U. S. 

The women indicated they be- 
lieve the home’s major role is to 
be a meeting place for the family, 
a place where both children and 
adults should have proper facili- 
ties for carrying on their intelle:- 
tual pursuits like hobbies, crafts, 
etc. 


|@ To this end, the delegates said, 
mothers should—and usually do 
—take pains to see that the home 


EL PASO 


—ls On The GO! 
Effective Buying Income 
$6427* per Household— 


Over $1000 MORE than the 
average for State of Texas 


* From Sales Management Survey of 
Buying Power 


Che Zi Paso Times 


Morning and Sunday 


E] Paso Herald-Post 


Evening 


tion as a developer of children’s 
spiritual and cultural backgrounds 
—where they can develop a sense 
of security. A home, as one dele- 
gate put it, should be a place 
where the family can be “them- 
selves” and where they can “re- 
charge their batteries, spiritually 
and physically.” 

The congress called these at- 
titudes a “philosophy of the home” 
that may provide guidance for 
advertisers. + 


Wilson Named at Hammermill 

A. Ellis Frampton, assistant vp 
and manager of advertising and 
sales development of Hammermill 
Paper Co., Erie, Pa., has retired. 
He has been succeeded by Harold 
B. Wilson, who has the title of 
manager of advertising and promo- 
tion. Mr. Frampton joined the com- 
pany in 1920. He was named ad 
manager in 1920, and manager of 


advertising and sales development | ' 
Wilson joined the |} 
Hammermill advertising depart- || 


in 1948. Mr. 


ment in 1928. 


Daily Boosts Two 
John Roberts Jr., 


advertising 


manager of the Observer, Fayette- | 


ville, N.C., since 1939, has been 
named general manager of the 
newspaper. Mayon J. Weeks, for- 
merly retail advertising manager, 
has been named advertising direc- 
tor. 


Penton Adds Cash 

Penton Publishing Co., Cleve- 
land, has appointed James H. Cash 
southwestern advertising sales rep- 
resentative for all its publications. 
Mr. Cash, who for the past 10 years 
has been with McGraw-Hill Pub- 
lishing Co., will make his head- 
quarters in Dallas. 


JWT Moves Mooser, Burke 


Gurden Mooser, vp and account 
supervisor, and Edward J. Burke, 
art director, have been transferred 
from the San Francisco office of 
J. Walter Thompson Co. to the 
agency’s New York office. 


“ Advertising Age, July 21, 1958 
f ~— a - July ” daly Phy Jan.-July July a ane eee 
duly duly dan.-July Jan.-July duly July dan. -July Jan. -July J y -duly uly in.-July -Jul 
1958 1957 1958 1957 1958 1957 1958 7 1958 1957 1958 1957 1958 1957 1958 1957 
BI oo vsceveivctacns 64.0 49.0 340.0 316.5 11,648 8,918 61,880 57,603 
Comics Magazines SN, os at: 56.0 52.0 380.0 375.0 10,192 9,464 69,160 68,250 
American Comics Group 7.0 7.0 49.0 49.0 2,646 2,646 18,522 18,522 ee a ee er ee 60.5 445 410.3 330.3 11,011 8,099 74,666 60,106 
tArchie Comic Group 8.0 7.3 28.0 28.8 3,024 2,772 10,584 10,999 Sp ca sce ts ve vesk 28.0 32.0 237.5 240.0 4,900 5,600 41,563 42,000 
tHarvey Comics Group .. 8.5 9.6 33.6 37.2 3,213 3,623 12,726 14,081 aaa 625 645 4665 4505 11,625 11,997 86,769 83,793 
National Comics Group: ED ia tied knee patie 49.5 68.0 423.5 467.0 9,009 12,376 77,077 84,994 
es obi 43 4.0 34.1 41.1 1,626 1,512 12,726 15,601 EE os Gc biiwe de Cn 4.0 cies 37.0 39.0 3208 3213 6,290 6,630 54,528 54,613 
SINE Wubsedesss. vows 3.3 5.5 34.1 45.6 1,248 2,079 12,903 17,267 ee ee ae a eat ae Hee 5.642 39.858 
EE oud pe dclcd os ones 31.1 33.4 178.8 201.7 11,757 12,632 67,461 76,470 Mbt cbe5<abb'cbe cae 16.0 14.0 124.0 11L0 2,976 2,604 Ba onnaee 
. fy; shown are f bined July-August issue. NS aos kale saloon 69.0 710 7165 667.5 12,075 12,425 . ; 
Ce eres Core  ectnammmege tas 5 French Swiss ............. 28.0 18.0 1720 154.0 4,900 3,150 30,100 26,950 
Canadian National Weekend Newspapers (Rotogravure Linage) ne Ascbriete y+ -oee 53 — oe oe en ae 
tha Patria 2.2... .0ceeeeees 9.2 SLE 397.3 = 440.6 = 35,239 51,602 9 357,556 9 440,627 | ining ss... «= 63.5 Ss. = 807.0 «90 497.0 += 1,557 9s :12,740 = 92,274 «= (90,454 
MEN i danhidibtinaieovaisins 496 43.1 409.3 4109 44,692 43,136 368,453 410,943 ee 60 «4706703840 8372 8.554 66.794 64,428 
fStar Weekly ..... 96.7 2 S000 4796 84,596 84190 437,538 419,700 ll ogadoreh segggnene 7L5 63.0 579.0 566.5 12,298 10,836 99,588 97,438 
Star Weekly ......- 0.00005 771 622 S771 SHB 67,464 §8=— 54,405 = 505,002 S7HIOS | ee 43.0 45.0 2630 2730 7,224 7,560 44,184 "864 
Westend Magazine ........-. ms 68 O71 6 OK MM EF EN «UL dels ....cces 46.0 420 3515 3185 8372 7,644 63,973 57,967 
ee QR cdi vo vcdeen 737 2258 20608 72,1000 216,509 216,347 1,891,290 2,014,776 Military Overscas .......... 36.0 44.0 291.0 208.0 6,552 8,008 52,962 37,856 
+ Changed from a 1,000-line page to a 900-line page in January 1958. {¢ Four issues in June 1958 and five issues in June LS err 23.0 32.5 217.5 211.5 4,186 5,915 39,585 38,493 
1957; and not included in totals. ee ie 33.0 265 2583 254.0 5,610 4,505 43,903 43,180 
SEE Ciaiweseccowete 80.5 73.0 527.0 491.0 14,088 12,775 92,225 85,925 
Canadian South African ............ 76.0 78.0 5425 559.0 13,604 13,962 97,108 100,061 
Canadian Womes & Gardens... 23:2 27.7 277.4 2959 15,765 18,841 188,613 201,229 | Seuthern Hemispher: ....... = 2 a oe. . ose 41943 
a eis Sch cs oe sccsé 28.5 17.0 285.0 225.5 5,301 3,162 53,010 1, 
ID | 00s 6.60-94b000R+ 23.1 22.0 225.4 277.3 15,695 14,961 153,248 188,548 cone inTy SmaS Digs eee maT Tero Tics 
SREY Neier 27.1 33.2 201.0 220.2 11,160 14,271 85,734 94,455 5 1,271.9 1,207.7 9,898.3 9,168.3 236,920 222,517 1,852,948 716, 
Macleans §2.1 65.0 510.8 618.1 35,452 44,192 347,322 420,340 | § Because current month linage figures for several publications are not yet available this group is broken into a July section 
Reader's Digest: and a June section. ¢ Commenced publication with the October 1957 issue. 
English Edition ............ 69.0 708 5800 543.0 12,558 12,877 105,560 98,826 eae ss 
French Edition .......... 688 69.8 6065 575.0 12,513 12,695 110,383 104,650 a ae ph on nos a ay 
Revue Moderne .... 9.9 13.5 135.2 159.2 6,759 9,153 91,959 108,281 1958 1957 — a 1958 1957 1988 a 
Revue Populaire ............ 1220 M44 1045 1335 8,481 10,095 73,174 93,466 
tSamedi ........ me a9 102.2 186.5 8279 15,200 71,562 130,614 | Foreign (June) 
#Saturday Night .......... 34.4 25.2 226.4 167.3 14,451 10,591 95,154 70,388 | | ise tnternational: 
6Time-Canadian ........... 159.5 178.9 863.4 957.1 955 75,075 362,600 401,975 | og «eis 163 724 a2 aT ass am os com 
Webel QOOUR: ain dé vee ave 297.0 338.1 2,743.0 3,008.7 126,662 152,285 1,227,555 1,440,400 Spanish Edition ........... 65.1 64.2 339.6 382.0 44,285 43,690 231,030 259.760 
t The Canadian Home Journal has meryed with Chatelaine. Merger becomes effective with the September 1958 issue. Canadian \\|Monthly Economic Review ... 3.4 45 17.7 25.7 3,626 4,890 19/029 27,603 
Home Journal ceased to publish as a separate magazine with the June 1958 issue. { Effective February 1, 1958 Samedi carries tNewsweek: 
advertising in two of its four issues; two issues in duly 1958 and four issuss in July 1957. % Wet lnctuded ie totals as fle- | pacific Edition ........... 69.7 658 3683 387.3 29,274 27,650 154,686 » 162,680 
ures for July issues were unavailable as this issue went to press and June figures are shown. § Five issues in June 1958; European Edition .......... 7.3 71.2 404.7 385.0 32,466 29.890 169,974 161.700 
four issues in June 1958. aie SIRS cd 32.2 615 215.7 2683 13,510 25,830 90,580 112,700 
tTime International: 
‘Foreign (July) Time-Atlantie ............ 125.5 us2 632.1 628.0 $2,675 49.690 265,790 263,760 
a ’ 86. 9,030 4 77,238 ‘ Time-Latin American ....... 112.5 , . ’ 5 ,015 256,340 
co ny Band ii soe Tf oh mea . “ed — ‘Time-Pacific ............. 90.8 886 4742 5001 38,080 37,170 199,150 210,350 
Popular Mekanik (Danish) .. 6.0 7.0 54.5 46.3 1,344 1,568 12,208 10,371 | Vision: 
Mecanique Populaire (French) 21.0 24.5 202.7 186.6 4.704 5,488 45,405 41,798 {Visao (Portuguese) ....... 161.0 114.7 776.7 604.0 67,620 48,160 326,200 253,680 
Mexican Edition .......... 19.2 21.8 77.0 78.7 8,050 9,170 32,340 33,040 
Populare Mechanik (German) 3.0 13 33.4 13.5 672 280 7,482 3,000 : + 7 626 406.4 350.9 34,195 26.285 170 
Mecanica Popular (Spanish) 20.7 232 1993 199.0 4,629 5,202 44,647 44,482 Spanish Edition ........... 81. : . . , 625 147,385 
Popular Mekanik (Swedish) . 6.5 8.0 60.0 61.8 1,456 1,792 13,440 13,843 Weel Gee oohae... sks 914.7 8485 47231 46251 422,931 394,925 2,190,029 2,263,214 
Reader's Digest: ||| Published by the European Edition of the New York Herald Tribune. ¢ Five issues in June 1958; four issues in June 1957. 
Arabic .... 36.0 28.0 232.0 232.0 5,904 4,592 38,048 38,048 | { Became a weekly with the July 5, 1957 issue; four issues in June 1958 and two issues in June 1957. 
Cambria Retires as Rep | tives until a successor to Mr. Cam- Home Is for Living, is supplied with good books, good Goodwin to Sugar Information 
Frank Cambria, with Depart-|>ria is appointed. N j Sh pre’ + sata games and suit-| Robert D. Goodwin, formerly 
. ; 1es. ry : 
ment Store Economist the past 25 ot just owing, abie no with Pan-American Coffee Bu- 
years, has retired as the publica- | Reach, McClinton Boosts Two | i g The delegates also agreed that/reau, has been appointed coor- 
. | ; = or Se ‘ 
tion’s sales representative in New| Thomas P. Crolius and Henry S.. Housewives Assert the home has an important func-/dinator of advertising and public 


relations of Sugar Information 


Inc., New York. 


Buck to ‘Scientific American’ 

Edward M. Buck, independent 
publication representative of St. 
Petersburg, Fla. has been ap- 
pointed southeastern advertising 
representative of Scientific Amer- 
ican, New York. 


Yard-Man Names Spinning 

Yard-Man Inc., Jackson, Mich., 
has appointed Rolfe C. Spinning 
Inc., Royal Oak, Mich., to handle 
advertising and merchandising for 
its new line of power mowers. 


er 


a the leadership spotlight 


simaePaoor 


Cleaning Fluid 


ae 


Top-drawer advertisers 


are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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Photograph from BBDO advertisement for Phiico television 


CLIMATE is the new dimension in TV-Research 


Ratings are not the whole story, as sophisticated TV ad- that could measure the pluses and minuses that a show 
vertisers have known for a long time. We have all seen brings to a piece of sales copy. We call these variables 
high-rated shows that failed to do a sales job for the the “climate” for the commercial. 


advertiser. We have seen modestly rated shows that The information we now have is worth a great deal to 
-somehow seemed to turn out sale after sale. advertisers who use this costly medium of TV. 
Several years ago BBDO TV-Research set out to find 
a way to measure this rub-off of show onto product that QO 
makes a particular commercial sell better in one context B B bD 
than in another. We wanted definite statistical criteria Batten, Barton, Durstine & Osborn, Inc. 
ATLANTA BOSTON + BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT + HOLLYWOOD + LOS ANGELES + MINNEAPOLIS + NEW YORK + PITTSBURGH «+ SAN FRANCISCO «+ SEATTLE SYRACUSE + TORONTO 
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Put your 
Money where 
the Buying is! 


by 
Bert Ferguson 
Exec. Vice-President, 
WDIA 


Ask any of our long list of ad- 
vertisers, “Why WDIA?” and 
you'll invariably get the same 
answer: WDIA SELLS THE 
MEMPHIS NEGRO MARKET 
AS NO OTHER MEDIUM CAN! 

To know why it’s so important 
to sell the Memphis Negro mar- 
ket, there are some facts you 
need to know about this big buy- 
ing audience. 


WDIA, with the only 50,000 watt 
transmitter in this area, reaches 
1,237,686 Negroes. Almost one- 
tenth of the total Negro popula- 
tion of the entire nation! More 
than the combined Negro pop- 
ulations of New York, Detroit, 
Cleveland and St. Louis! 


WDIA’s tremendous Negro au- 
dience totaled up overwhelming 
earnings of $616,294,100 last year. 
In the diversified Memphis area, 
the Negro has become a vital eco- 
nomic factor. He is elevating his 
standard of living, his income, his 
buying power. 


According to a 129-city survey 
by one of the nation’s largest cor- 
porations, Memphis ranks first 
in ratio of total Negro income to 
total white income. The Mem- 
phis Negro has $28.79 of income 
for every $100 of white income. 
That’s quite a contrast with New 
York—where the ratio is $6.59 
for every $100, and Chicago— 
with $7.89 for every $100! 


Negroes in WDIA’s big listen- 
ing-buying audience spend, on 
the average, 80% of their income 
on consumer goods. Last year, 
Negroes bought 61.3% of the 
flour sold in Memphis .. . 52.7% 
of the hair tonic and dressing 
... 47.9% of the sugar... 45.1% 
of the household waxes and pol- 
ishes. WDIA’s national advertis- 
ers include: 
COLGATE-PALMOLIVE COM- 
PANY .. . CONTINENTAL 
TRAILWAYS .. . GENERAL 
FOODS CORPORATION .. 
GROVE LABORATORIES ... 
KROGER STORES. 


IT’S A LOYAL MARKET 


And Memphis Negroes listen 
first and foremost to WDIA! 
In the March-April 1958 
Nielsen Station Index, Sun- 
day thru Saturday, WDIA 
totaled up an overwhelming 
52% more rating points than 
Station B 


Station Total Rating 
Points 
WDIA 528.2 
Sta, B 337.1 
Sta. C 284.1 


Gold can’t buy that kind of loy- 
alty, but you can! Write us today 
for further details. We'd like to 
tell you about success stories in 
your field! 


WDIA is represented national- 
ly by John E. Pearson Company. 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 


British Pet Food Market Booms with 
Increase in Pedigrees, Advertising 


Petfoods, Spiller’s, 
Spratt’s, Morrell, Quaker 
Share Bulk of Market 


By Mark Random 


Lonpon, July 15—“We've got the 
best darned market in the world,” 
said the account executive, and he 
grinned like a cat fed on cream. 

He wasn’t speaking of selling 
radiators to Eskimos or refrigera- 
tors to Hottentots. He was refer- 
ring to selling pet foods in Britain. 

The English are renowned for | 
their love of animals—particularly 
of cats and dogs. Yet until a few 
years ago no one thought very 
seriously about trying to sell them 
food for their pets—except dog 
biscuits. 

Nowadays, however, there is a 
booming market in prepared 
packed pet foods, which one es- 
timate puts at an annual $30,000,- 
000 sales volume. The volume of 
sales in prewar and the immediate 
postwar years was so negligible 
that any estimate is likely to be 
‘way too high. 


® The odd thing is that the ex- 
pansion in the sales of packaged 
and canned pet foods has come 
about during a period when both 
the dog and cat populations of 
Britain have been falling. License 
figures indicate that the dog pop- 
ulation has fallen from around 
4,000,000 in 1953 to about 2,250,- 
000 now. There are no official 
figures on the cat population, but 
it is now estimated at around 
5,000,000. 


s But while the total numbers 
have been falling, the quality of 
individual pets has been rising. 
The Kennel Club headquarters in 
London reported that registrations 
are now running at a rate in 
excess of 100,000 annually—an 
increase of more than 20% in the 
past few years. Before the war 
the figure was about 55,000. 

But not all pedigreed dogs are 
registered with the Kennel Club. 
Many families are now buying 
pedigree dogs as pets. Since they 
do not plan to show them or set 
up as breeders, they don’t go to 
the expense of registering them. 
The Kennel Club estimates that 
one family in five in Britain today 
has a pedigreed dog. With rising 
incomes, pedigreed dogs have be- 
come almost an item of conspicu- 
ous consumption—a sign of social 
standing. 

But it is not merely the increase 


PORTRAIT OF A YOUNG MAN 


WHO WANTS TO GET , HEAD 


Actually it’s an artist's conception of | 
one of the many young men at Clark | 
O'Neill who works his fool head off | 
day after day to make sure that the mail 
goes out on time. 


We specialize in addressing and mail- 
ing to Physicians, Osteopaths, Dentists, 
Veterinarians, Nurses, Hospitals, Phar- 
macies, etc. If you advertise to the medi- 
cal or allied professions, and need direct 
mail information, write to CLARK- 
O'NEILL, INC., 1 BROAD AVENUE, 
FAIRVIEW, N.J. (this is our new 
plant, please note the address), or) 
phone WHitney 5-3400 (New Jersey) | 
or WOrth 6-2730 (New York City).| 


in pedigreed pets that has brought 
about the terrific expansion in the 
pet food market. It has been the 
result of heavy and sustained 
advertising and modern merchan- 
dising and marketing techniques. 


s Some 30 advertisers in the field 
are spending something like $2,- 
500,000 a year promoting the 
sales of pet foods. Most of these 
are small. The five giants are 
Petfoods Ltd., Spiller’s Ltd., 
Spratt’s Patent Ltd., John Morrell 
& Co., and Quaker Oats Ltd. These 
five among them account for more 
than 80% of all packed pet food 
advertising. 


® Petfoods Ltd. is by far the larg- 
est advertiser, marketing three 
products: Kit-E-Kat canned cat 
food, Chappie Meet (now renamed 
Meet), and Lassie dog foods. 

This company has a total output 
of about 1,000,000 cans of pet food 
a week and claims its sales are 
four times as large as the com- 
bined sales of all other pet food 
makers. 

Kit-E-Kat is its main product, 
accounting for an estimated 80% 
to 90% of its total output. The 
company says this product has a 
greater sale than any other canned 
food in Britain—for pets or for 
humans. Certainly it is far and 
away the most heavily advertised 
pet food of them all. 

During 1957 Kit-E-Kat was 
strongly advertised on commercial 
tv, and close to $500,000 was 
spent on press advertising during 
the year. 


= Lassie dog meat was promoted 
in the press to the tune of around 
$300,000 in 1957, while Chappie 
Meet billed around $112,000 in the 
first six months of the year and 
another $70,000 or so in the second 
six months, after it was renamed 
Meet. 

All Petfoods advertising is 
handled by Masius & Fergusson 
Ltd. 

Petfoods Ltd. is a big user of 
dealer inducements. Last year it 
promoted several schemes aimed 
at persuading dealers to stock up 
with its pet foods. One scheme, to 
promote Lassie, used a form of a 
raffle, in which dealers found a 
voucher in each case of cans that 
was good for a prize ranging from 
a 15¢ discount to $15 worth of 
premium savings bonds. 

This company, like many of the 
other giants, also provides dis- 
penser stands for counters or store 
floors and is a big user of display 
material. 

Another promotion scheme used 
by Petfoods was a “Name the Dog” 
competition. The dog to be named 
was the trademark featured on 
Meet can wrappers. Both pet 
owners and retailers were award- 
ed prizes. 


® Second biggest advertiser in the 
pet food market is Spiller’s Ltd., a 
milling company which markets 
a number of dog biscuit brands. 
This company spent around $160,- 
000 on press advertising in 1957. 


DETAILED INFORMATION 
ON MERCHANDISING 
AVAILABLE FOR GROCERY 


OR DRUG PRODUCTS IN 


wr [REGRO] war. 


Station WWRL 
Woodside 77, 
New York City 


It also advertised extensively in 
tv. Spiller’s advertising is handled 
by Osborne-Peacock. 


= Third among the giants is 


Spratt’s Patent Ltd., whose ac- 
count is handled by Dixon’s West 
End Advertising. Last year it spent 
close to $90,000 on press advertis- 
ing for its Spratt’s dog food and 
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another $60,000 for its Spratt’s 
meat. 

It is now marketing a new cat 
food called Topcat. A national tv 
campaign and extensive print ad- 
vertising backed the introduction. 


® Fourth among the pet food 
marketers is John Morrell & Co., 
which spent about $90,000 on 
press advertising in 1957 to pro- 
mote its Red Heart dog food. The 
agency is C. Vernon & Sons Ltd. 


= Quaker Oats Ltd. entered the 
field only this year, when it mar- 
keted its Ful-O-Pep dog food. An 
estimated $40,000 was spent on 
press advertising in six months 
for this product. The Ful-O-Pep 
account is handled by Foote, Cone 
& Belding. 

Television advertising by the 
giants during 1957 was estimated 
at around $500,000. Most of their 
advertising was concentrated into 
press and tv advertising. Petfoods, 
however, was a considerable user 
of posters to promote its Kit-E- 
Kat. 

The heavy initial advertising 
which brought about the big mar- 
ket expansion in pet foods was 
aimed at persuading pet owners 
to keep their dogs and cats happy 
and healthy by feeding them on 
scientifically balanced diets rather 
than on scraps. With the growing 
number of owners of pedigreed 
pets more likely to take care 
over feeding their pets, this line 
produced results. 


® It was backed up by “consumer 
research” among the pets them- 
selves. Quaker Oats announced 
that its Ful-O-Pep was the result 
of a series of tasting tests by a 
“consumer panel” of 20 dogs. The 
final product, reportedly, had the 
“palate appeal’ that dogs just 
couldn’t resist. 

In recent months, however, 
several of the big campaigns have 
dropped the “scientifically bal- 
anced diet” angle and shifted to a 
new tack in an attempt to boost 
sales further. 

The new line is designed to stir 
up pet owners through the fear of 
losing their pets, rather than by 
motivating them to keep the ani- 
mals happy and healthy. 

Petfoods’ Kit-E-Kat strikes the 
new note in its press, television 
and_poster advertising. Using art- 
work showing a small girl hugging 
a kitten it says: “Your cat will 
live longer, stay younger, on daily 
Kit-E-Kat.” 

It didn’t need a motivation 
research expert to figure out an 
approach like that, where the 
British and their pets are con- 
cerned, # 


Advertising Age, July 21, 1958 


‘Tinsel’ Laden 
Ads Fail to Ease 
Slump, Says Critic 


Dayton, July 15—Too much 
advertising, particularly con- 
sumer advertising, is failing to 
produce business, at a_ time 
when business is critically need- 
ed, according to H. A. Toulmin 
Jr., board chairman of Com- 
monwealth Engineering Co., 
writing in the July issue of 
Competition, monthly publica- 
tion of his company. 

“Advertising, per se, is not 
to blame,” he says, “so much as 
those self-confessed ‘experts’ in 
the profession who are produc- 
ing copy in which glitter, tinsel 
and fuzzy text have been sub- 
stituted for the stronger, more 
explicit, more convincing state- 
ments of fact which the times 
demand. 

“Too much present-day ad- 
vertising copy is based upon the 
cockeyed assumption that we 
Americans are little more than 
morons possessed of a child- 
like delight—and equally in- 
fantile faith—in pretty pictures 
and honeyed words.” 


s Our present economic condi- 
tion, Mr. Toulmin believes, re- 
quires a far more substantial 
and persistent presentation of 
facts to reverse the tide. “You 
won’t find these facts in much 
of the consumer advertising we 
see today,” he says. “If you ac- 
cept the premise that advertis- 
ing is as potent as its practition- 
ers claim it to be, its failure to 
forestall—or at least to cushion 
—the recession needs some 
strenuous explaining. 

“One trouble with advertis- 
ing,’”’ Mr. Toulmin suggests, “is 
that it is called advertising. Ad- 
vertising in a successful agency 
is minuscule—the last hair on 
the dog’s tail that is wagging the 
dog. Merchandising comes first. 

“Basically, selling starts in 
the laboratory, in the experi- 
mental shop, in the reports of 
salesmen on customers’ desires 
and in carefully developed mar- 
ket studies. In all of these are 
to be found the solid, compel- 
ling reasons why the customer 
should want to buy the new 
article or service.” # 


Hedges Joins Douglas 

Eldridge D. (Dan) Hedges 
has joined Douglas Advertising 
Agency, Rapid City, S.D., as art 
director. Mr. Hedges was for- 
merly a supervisor and art di- 
rector of J. Walter Thompson 
Co., New York. At the same 
time, the agency was appointed 
to handle advertising for the 
South Dakota State Fair, for the 
Black Hills Kennel Club, a 
greyhound track at Rapid City, 
and for Klondike Casey’s Kitch- 
en, Hill City, S.D., the newest 
in John J. Grier Co.’s restau- 
rant chain. 


KXOK Appoints Two 

Elmer G. Muschany, formerly 
program director, has been 
named business manager of 
KXOK, St. Louis radio station. 
Succeeding Mr. Muschany as 
program director will be Larry 
Monroe, formerly director of 
programming of Public Radio 
Corp., which operates KIOA, 
Des Moines, and KAKC, Tulsa. 
Both appointments are effective 
Aug. 1. 


Binkley Joins Center 

Goddard Binkley has joined 
the staff of the Center for Re- 
search in Marketing, Peekskill, 
N.Y., as project director. Mr. 
Binkley was associated with the 
Alexander Foundation in Lon- 
don from 1951 to 1957. 
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THREE SMASH YEARS ON 
NETWORK...AND RENEWED FOR 
A FOURTH YEAR! 


Rosin Hoop COMES ALIVE. . . 

TO BECOME YOUR MOST POWERFUL SALESMAN! 

Cash in on the tremendous built-in following 

of TV's most spectacular adventure series. A prestige 
showcase that will sell every kind of product, 

because it reaches every member of the family and features 
the characters all America knows and loves. 


RICHARD GREENE seRnaperre O' FARRELL ALEXANDER GAUGE ARCHIE DUNCAN ALAN WHEATLEY plays 
plays Robin Hood plays Maid Marian plays Friar Tuck plays Little John Sheriff of Nottingham 


SAME SPONSOR FOR THREE YEARS ON NETWORK .. . and 

their sensational sales records show why! And Robin Hood 
offers his sponsor promotions unlimited! 

Over $2 million in merchandising sales already, with 

33 licensed manufacturers offering Robin Hood 

products for premiums, contests and give-aways. 


LOOK AT THE RATINGS! 


In city after city, Robin Hood 
consistently outrated competition in tts time spot. 


No.of Share of No. of Share of 
City Stations Audience City Stations Audience 
Birmingham 2 65.3% Los Angeles 7 44.0% 
Boston 67.3% Miami-Ft, Lauderdale..3 64.7% 
Buffalo 3 70.8% New York 7 42.9% 
Charleston-Huntington 3 70.9% Norfolk 2 81.2% xt 
Colorado Springs 2 63.6% Philadelphia 4 57.6% — 
Dayton 3 67.8% Providence 2 72.8% 
Duluth-Superior 2 75.1% Rochester 2 69.6% 
Jacksonville 2 92.3% San Antonio 3 61.5% 


“THE ADVENTURES 
IN SHERWOOD FOREST” 


IS THE BUY OF THE YEAR! as 
Produced by Sapphire Films, Ltd. 
We 


See the man from Official for availabilities. OFFICIAL FILMS, INC. 25 West 45th Street, New York, N. Y. 


REPRESENTATIVES: ATLANTA / Jackson 2-4878 ¢ BeverRLy HILLS / Crestview 6-3528 ¢ CuicaGo/ Dearborn 2-5246 
Cincinnati / Cherry 1-4088 ¢ Darras / Emerson 8-7467 © FAYETTEVILLE / Hillcrest 2-5485 e Fr. LAUDERDALE / Logan 6-1981 
MINNEAPOLIS / Walnut 2-2743 © SAN Francisco / Juniper 5-3313 «* Sr. Louis / Yorktown 5-9231 
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Advertising Age, July 21, 1958 


Coming 
Conventions 


*Indicates first listing in this column. 

July 23-26. Advertising Age workshop 
on creativity in advertising, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual circulation sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 18-19. National Assn. of Broad- 
casters, Region 3, Hotel Buena Vista, 
Biloxi, Miss. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Sept. 22-23. National Assn. of Broad- 
casters, Region 6, Oklahoma Biltmore, 
Oklahoma City. 

Sept. 25-26. National Assn. of Broad- 


casters, Region 7, Challenger Inn, Sun 
Valley, Ida. 
*Sept. 28. Direct Mail Advertising 


Assn., annual meeting, Chase Hotel, St. 
Louis. 

Sept. 29-30. National Assn. of Broad- 
casters, Region 8, Hotel Mark Hopkins, 
San Francisco. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 

Oct. 5-9 Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

*Oct. 9-10. American Assn. of Adver- 
tising Agencies, central region, fall con- 
vention, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Hotel Roosevelt, Pittsburgh. 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2lst annual 
convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broadcast- 
ers, Region 4, Hotel Schroeder, Milwau- 
kee. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broadcast- 
ers, Region 5, Hotel Radisson, Minneapo- 
lis. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers | 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 


ers, Region 1, Hotel Somerset, Boston. 
Oct. 22-24. Life Advertisers Assn., an- | 


nual meeting. Queen Elizabeth metal, | 
Montreal, Can. 
Oct. 23-24. Audit Bureau of Circula- | 


tions, 44th annual meeting, Drake Hotel, | 
Chicago. 

Oct. 23-24. National Assn. of Broadcast- 

, Region 2, The Shoreham, Washing- | 
ton, D. C. | 

*Oct. 26-28. National Newspaper Pro- 
motion Assn., Central regional meeting, 
Whittier Hotel, Detroit. 

*Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

*Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. | 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N. C. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 

*May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 


Newspaper Releases Survey 

A survey conducted by the Rich- 
mond Times-Dispatch and News 
Leader shows that large city news- 
papers reach a consumer market 
which includes nine-tenths of the 
population and 91.2% of the na- 
tion’s income. The survey, “Metro- 
politan Newspaper Market Data,” 
covers 380 dailies in 168 metropol- 
itan areas. It is being distributed 
to U.S. advertisers and agencies. 


Shannon to Handle ‘Record’ 
Shannon & Associates Inc., Chi- 

cago, has been appointed national 

advertising representative for the 


Record, St. Augustine, Fla. 


Int'] Pool Corp. Boosts Four 

International Swimming Pool 
Corp., White Plains, N. Y., has ap- 
pointed Jerold Lyons advertising 
manager and Michael Berry sales 
promotion manager, both new po- 
sitions. Mr. Lyons formerly was in 
the company’s advertising depart- 
ment. Mr. Berry previously was 
market research director. The 
company also has promoted John 
Sullivan and David Zimmerman 
assistant vps of sales. Mr. Sul- 
livan will work in sales admin- 
istration, Mr. Zimmerman in for- 
eign sales. 


Kaner Joins Enka as A.M. 

Jay Kaner, formerly in the ad- 
vertising department of the Daily 
News Record, has been appointed 
manager of advertising and sales 
promotion for American Enka 


Corp., New York, producer of 
rayon and nylon yarns and fibers. 
He succeeds Kenneth N. Bacon, 
who joined the company’s agency, 
Anderson & Cairns, June 1 as ac- 
count executive on the American 
Enka account. 


H-R Names Two; Sets Move 


H-R_ Representatives, New 
York, tv-radio station representa- 
tive, has appointed Tom O’Dea 
and Louis F. Allen to its radio 
sales staff. Mr. O’Dea formerly 
was with Sullivan, Stauffer, Col- 
well & Bayles, and Mr. Allen 
was with ABC Radio. H-R Rep- 
resentatives and H-R Television 
will move their New York offices 
to 375 Park Ave. on Oct. 1. 


ACF Promotes Gaiennie 
L. Rene Gaiennie, who joined 


ACF Industries in 1957 as director|’Diners’ Club’ Boosts Mogel 
of industrial and public relations, Leonard Mogel has been pro- 


has been elected vp of industrial} moted from eastern advertising 
and public relations. He succeeds|manager of Diners’ Club Maga- 
Albert L. Kress, who remains a| zine, New York, to national ad- 
staff vp. vertising manager, a new post. 


You Bet We Set! 


Here Type Can Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


+ + tet 


hammers your message home : 


Rin. 


at an economy-figure comparable 
to the time-and-talent cost of o € 


Twenty sales-messages every week — rotated to reach a station’s 
entire daytime audience. That’s PURSE-SUASION, combining the 
persistence of saturation with the triple impact of sight plus sound 
plus motion—the impact only television can deliver. Advertisers have 
been quick to recognize and use this new selling tool. Check with your 
Blair-TV office now for the full story of PURSE-SUASION, the effec- 


tive way to hammer your sales message home. 


BLAIR-TV 


NEW YORK CHICAGO BOSTON DETROIT JACKSONVILLE ceantie tee 
. a - sno 
TEmpleton 8-5800 SUperior 7-2300 KEnmore 6-1472 WOodward 1-6030 Elgin 6-570 WOWLTY < Omaha 
ST, LOUIS DALLAS LOS ANGELES SAN FRANCISCO SEATTLE io < a 
CHestnut 1-5686 Riverside 1-4228 DUnkirk 1-381) YUkon 2-7068 MAin 3-6270 


Televison’s First Exclusive 
National Representative 


BLAIR-TV Represents: 
WABC-TV — New York 
WBKB — Chicago 

KTTV — Los Angeles 
WFIL-TV — Philadelphia 
WXYZ-TV — Detroit 
WHDH-TV — Boston 
KGO.-TV — San Francisco 

WIIC — Pittsburgh 

KTVI — St. Louis 

WEWS — Cleveland 

WJZ-TV — Baltimore 

KFJZ-TV — Dallas-Ft. Worth 
WNHC-TV — Hartford-New Haven 
KING-TV — Seattle-Tacoma 
WPRO-TV — Providence 

WCPO-TV — Cincinnati 

KGW-TV — Portland 

WDSU-TV — New Orleans 

WELA-TV — Tampa-St. Petersburg 
W-TEN — Albany-Schenectady-Troy * 
WBNS-TV — Columbus 

WMCT — Memphis 


*effective August 1, 1958 
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We'd like to find another way to measure a newspaper 


Here at The Times we've applied all the methods we know . 
all the yardsticks we’ve ever heard of. 

News and features? Quality of audience? Service to its commu- 
nity? The Times has led in these departments for more than 75 years. 

~ ‘Total circulation? The Times now leads the next Los Angeles 
newspaper by 128,000 on weekdays, 163,000 on Sunday. 

Total advertising linage? Total retail linage? The Times carries 


as much as the other three metropolitan newspapers combined. 


Department store? Classified? Financial? The Times carries more 
than the other three newspapers combined. 

The 114 Media Records linage classifications? The Times is first 
in 102 of them. 

If there is another yardstick media buyers use, we’d like to hear 
about it. 

We'd like to show you why The Times should be your first choice 
in Los Angeles no matter how you measure it. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 


din Nation 
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Long Copy Dead? Woolf Asks 


Bedell Comments on Puns 


People Are Simple: Borton 


Life in Storyboards: Pinson 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Total Marketing, Scientific Marketing .. . 


THE NATIONAL NEWSPAPER OF MARKETING 


How Creativity in Marketing Can Develop the Image 


That Counts: The Consumer Demand Image 


Seldom if ever has the philosophy and strategy of creative marketing 
been spelled out in such detail and with so much authority as was done by 
Remus A. Harris at the Third Communications Conference of the Art Directors 
Club of New York in April. Mr. Harris, now in charge of new products in the 
toilet goods division at Colgate-Palmolive, has a long grocery marketing 
background, including sales, advertising and editorial positions with Piggly 
Wiggly. Progressive Grocer, Biow Co., and Anderson, Clayton & Co. His ex- 
tremely thoughtful analysis of the marketing job which faces American com- 
panies today is presented here in nearly full text, although a fair amount of 
detail has been omitted. The material is copyright by Mr. Harris. 


By Remus A. Harris 
New Products Manager, Toilet Articles 
Division, Colgate-Palmolive Co. 


If we are to be creative marketers, then 
we must have a concise, working defini- 
tion of what marketing is. Here is my 
own definition: “As a practical business 
function, marketing is the total proce- 
dure of creating customers efficiently.” 

Why this definition of marketing, rath- 
er than one of the numerous definitions 
already available? Because, to my way 
of thinking, a market does not exist until 
a customer is created, that is, until con- 
sumer demand is developed and fulfilled. 
Profits result from creating customers ef- 
ficiently. 

When we understand marketing de- 
fined in this new way, we realize that an 
entire business enterprise is a marketing 
organization. 


s The end result of marketing (creating 
customers efficiently) is determined by a 
company’s ability to produce products 
that will meet all the needs and desires 
of prospective consumers, in order to 
make them customers. Since an entire 
business enterprise is a marketing organ- 
ization, now we see that: 

General Management is responsible for 
the administrative aspects of marketing; 
the controller’s department is responsible 
for the financial aspects of marketing. 

The manufacturing department is re- 
sponsible for the production aspects of 
marketing; the sales department is re- 
sponsible for the trade aspects of mar- 
keting. 

The marketing department is respon- 
sible for the consumer aspects of market- 
ing, and for working with all of the 
departments of the company to insure 
that consumer demand is created for and 
fulfilled by all company products, i.e., 
that customers are created efficiently. 


= In those organizations where the most 
effective marketing methods to date have 
been developed—Procter & Gamble and 
General Foods, for example—the mar- 
keting departments are set up with activ- 
ities organized into autonomous brand 
businesses. Each brand has its own brand 


group with its individuai brand manager 
who is responsible for business perform- 
ance (market standing and market 
share) and results (profits). 

Such an organizational structure serves 
to channel the forces of the entire busi- 
ness into the single-minded purpose of 
creating customers efficiently. 


= These organizations know that the 
consumer is Boss. They know it is their 
first job to find out what consumers need 
and want in their products—and then 
to produce brands that will meet these 
needs and desires. 

Result: innovation in brands, usually 
with “firsts” on the market. Brands that 
are on target with the consumer. Brands 
that rise to leadership in market stand- 
ing and market share. Brands that pro- 
duce adequate profit. 


Time Required to Judge Success 
or Failure in Test Markets 


TIME PERIOD % OF CASES 
Under 6 months 10 
6 to 12 months 10 
13 to 18 months 20 
19 to 24 months 20 
25 to 36 months 30 
37 to 48 months 10 


—Based on test market findings of A. C. 
Nielsen Co. 


In my own work I have found that 
there are six management characteristics 
essential for marketing success: 

One, true creativeness and an instinct 
for innovation. Two, a persistent urgent 
drive to compete. Three, a meticulous 
sense of timing. Four, the saintly pa- 
tience to plan carefully, test the plan, 
change it when tests so indicate, and re- 
test until the plan is right. Five, sound 
business judgment. Six, the vision for 
leadership. 


= No amount of marketing knowledge 
ean be substituted for these six funda- 
mental management characteristics. When 
a management has these six characteris- 
tics, its business surges forward even 
though the company is small. When a 
management does not have these six 


Remus A. Harris 


fundamental characteristics, its business 
founders. 

Those managements which have these 
six characteristics live by three rules: 
e Know the consumer. 


e Know the consumer’s needs and de- 
sires. 


e Create products that meet or exceed 
these needs and desires. 


Profits and leadership are the results of 
following these rules. 

We realize immediately that in mar- 
keting, our problem is to match the tech- 
nology of a business to its logical mar- 
kets. Therefore, if we are to create new 
products that are on target, we must 
visualize ways of doing this. So we ac- 
tually begin with this as our idea prob- 
lem. 

Comparison of the creative process 
with the techniques required to solve 
basic marketing problems indicates such 
a similarity in methods of approach that 
I have labeled these five steps the “Cre- 
ative Marketing Process.” 


= When we apply this creative market- 
ing process to products and brands, or to 
services and institutions, we re-learn 
what we already know: that markets are 
people, not places. We also re-discover 
that, like places, people differ. These dif- 
ferences can be sharply and clearly de- 
fined, classified and statistically docu- 
mented. 

Of course, we all know the only thing 
that makes people different is the way 
they think. So we’re stuck with the old 
and hackneyed truism that really “mar- 
kets are minds.” While Washington is 
concerned with outer space, we’re con- 
cerned with “inner space.” 


Seven Marketing Images 
Can Be Developed 


Because markets are minds, and the 
human mind functions by transferring 
reality into images and images back into 
reality, it is evident that imagery and 
symbolism are the keys that unlock the 
doors separating the minds of consumers 
from the idea—and action of purchasing 


our brand or service. 
Since the concepts of product and 
brand image were introduced into adver- 


, tising and marketing by Dr. Burleigh B. 


Gardner and Louis Cheskin in the late 
1940s, there has been much discussion of 
the image idea. Much of this discussion 
has been relevant and helpful and has 
resulted in constructive action. Some has 
been irrelevant and confused. 

When we eliminate all the frills, there 
are seven marketing images. Now, we 
say “marketing images’—but what we 
really mean is “consumer images of the 
elements with which marketing is con- 
cerned.” For these images actually exist 
as images of reality in the minds of con- 
sumers. ‘ 


= A corporate image is undoubtedly the 
most complex of all the marketing im- 
ages. It is the image of an individual 
corporation, such as General Motors or 
General Foods, created in the minds of 
consumers by total corporate advertising 
and public relations as well as by the 
company’s individual brand advertising, 
packaging, values and the consumer’s ac- 
tual knowledge and/or experience with 
the company’s brands or services. 

Many corporations actually have ex- 
tremely limited public images. Others 
have such sharply focused corporate im- 
ages that they play a direct and effective 
role in marketing company brands. This 
is certainly true of the corporate images 
of Kellogg and National Biscuit Co., as 
well as of Procter & Gamble or Ford Mo- 
tor Co. 

Still other corporate images are so 
complex and diffused that prominent use 
of the corporate name in marketing com- 
pany brands might hinder them. 


® An institutional image is almost, but 
not quite, as complex as a corporate im- 
age. But here the brand factor is elim- 
inated. 

An institutional image is the composite 
impression of a service organization or 
institution created in the minds of con- 
sumers by total organization advertising 
and public relations and known purpose 
of and/or experience with the organiza- 
tion or its services, 

For example, the First National City 
Bank has its own individual institutional 
image in the minds of consumers. It 
differs in kind from the institutional im- 
age that Bellevue Hospital, for instance, 
has established. Also the individual in- 
stitutional images of the Army and Navy 
differ in kind from that of the New York 
Stock Exchange or the Metropolitan Life 
Insurance Co. 


® As indicated previously, both corporate 
and institutional images are extremely 
complex. Being the images of individual 
companies and institutions, they often 
merge with the image of big business as 
a whole, or with small business, or with 
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important brands, or with America, God, 
Love, Mother, Dad or Wall St. 

A corporation or company should know, 
through consumer research, what its 
consumer image is—because in many 
cases a corporate image can vitally affect 
brand marketing areas. 


® Relatively simple are product images 
and brand images. 

A product image is the composite im- 
pression of a given product category cre- 
ated in the minds of consumers by total 
product-category advertising, packaging, 
value and known purpose of and/or ex- 
perience with product use. 

The product category of shortening, for 
example, has a product image. This is 
usually the image of a round can con- 
taining a pure vegetable product, with a 
dainty swirl on top, that is good for bak- 
ing cakes, pies and biscuits, for frying 
chicken and other cooking. 

Any given product category has a 
product image, and product images are 
directly related to brand images. 


s A brand image is the composite im- 
pression of an individual brand created 
in the minds of consumers by the brand’s 
advertising, packaging, value and prod- 
uct. 

The brand image of each individual 
brand is a distinct and separate image 
within a product category. 

For example, Crisco has one brand 
image in the shortening product category. 
Fluffo has another—entirely distinct and 
different. Spry, too, has its own unique 
brand image. 


= Any given brand has a brand image in 
the minds of consumers. Its image, how- 
ever, in the minds of its customers may 
be entirely different from its image in 
the minds of non-customer consumers 
who use other brands in the same prod- 
uct category. To illustrate this, let’s take 
the salad and cooking oil category. 

Wesson Oil has a sharply focused 
brand image with strong demand. Mazo- 
la has a sharply focused brand image 
with strong demand in many areas, but 
an entirely different image with much 
less demand in other areas. 

Kraft oil has an entirely different kind 
of brand image, related to its association 
with the Kraft brand line image, and the 
Kraft Foods corporate image. The brand 
image of Kraft oil, because of its brand 
line association, is a somewhat diffused 
image. 

The brand image of Dexola oil, the 
A&P brand, is of still another type—re- 
lated directly to Dexo shortening, as well 
as to other A&P brands and A&P’s own 
corporate image. 


® As we have recognized in the Kraft oil 
brand image example, a brand image 
can be directly related to a brand-line 
image. A brand-line image is the com- 
posite impression of an individual brand 
line created in the minds of consumers 
by total brand-line advertising, packag- 
ing, values and products. 

There are three general types of 
brand-line images: (a) the type estab- 
lished by a brand line of related products 
such as Campbell soups; (b) the type 
established by a brand line of unrelated 
products in a general product classifica- 
tion, such as the Palmolive line of men’s 
toilet articles, and Palmolive soap; and 
(c) the type established by a brand line 
of unrelated products in unrelated clas- 
sifications, such as the Kraft brand line 
image. 


@ When the same brand name is used 
for numerous products in varied and un- 
related categories the brand name in and 
of itself begins to develop diffused mean- 
ings. 

This can create what I have termed a 
diffused image. As an example, when 
you hear the name Borden’s, you prob- 
ably see an image of Elsie the cow and 
her family, or of a family of dairy prod- 
ucts. 

When you hear the brand name “Max- 


well House,” you most likely see an 
image of coffee. Borden’s doesn’t relate 
to coffee with the same force as Maxwell 
House. Yet there is a Borden’s coffee on 
the market with broad distribution. In 
my judgment, Borden’s coffee has a dif- 
fused image caused by the association of 
the Borden name with other, unrelated 
products and with Elsie the Cow. 


® There are many diffused images in 
numerous product categories, and most of 
them are caused by the misuse of brand 
names or brand line names. However, 
diffused images are also caused by other 
factors, for example: 


e Changing a brand’s advertising theme 
too often. 


e Changing a brand’s media pattern too 
often. 

The marketing images discussed up 
to this point are all familiar. However, the 
image that creative marketing seeks to 
establish for a brand or a brand line, or 
even for service organizations is a sharp- 
er, more deeply etched image—an image 
that once created in the minds of con- 
sumers will set off the psychological 
trigger-action of a purchase and impel 
consumers to become customers. I call it 
the consumer demand image. 


® The concept of the demand image 
came as the end result of a search for a 
determinant idea in marketing—the one 
idea that would sharply focus all the re- 
lated activities of marketing. This idea, 
or concept, isolated and defined, should 
be helpful in planning new products, re- 
evaluating established products, re-es- 
tablishing declining brands, selecting 
brand names, planning and executing 
packaging, pricing, advertising, promo- 
tion, publicity, selling to the trade, and 
merchandising. It would be of depend- 
able value in truly integrating all the 
consumer functions of marketing. 

Summed up, this determinant idea 
would be the vital force for successful 
marketing. 


s The real goal of creative marketing is 
to achieve the strongest possible consum- 
er demand and fulfill it, efficiently (prof- 
itably). To do this, a brand needs more 
than a brand image. It must achieve a 
consumer demand image. 

What is a demand image? Demand im- 
plies action. The action it implies is 
compelled purchase. 


® A Demand Image is the composite im- 
pression of an individual brand’s superi- 
ority in fulfilling consummate needs and 
desires, known and expressed as well as 
unarticulated, created in the minds of 
consumers by advertising, packaging, 
value and product with sufficient force 
to compel initial and continuing purchase 
of the brand. 

The definition of the demand image 
given here for a brand can also be ap- 
plied to a brand line, to a service organi- 
zation, or to an institution. 


s In the context of this definition: 


e Advertising includes promotion, pub- 
licity, word-of-mouth. 


e Packaging includes the package, label, 
design, and also design of product where 
no package is involved, as in automobiles, 
fashions or jewelry, for example. 


e Value is the price of the product in 
relation to its advertising, its packaging, 
the product performance and appearance, 
and the comparison of these to competi- 
tion. 


e Product includes the brand name, ap- 
pearance in the package and in use, per- 
formance in use and in end result. 


e The demand image must come out of 
the product itself and must be communi- 
cated into the minds of consumers by: 
advertising, brand name, packaging, value, 
product (appearance, performance, end 
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result). 


® Therefore, the demand image involves 
the entire purchase proposition: prod- 
uct, brand name, price, packaging, mer- 
chandising, promotion, publicity and ad- 
vertising, for it is the demand image cre- 
ated in the minds of consumers by the 
totality of these forces that sets off the 
psyc’sological trigger-action of a purchase 
and impels the consumer to become a 
customer. 

A true demand image makes a cus- 
tomer feel that she would be accepting 
something less than the best if she pur- 
chased another brand. 

Every brand’s brand image partly 
meshes with what its demand image 
should be, unless it is an abject failure. 
When a brand image meshes perfectly 
with what the demand image should be 
—it is more than a brand image. It is a 
true demand image. 


= But why is the demand image the vital 
force for successful creative marketing? 

The consumer process of purchase— 
the way that people buy—makes the de- 
mand image the vital force for successful 
marketing. 

Remember, there is no one at all be- 
tween the manufacturer of a mass mar- 
ket brand and the consumer who shops 
with self-service habits and attitudes. 
This sophisticated consumer is reachable 
only by advertising, publicity, promotion 
and our brand’s package at point of 
purchase. 

* * * 


= Let’s go through this process of pur- 
chase imposed by self-service itself, and 
by the consumer habits and attitudes de- 
veloped as a result of shopping this way: 

First, the consumer sees or hears the 
advertising for a brand, or she reads about 
it in a publicity article, or she hears 
about it from a friend. 

Of course, it often happens that the con- 
sumer first knows about a brand when 
she sees the package on shelf or on dis- 
play—although in this analysis we have 
made it the second step in the process. 
At this time, the consumer also sees the 
price of the brand (or asks what it is, if 
at all interested). 

Then, she purchases the brand. Now 
most people would believe that the proc- 
ess of purchase stops here. But we know 
it doesn’t. 

Because after the consumer has pur- 
chased the brand, she tries it. And then, 
she either becomes a customer, or not. 


What Happens in the 
Process of Purchase 


But let’s go deeper into this process of 
purchase. What really happens at each 
stage? 

In the first stage, the consumer sees 
or hears the advertising for a brand. (Or 
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reads about it in publicity, or hears about 
it through word of mouth.) At this stage 
a mental image of the brand begins for- 
mation. So we can say: 

The advertising is the brand to the 
consumer, at this stage, until she 
sees the brand package at point of 
purchase. In other words, advertis- 
ing communicates the image of the 
brand’s reality. 

This fact gives us a rule for the meas- 
urement of the effectiveness or ineffec- 
tiveness of advertising. 

Advertising is effective, or ineffective 
in direct ratio to its ability to communi- 
cate the image of a brand’s reality and 
enhance its superiority in fulfilling the 
consummate needs and desires of the 
consumer, known and expressed as well 
as unarticulated, with sufficient force to 
compel purchase. 


s We note here that advertising must 
both (a) communicate the image of the 
brand’s reality and (b) enhance the 
brand’s superiority in fulfilling the needs 
and desires of consumers for this type 
of product—with sufficient force to com- 
pel purchase. 

This demonstrates that the advertis- 
ing for a brand must come directly out of 
that brand’s own characteristics. It in- 
dicates the tremendous responsibility 
resting upon the art director to use the 
proper kinds of illustrative techniques 
and layouts—to communicate the vision 
of the brand’s reality, to make the brand 
and its inherent product characteristics 
come alive for the consumer. 

It demonstrates the copywriter’s re- 
sponsibility to symbolize the brand and 
its product characteristics in words that 
will help the pictures convey the brand’s 
reality and its superiority in fulfilling 
consumer needs and desires. 

It pinpoints the need for emotional ap- 
peals that will enhance the brand’s per- 
formance and quality characteristics . . . 


= At the second stage, the consumer sees 
the brand package on shelf or on display 
(we hope). 

Many efficient and accurate research 
studies indicate conclusively that con- 
sumers spend very little time in making 
shopping decisions. Such decisions are 
made in seconds, not minutes. 

The package is the brand to the con- 
sumer at the point of purchase until she 
is induced to purchase and try what is 
contained in the package. 

In other words: The package is the 
image of the brand’s reality in the mind 
of the consumer, until she tries the 
brand. This gives us a rule for the meas- 
urement of the effectiveness or ineffec- 
tiveness of the package. 


= The package is effective or ineffective 
in direct ratio to its ability to enhance 
the brand’s superiority in fulfilling the 
consummate needs and desires of the 
consumer, known and expressed as well 
as unarticulated, through its physical 
properties, color, imagery and design 
with sufficient force to compel purchase. 

Through motivation research and 
through package testing, the effectiveness 
of a brand’s package can be positively 
blueprinted. Ordinary opinion research 
does not efficiently measure packaging 
preferences or package designs. 

Dr. Ernest Dichter says, “Aside from 
the product itself, the most personal con- 
tact a manufacturer has with his cus- 
tomer today is the package that contains 
his product. It must replace the living, 
breathing salesman as a vital link be- 
tween the manufacturer and consumer.” 


@ In the third stage of the process of 
purchase, the consumer sees the price 
of the brand. Until the first purchase, the 
price is a symbol of value to the con- 
sumer in direct relationship to the 
brand’s advertising and packaging and in 
comparison to all competition. 

The price is an effective or ineffective 
symbol of value in direct ratio to its 
ability to communicate a positive value 
in relation to the brand’s superiority 
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The A.M.A. NEWS covers the medical community with: e a basic readership of 210,700 physicians 
e abonus audience of hospital administrators, allied medical professionals, pharmaceutical industry ex- 
ecutives, families and friends e an American Medical Association publication that accepts NO adver- 
tisements that include claims pertaining to the health of people e a physician audience that represents 
a combined annual income of over 3-1/3 BILLION DOLLARS. The physician is truly a ‘“‘man in motion.” 
With professional duties that keep him on the go most of the day and night, the doctor has little time for 
TV, radio, or reading outside of his own profession. The A.M.A. NEWS is designed to fill his need for 
news pertinent to the medical community. It will present the news as the doctors want to read it—concise, 
loaded with facts, giving the medical angles, and conveniently located in one publication. All the editorial 
material and ads are directed to the physician as an individual. Consequently, the A.M.A. NEWS is the 
best way to stop the ‘‘man in motion”’ and sell him as a consumer. x 


tHe AMA NEWS... published by The American Medical Association 
535 North Dearborn Street, Chicago 10, Illinois 
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in fulfilling the consummate needs and 
desires of the consumer, known and ex- 
pressed as well as unarticulated, with 
sufficient force to compel purchase. 


® At the fourth stage in the consumer 
process of purchase, the consumer pur- 
chases the brand. At this stage, the 
brand has become an appealing adver- 
tising and packaging image and the price 
has been judged a positive value in rela- 
tion to the advertising, packaging and 
value symbol (price) in direct compari- 
son to all competition. The brand is 
“worth a trial.” 


s At the fifth stage, the consumer tries 
the product. At the time of trial, the 
brand as an image becomes the product 
as a reality for the first time. As the 
brand is tried, the combined impression 
made by the advertising, packaging and 
value symbol are transferred to the prod- 
uct itself and influence the consumer's 
judgment of its appearance, use and per- 
formance. 


s At the last stage, the consumer be- 
comes a customer—or she does not. She 
only becomes a customer when the total 
entity of the brand—the product, value, 
package and advertising—satisfies her 
needs and wants, known and expressed 
as well as unarticulated, better in some 
way than they are being or can be satis- 
fied by competition. 
J + & 

The six stages in this process-of-pur- 
chase are also the six stages whereby 
the consumer transfers imagery into 
reality. It clearly indicates that, under 
the conditions imposed by self-service 
shopping habits and attitudes, a brand 
must be equipped to develop a positive 
psychological relationship that will make 
consumers want to buy for the first time 
and keep coming back for more—with- 
out switching brands. 

These factors make the demand image 
—and its full realization in advertising, 
packaging, value, brand name and prod- 
uct—the vital force for successful mar- 
keting. 


Building the Demand Image 


Essentially, to build a demand image 
for a brand, we must follow the outline 
for the creative marketing process. 

First we must ask and answer this 
basic question: “Should the company 
launch a brand in this particular product 
category?” If, after careful analysis, the 
answer is “Yes,” then we must success- 
fully answer the second basic question: 
“What specific attributes should the 
brand have in order to be the strongest 
possible entry into this product cate- 
gory?” 

This single question is complex. To 
answer it, we must answer six additional 
questions, each one opening up its own 
full area of research: 

e 1. What should the product be? 

e 2. What should its brand name be? 
e 3. What should its packaging be? 
e 4. What should its value be? 


e 5. What should its advertising and 
promotion be? 

e 6. What should the distribution pat- 
tern be? 


= Obviously, answering these questions 
involves all the consumer aspects of mar- 
keting, integrated into a compreiensive 
and functioning program. We must: 

e 1. Gather the facts through research. 
e 2. Analyze and synthesize the facts 
into plans, 

e 3. Pretest the elements of the plan 
through additional research, and market 
test the final pre-tested plan. 

e 4. Commercialize the new product 
through full-scale marketing. 


= What research is required to build a 
demand image? Some intuitive geniuses, 
like E. B. Weiss, probably would need 


none at all. However, the creative use of 
thorough, sound research can solve mar- 
keting problems. 

There is.much investigation today that 
is labeled “research.” But the kind of 
studies I am discussing can be conducted 
only by sound, reliable research or- 
ganizations. Properly conducted, properly 
interpreted research will help us create 
the great marketing programs of the 
future. For what is past is the “horse 
and buggy days” of marketing .. . 

Of course, the best research conducted 
by the finest research organizations, giv- 
ing us the answers to all the questions, 
is of no earthly value until it is properly 
analyzed and interpreted from a market- 
ing viewpoint. Not from a research view- 
point, but from a marketing viewpoint. 


= And proper analysis and interpretation 
are of no earthly value unless synthesized 
into workable operating plans. 

Thus, our next step in the creative 
marketing process is synthesis, or plan- 
ning. This planning consists of writing 
the basic strategies for a brand: 

e 1. The marketing strategy should set 
forth all the important marketing facts 
relating to the brand, its marketing op- 
portunities, problems to be overcome, and 
the basic strategy required to solve the 
problems involved and capitalize on the 
existing opportunities. The documenta- 
tion of the brand marketing strategy 
should be as complete as necessary to 
make it the basic brand marketing foun- 
dation. 

e 2. The brand name strategy should 
set forth the objectives to be achieved in 
the selection of a brand name that will 
be memorable and descriptive of the 
product, its inherent values and per- 
formance characteristics. 

e 3. The packaging strategy should con- 
tain, in addition to necessary technical 
and cost information, the purposes the 
container, label, closure and other packag- 
ing elements are to achieve in enhancing 
the product’s performance characteristics, 
brand name, value and advertising. 

e 4. The pricing strategy should estab- 
lish the optimum price for the brand to 
achieve its optimum volume levels at 
maximum profitability. Long term strat- 
egy should be based upon test market 
facts. 

e 5. The advertising strategy should re- 
late the advertising objectives of the 
brand to its marketing strategy, based 
upon product performance, packaging, 
and price, its primary market, and its 
opportunities, competitively, by usage, by 
geographic regions and by economic 
groups. The documentation of the brand 
advertising strategy should be as com- 
plete as necessary to make it the basic 
advertising guide for the brand. 

e 6. The copy strategy should relate the 
copy objectives of the brand to its basic 
advertising and marketing opportunities 
and explain how the copy objectives will 
be achieved in each usage category and 
advertising medium. 

(a) The copy plan relates what is to 

be said in advertising copy to the ob- 

jectives set forth in the copy strategy. 

(b) Proof of claims statements pro- 

vide technical, research and legal evi- 

dence to support what is said in adver- 

tising. 
e 7. The media strategy should relate 
the objectives of the brand’s use of each 
advertising medium to its marketing, ad- 
vertising and copy strategies, and state 
how each medium will be used to ac- 
complish these objectives. 
e 8. The sales promotion strategy should 
define the objectives that sales promo- 
tion is to achieve in relation to the mar- 
keting, advertising, copy and media strat- 
egies—and in relation to volume and 
profit objectives. 
e 9. The selling strategy should relate 
consumer and trade sales objectives to 
the brand’s marketing, advertising and 
sales promotion strategies and to volume 
objectives and define how trade selling 
of this volume is to be achieved by sales 
regions. 


Advertising Age, July 21, 1958 


The Creative Man’‘s Corner... 
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This MiamésHavana link - using radio equipment de 
signed by ITeT ~~ regarded as the outstanding radio 
nm ihe year hina 


but bundreds of rons 
that world-wide live TV is fast on the way 
A revetutionary new system 

Some day you'll be tuning in London -or Tokyo-or Rome 
~or Rie. Not not on Lape 
n 


« 
lt recalls 


another important (first the 
for ITaT in microwave radio. 27 years — ciestros 


ago, ITeT engineers beamed the first Spore: 


not on tape—but live.” 


LIVE TV—FROM OVER THE SEA—IS HERE 


This IT&T ad undoubtedly calls to attention the early stages of an important 
development in television transmission—a means whereby the signal can be 
bent over the horizon and not lost in limitless space. As the copy says, some 
day we shall be “tuning in London—or Tokyo—or Rome—or Rio. Not on film, 


At the moment, however, the bright here-and-now prospect which the head- 
line offers is a little misleading. “Over the sea,” as far as we are concerned, 
means over the broad Atlantic or over the still broader Pacific. It does not 
mean, as we discover when we get into the ad, simply across the minor distance 
that separates Florida and Cuba. We have been to Cuba and when we went we 
did not tell our friends we were going “overseas.” If we had we are quite sure 
they would have expected cards from London, Paris and Rome. Or, if we had 
been specific and said we were going to Cuba, they would undoubtedly have 
said, “Oh—we thought you meant you were going to Europe.” 


We are confident that what IT&T has done in beaming television even over 
the 200-mile stretch between Miami and Havana represents a sizable achieve- 
ment. But the all-too-addy stretch of the implied distance in the headline not 
only causes disappointment when you learn it doesn’t mean you can now tune 
in tv from London but is hardly in character with an advertisement devoted 
to a scientific doing. We hate to be hypercritical, but we feel this one lack of 
restraint ruins an otherwise interesting and important ad. # 


microwave signal across the Enginh Channel by line ow 
and ushered in a new age in communications But 


One of many 1TAT contribations 
Thus ITaT makes another far-reaching contribution to tele 
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the-sea entertainment .. news 
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e 10. The merchandising strategy should 
define the objectives merchandising is to 
achieve in relation to marketing, adver- 
tising, sales promotion and to channels 
of distribution, price structure and vol- 
ume objectives. 


s The strategies should all be carefully 
prepared documents—so thorough, in 
fact, that a new group of marketing peo- 
ple, entirely unfamiliar with the brand, 
could read the strategies carefully and 
take up operations on the brand at any 
point. 

Now, you may be thinking, “This is 
idealistic—theoretical stuff.” However, 
the best managed companies, the com- 
panies that know the importance of crea- 
tive marketing, insist upon written mar- 
keting plans. And they are correct in do- 
ing this. The very fact of writing plans 
forces us to think facts and problems 
through. As we all know, most problems 
resolve themselves when they are care- 
fully stated in writing. 


Applying the Strategies 
After the basic strategies are written, 


we're ready to apply them to national 
advertising and promotion plans—and, 
then, apply the national plans to test 
market areas, through test market ad- 
vertising and promotion plans, so that we 
are able to make both national and test 
market payout analyses... 

The figures in the accompanying table 
(on Page 61) should remind us that cau- 
tion in judging test market success or fail- 
ure is required at all times. A brand can 
sometimes look extremely hot at the be- 
ginning of a test and then go as cold as 
the night side of the moon. 


After the Test Stage... 
Selling and Keeping Sold 

When our brand is successful in test 
markets, we are at last ready to com- 
mercialize it. So we: 
e 1. Plan national expansion. 
e 2. Execute national expansion. 
e 3. Re-introduce weak areas. 
e 4. Test saturation plans to determine 
maximum volume the brand can achieve, 
and, of course, 
e 5. Test improvements in the product, 
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Left, Mr. Henry Z. Steinway: right, Mr. Rudolph W. Freimuth, General Sales Manager 


| “Wherever Stemway is sold— 


| sttearetertasteteriungren House Beautiful is read” 


: “I am sure that you will be happy to know that this year Steinway is 
a again advertising in House Beautiful. Even though our advertising has 
appeared in your magazine for many years, this decision was not 
made lightly. 


“First, we made a survey. We wanted to know what magazines our 
i customers and prospects read. The results helped us to determine our 
current advertising schedule. 


“Our survey showed that House Beautiful is read where the Steinway 
is sold. 


“During the preceding year, more Steinway purchasers read 

House Beautiful than any other shelter magazine mentioned. Furthermore, 
we found these people to be an active, educated, high income group with 
pride in their homes and their surroundings. We believe your magazine 
provides the appropriate setting for our advertising, reaches the right 
prospects for our pianos, and gives readers a selective editorial content 

in keeping with our selling strategy. 


“We are happy to be with you again this year and look forward to 
continuing a successful relationship in the years to come.” 


President of Steinway & Sons 


Few advertising decisions are made lightly these days. It’s time for 
thoughtful examination of changing market conditions, changing 
profit structures. More and more advertisers, like Steinway & Sons, 
are carefully researching these shifting market trends. We know, 
because so many of them tell us that’s the reason they put 

House Beautiful on their schedules. 


Make your own market study. Consider your best customer market 
—your biggest profit opportunity. And consider House Beautiful’s 
audience of 700,000 families . . . over 344 million readers .. . 


median income $10,000. We think you'll find, as Mr. Steinway does, 
that House Beautiful is read where your products are sold. 


The one magazine that sells both sides of the counter... 


[house beauliful 


A Hearst Key Magazine vA 572 Madison Avenue, New York, N.Y. 


ag cee ec ir ¢ Beals ad +e 3 emer . ees ee . 
eo aoe , ea ae aha ee Ss Bias FOE: eee ae nT ae ‘ ee aa 
ens , go Ne s a Pee ie ? : =e a 

‘ wet ’ 
; me Ae 
| ee 
: 7 S : 5 Be i 
« a ae" = i | e 
‘ > “il ‘aa 
: I ; , ‘af Ve * se hie: per x f : 
4 fd —" oa q . b., z _ Hf . = 
j ; . oe ¥ ~ 2 Py ie. i 4 ea 3 
t : j E ele ? Be oh Rie Bi ee § : 4 
. } ia wine S eos : , ’ : ¥ a | u - =e Fg spt 
: pg ’ re a 1 ~~ - . 
f : eon gona ? oe - : i we - ss we. ‘= Beck j ‘ A 0% ; 
| Dr ap aa ; eos 3 ae = aaltatae oes? Hers: es, Pani oa ae es, Be . : so en ee j Be i By 3 : ‘ ik oe ae 
PA iene sate : PE Hs aod SY cae at Aaa! BLY "eee : ge : Poa eee ee : Sr gee Oe! 4 Re Bee a es ‘s Sons 
vaciiiediii Bi i : ee ‘ i z fo ae ek ee ee = : ae |< 2 Ferre eas 
- aa 2 a aa 1 ie oe ages BG a ice ing Gee ee a . ae = a y “4 ; Heyes: el ae ; Bee oh, 
wanpens Pies be ee ee Peg ee Sree e ey <9 ; <n > lesen coal ees. aiid oe ie cs ; ‘ fy Bees, 
icant ees whe ke ers Li Ae ; , Phe c= se ape y zg te \ ee : > nega ioe Bes oo : Fines Bins faite ees be Bit ee ae se a ene ah 
ahaa 9st ie tae 1p masngeentys eka a a eee a: Sega, Seay eae ang . Pe O23) ee “Ties * . Lt a 5 z (i * it 
tg 4 ee eet ee ta a a3 ee sf i ase: “ce “gear Aap ge a ier ‘ isa bel oti pn F Citcacon,.. pens ws nenm ee “~ oe % i + ae ee ¢ Gy = eft ae oe pale ok: ics top ea | ie 
3 7. et re ee ee oe eee 2 7. oe ee ee Mie 
’ Re SP ee i eg ee ict” a ee ee eee SC ee ae a ee * Bey Seria ie: ‘ Se eee ae ne a 
3 ; ee Poe eee eee Ae adn ee ee Se a ae at ea atetar - % } ees Siem Kae” Pose Bie 
F a ae Sine i Megas Se PR ot cay ri Mas eee ae Ba ¥ Aes : Pf a” fe OE abe > & ae ‘ot een ye eae ta ¥ S 
. > > * ee me det RG Se cea SRE ee Oe ee a ee = ee alee +B ae % 
E e Ph ee aia Sees ik So ot ea el i ie:  - . Serna ay reer a aan ee: ' ; Mi rea C2 Sn Bes 27 Sal ok Pee 
a - 4 7k ee se Tae np phil te AT re ge 5, tr ora 5 eng oe eke Sooke eae ee Fee a eee las ate eek ae aS ae +2 idee ae a ¥ eee an 
s ' Fag: © OS Saag Pm cosy oe, 2) ely ee CO i en ee Me oN las ee 2 Se eS a ee Fee ee ee : dies 
a : a z oe ie Duby emer ne Weert RRS. a as Ae neo: “SON aedlinfe Pat atin Geos. eee = ares ‘ tee Se spe aan  emsanmat Sica righ ule oS) “Socal ie era 
ce Be a Shee ae ¢ Sod ge ei) ei: OM in wee ca shat: ORE ed fae i. en nan eetiea = es 2 ce Saar ie enema.) ER poeta pS ae eel ES ape ta 
. PO Oc eee ee ee ee ke | Pe ee a ie erg 
ae i i 3. ach rea aetna aa i Beer est ee tae — Re ee a ees cle 4 aoe ete ‘ 4 fie aoe . Pe ie i ; pie ety Saheer. 
a im FG eS Pee cl ee aS Bee ee 5 as 
=a = ia . PANG AS ROI eee eas ae . pas “is : ES Seay iad, Br oe eae eo) oli 3 as - bet le iinet oh ee 5 ee ete Sap ae 
a te. (cc Sane ope ae ger Pere. ae cae Bye Pea ae ee ES oe OF i aaa cs Cala” ee TE Mla agge 
i Som ; nm Ga Cares. oF Ty Zale ag: ‘Sad ep a Rs Sah AON Bre el it? eee ae: victor eek) on : less, bhai es gaa Nees 
j fa = es ye ey 4 emi eee Ie oe ee ae em Se ae... < Bc ee a Se “ ’ 2s gat 4 he ge ere eee ii oe 
{ Soe, | 2 kat SS ON eres Ngee ee hag || aa ae ma ee, ae noo i cae nee 
i le ey. ee Lic : $ — yk oa ’ ae, e * ear : rains a ok peasy Br oat 7 rt oa 
= j 3 “ m | Sa SOR Re ah aoe ‘ae ei ey ie . : 4 ne: ~s Brae i sei ® 
i ; = > 2 get elas i ci va t y a . ’ Fr ks . . pac Lage ee _ Si a ae 
#5 t a ieee ae i cee fail kaon aye hhye eat? ae TORT j ; Ey , .% \ lt 4 es, : hi : : mie: 
. eRe aA, any as? 32 Dye ee > a te ae eae : ess s ; <3 5 r we: ‘ ; - “a rs ae 
: is F Pi oe orig Shi ets ae a. ‘ 7 ee ee fe Bia i Har eee tN ; ; a pe, i ag Te ar ne Pree. 
i ae Mame age ge wa oe “— : a : ay ape i nacre tale 5 % % Z 2 Me ciate: hy ag i es a Geese 
ee yd - LSE ye Ee. ae, | | by x ee Ne RR aes aie ae ~ \ +) ye! 2 Ey a Pe ae gS aed ot Sa aes 
as eee ere | patabegt , . Bones Cae Le oa gaan woe 5 { iat oa nae sie ey aaa 
be ; Lame + ee oe ee Ae. ares Ss meh — 2S eek : : ie - SAY & a oe i ey i ast ay Aid soe Saami 
{ eee Ee So Sa aa a SRT RE Oe ee eee Ae | en enh & Pe fer “yas ae re ales 
: mo A: Bess See Mae, Png Aa oae : a - ee, a ee ae iki ne ay Sh ey a+. % ge ae i BNE RY San a Roe 8 a 
ie, Swale we» ae ee . . > ee ey ees 
: ‘ eee et ila Mot a canes ee ei, ena eee ~ ea Sit 3 SSCA st * pe ae . a. | 7d nS i Re ee ee ee - ee 
ae ae: eel RS OS ss oe os ee ee ’ ry oe, |, Re wee . 

= ae SRS Ra eee Aa ORS (a a ban, Ti Do ae . 4 So! a ars hiaes Sg 4 
: age Te Paes ig Sia alae: BF set at eer ae ne, a ety. Si . _ oe. 1 ae, SS :. ae SO a eae ee my 
: ‘ eee Reo ap i nee, Raed, + puede ie < ac eae Mac . ; 5 ee a — AEE oY ka ae are eter aes a 

: ee oo en me ren ta ae wa Braye: ere oh niet Bi he 4 48 + . , tile Tete af Te ae a id's 
‘ oe Went ee Rs - PR ala on A= a 2 rm ist feter; Bit, aS Sy ee ener e mage kone aie 7 4 ae a roe Seat dads 
{ a ie ees ee a4 ee “9 : ER ace tere “a Bo a = x % a Phau “5 0 SNES! F a: SPOS a Sa 
ak K re ame Bi i ee aE ee ee “A: 2 rE sa i eee Dare - 2 Mere va es tae a genet ee nti Soe lg i aaa 
am eee Re ee fede i et Ne Se ae ae : ; _. Ayes 7 sae — « fa a: Tet ge 
ee ae ey fe ae Sa a Re net TE een . +4 ie” weer ae sy Spit Ne ee gies rece ees 
ra t i . Ga : a palate oe ‘ A Sei Te “ee i RLS ee . \ ee ee eget : aes Lon ey : ; cies 
ey q ica Tae Phas cee." aN er a, u = Paha iat cea tes. te hae : AO ie a rte % elle vi 
‘ | ee ee ey aes, Bp ee Te Pee Reel one See Ee = gen ae £3 Aen ne oe aaa 
: 4 Se: er ee EN ¢. ae High e Sch a Se imams eee ae it Outs oat ie eee mn? | ae . a ae eer: 2 ee = (stale KI Bake pia si he ae 
ee a ke Me ee a re ee eee SA A Ae Ae ea “ ee fee wee Sate ee Pees ame fame = 
ae id ee es. < . Sea aaa i = 
: Sieh Lge ae ee ae eMC eT! eee as Page? oni oe UN. Silas Game i ete tear a eo ‘ are al i ae eas j Sees ae 
a ' a Ss. 9.51 2 ata ree ae eee a oe ec me: a Ry eis ae . i = ‘ ‘\ ‘aes ne ist : Tae oe ge eee” oct 
zi ‘ cede ae a Ngee me F peeibigaliok dln nen 1 WPS eigen aS Bh aft ae ROM ee y ; d cs 4 aT a” Oe 4 ; — arias NS fasts pile 
y. ie se Weer adie Sa Ram i. gr Ge Sa es le oe RI ea, Sa Si Ra iat ee i aan Pie or, aan is : Fi eee of Ce ikea Cai sateen d CO Fi 
ia fers ne ern g og Marre ey OPS Si Sh iano: Na <a Trae ge Sh wight ee ” Sura eee ys co is, 
pei ea tat poate se a, Pe Merona Maer pee 3D: Se ge oe oN OO ae eto) Sa” ae a tae ey Td °c iy SNE i ai PRES 3 at bid “ pee ie eee ae hy ee 
oe ies Peetu AE RE Se wen i mee oa a Nae “git eek SIRS aula ae ats) 8 Bois, Se yee Pane at ‘> Cee Be : 5 ee baa abies on ent ee tee feeb 
* ie: ARR E ry 240. Oe ae LP lag IR EEE Teena UT a: Sea emer a, hee ag eee Bide ia ae Beane Boy et iets 4 = a ee pete hee ¢ 2% 
ae id! og, apres i Boe. Prat Rye gol tees eS pide An. Set oS Mga io tee SE it areca Po De: Fis pi Sn : an Aili Sie aly ie et i ae 
#4 hea ag acai FP ee 8 IE RO OR ee ie ea ae Pee ot i ae A ees Wake eae ieee glia OS ho eee etek tan cg eee BRE ae en See ie Ue Sighs 
: { ee Sec a re me, TAR ON og ee a en Pie ea Pe ig inne ‘Ap teed 7” ‘ ifs at us = eS aa Seen ae ae abe es oe pe aie mek gn Maiyah See “ees 
Be ia ee he nee caer 1 ae as Sees ae es eee eg ett ed ee cs Pe es a fy Se aes ie ‘ing ea Sh Ss 
a ne MM See AGL ate bape FEO tee oe aorta tugs ae fa OS tag. 9s Br es RE Nye Wee is Sa wat et Cae eee Sea 

Boi 3. 3 6 ee eee ony re we RRB a 7 Da inalie emi Sk gts oe esis eer A Be ae Tes cor : OE SRA se ee aes 
fe Fey ages eg ee ek er ere (jes ee ere ree cos er eee SM Se Eee ai gi $i, REBEL 
: f EMO ear SS S28 SE ACTS ee Ae Ee Ee ey eS eam 8) RM ee he ee, any kc Oe Ele in on Fo eee - 
2 = Mi Met SO Ree io td ean ees “ a ad Wee ina” Pn ee ee) ae wate ' oy) Seek i a sd Tee 5 ST Ps daa a a eo eee 
c Dane Basal let eens pare Bi 1 RR GN sa MS he ame a eee ee 0) 5 Sale a _ Oo tai oll Baas i diene Doh 
a ig Sa au ot ee ee tel aay Ramee a oe er eck oe Oa a ieee Ae aa } we > =f. oe r i “s . om "es ' Nias ces 
Wem ike iy ea a ie Ds Re et ae een itamene geen to Sai ie Bey ead = ‘ew ie ee ; pik ee 
"7 { Te . Te Se San ee wn este Dra, Eee FS eras ee ee Ae iets. cee iy a Ee hee 4 : “ae eee aa PR EE a, - E ees ae 

* * ig . Be sd ie d Lo an eS ' ; OEE neem : ee 4 Vet sa? = " 1 ee oe 
a ; he f <i ae tees gic pea pete te arta? a hes Ss 2! aa ich ° . “s i 
a SABRE » SBR ete Baie: se MMC bi cu oP 5 —— ; gi oa ee a 4 ee = rae : Bis 
; i : Pe) ie een rahe ee : ee fe : ee 4 Se t vi Ca ee iE: , x a wigll ets 
4 =, og hos Se NA Me es Flee ile Re ie = 4 . . ‘ e 4 ig gh tein) 
Oi te ae a ee 5 cet ne Ee wr eo b ee es! ae e Beas ‘*' ey “i “ead * noch 2 ot Be dees 
“4 = han ae ad f is ot j aac Se aa clube Sips ene aaa Nes ed Wits ae Vy or) Cane ear ay Tne 2 oe wae ise nis ". x Peek aia oaplear cyceety 
eo ih - ‘ Sava + pai ela ean. pitas ete Sel peg Nery we ak 8 er ae , pS cares eae ; : e, Ee sah ier on La ae aa PERE De® 
a: . m * 5 ORE ee, Sie a cee os ak a Mi rae Sa am eee a eS TE 9 NS CS a : fe oe : > ms ete ee ees 
a : Ml PPI CCL 1a) se mee Ades oe ee 5 eee ES ae oh SiS kee Re Bs aa RM ee Ye gE aig a 
{ » Sears peal ai, 2ST Se a eg ROM eee vo, sea F a ie eee, ee = Cee Sey Be gol as vane as roles pier pr sia 
- Se ees ee ee 2s RAT AMI 4 cae ger 
{ . Yara rages eet leo’. | Sal ae ae i 155 VOR nei gue ee ere eee Ta cee . p glee ci (SO a cD cate ee Fle 4 Fo aan 
a Pee Mn yo oe apogee vo thong Pienaar dh mae tg Tigre eae wick sa a Be ai Tye EE: ER ER artis J a Seemeese 
. , i ; 2 ‘ atti epee eight cosy 
rr | - ‘ ¥ a gs Teeny reps “ oe AR 5 ; Tepes So) * i 
; ' ri Wine tase alae 
15 hl eats “" 
ie ' ar en alec 
Fa j Scaieed a eee oe 
rs TE te Medley hi 
x 4 we Woes At 
. f eS = 
, 4 
e. Ser ar 4? ~yae 
va , 
ki * T, _ : 
Cate Bek ee 
3S area oe ane 
: ub aie te. Aaa 
Se ie Peni 
a ee 
Pr heey 
SHAS ek Oo Sane 
S waeathe haem 
POETS oe eee 
Paes gee 
poke . 
Si api 
esa ; 
- Fea eae Sigs 
: oo ee 
2k i eae 
ce | —— S 
Site aes 
nS en 
| ea ae fae 2% 
aa ie le Mere 
- Wie. ue ee 
ace BR tg SN 
, ee a, 
a 4 ie. fee bea 
, ee ee ree 
4 git ets 
ee 4 Ts aural teres 
z fiSiee fe eae hae Se, 
bi SRS Tene 
s See a a opal 
. ORG ahgeren greet a ns 
— ASME. dah ies: 
: Paice Systane 
1S See a LS 
; —_ et ae 
: } ae et 
. ; 
7 
Wy | ‘ 
Ry i 
as aa 
| - 2 ei ‘yet 4 
tp pia Sie Dig 
“e nes § 
oie Set eS BI 
c ve Ne ae, 
a < | ii ae he 
. ‘ 
= 5 : ee 
‘a I . 
™ as are 
e 4 igh eae a 
isicehagaiean ieee 
: a Cae 
& afar” Hoa 
‘ Soa me | 
5 Eee ee 
1 OIRT Ss Wear ys Brine ps er UNE AST es eset en ae oe = ite a FM use et a" . . or et aa i a me Cees ? - , . 7 
renee fates ie od Re ae 5 eat ee eae ai eed cic ae oe ‘as psa deere 7 oe Og EO 8 Pie aa oe RR Be eee eee, BEN : Pare ee oe 
Net Die AT yen Sete OS ic ae Sor ee a NR a DR a. 5 5 eo glance : TER Gi Agate ayia eet cs We BO eR Oo eit ta eae : es ta a, ig cae oe 
eh oA oa PS ee ah Sn me ital 5 eat Saeas NE 2: Cate caer ao ce, Meare ce 1 ah teeta ae oe ee Spas SE 
ges eT he DEE Mg eeMt cM ot to onentes TAS marge Se eee. ROU" genrreameg te PASE “Liye ti eae eta eee 
a ee: wie Oh ah aS ae eee gts ora aS Sy aye i eo 3 Ca Bei eer ao Ret raee ete ees one es geri i ae re 
i i aoe Kee alee hl ae Bee hay Re eon cA, lao ep ee ee i) We st rei he ie eee Be ah en ee SOE eae ak ee Nay ol: Abu 
FS ig eS nek Seo EO ee ae sc Neva an Ss: ee? aes pee ee FF, rested: a * Rees Se tok aoe tae eee hea aM gio ental ae Se ais ide Wok. RRMA ts eet Pours pet, Uebel etl te Se et Tee 


i RAK. 
PORT g 


its packaging, pricing, advertising and 
sales promotion—and repeat. 


s Can it really be done? As surely as 
there is a Tide. As surely as there is a 
Lux. As surely as there is a Jell-O. As 
surely as there is a Maxwell House. As 
surely as there is a Cadillac. 

The techniques and methods are avail- 
able today for a truly scientific approach 
to all the aspects of marketing. And the 
test market is the scientific laboratory 
for proving total concepts. Far too many 
products and far too many campaigns are 
launched without proper market testing. 
But more and more companies each year 
are learning to adopt a scientific ap- 
proach to marketing. 

However, it is possible to build a de- 
mand image and then lose it by lack of 
innovation in product research and pack- 
aging, and by lack of true creativeness in 
advertising, promotion and merchandis- 
ing. And this is true as surely as there is 
a Packard. As surely as there is a Chipso. 
(Or is there?) 


s For a demand image has four stages: 
the building stage (the current stage for 
Marlboro cigarets, for example), the es- 
tablished and invulnerable stage (the 
current stage for Pall Mall in the king- 
size cigaret field), the established but 
vulnerable stage (the current position of 
Coca-Cola), and the declining stage. 

In its declining stage, a demand image 
is transformed into a brand image with 
demand, That, of course, is what hap- 
pened to Packard in the fine car field. 
Before the declining stage is reached, 
innovation is required to rebuild the de- 
mand image. 

When a brand begins to lose its de- 
mand image, it is indicated by losses in 
share of market. In an expanding mar- 
ket, or through the effects of a growing 
population, sales can continue upward 
while share of market is trending down- 
ward. In such a situation, it is possible 
for easy complacency to outweigh the 
need for immediate study and action. 

When Pepsi-Cola introduced its light 
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refreshment, using the reduced-in-cal- 
ories approach, it began to take addi- 
tional shares of the market from Coca- 
Cola, a brand that for many years had 
an established and invulnerable demand 
image. 

The Pepsi-Cola approach was an inno- 
vation in concept, and an example of true 
creativeness in advertising and market- 
ing. The concept was developed and in- 
troduced after an intensive study of the 
market and an exhaustive analysis of 
Pepsi-Cola’s relationship to the world at 
large. 

As a direct result of Pepsi-Cola’s inno- 
vation and creativeness, Coca-Cola’s ad- 
vertising has been wearing many faces 
during the past three years. At one time 
it was difficult to recognize it as Coca- 
Cola advertising. Now, the latest Coca- 
Cola print campaign has those slim-trim 
people who look friendly and familiar. 

But they do not resemble the even 
more familiar all-American Coke people. 
You might have met them, however, on 
Pepsi-Cola’s beaches, or at one of the 
Pepsi-Cola parties. 


® Here is a basic question of demand im- 
age strategy: Has Pepsi-Cola, the inno- 
vator, by its successful strategy against 
one of the truly great brands in the 
U. S. economy, enticed Coca-Cola into a 
“me, too” philosophy in disguise? 

Will the present “look” and “feel” of 
Coca-Cola’s advertising sell more Pepsi- 
Cola than Coca-Cola? 

Reversing the trend of a brand that is 
losing its share of the market is one of 
the toughest challenges of all in mar- 
keting. 

In his book, “The Efficient Executive,” 
Aurin Vris quotes a sage as saying: 
“Success is a journey, not a destination.” 

How apt for marketing. 

For only true creativity in marketing— 
constant, steady progress through inno- 
vation in products, packaging, advertis- 
ing, promotion, distribution, merchandis- 
ing and service to the trade and to the 
consumer—can keep our journey on the 
highway of success. # 


Looking the Recession in the Eye 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate their 
own organization in employe rela- 
tions.) 


There is a curious belief on the part 
of some industrial managements that, 
when business is good, you don’t say too 
much about it on the basis that it might 
stir up the help. On the other hand, 
when business is poor, the same manage- 
ments decide not to say anything about 
that either, for the same reason. This is 
the Silence Is Golden school of communi- 
cation at work. Its motto: Say nothing. 

In spite of the faint but promising 
streaks in the economic skies, there are 
still many concerns in the country with 
problems of reduced sales on their hands. 
There are, however, not too many evi- 
dences of candor on management’s part 
in taking the problem straight to the peo- 
ple who can probably do most about it— 
the employes. If this is a competitive 
market (and who doubts it?), wholesale 
cooperation at the plant level in whittling 
production costs can help turn the color 
red to black. 


s A short time ago a printing plant in 
Illinois laid the facts on the line with re- 
markable frankness. In a special issue of 
the employe paper called “Hot Slug,” the 
Kable Printing Co. of Mount Morris 
talked the recession in the language of 
the compositor, the pressman and the 
messenger boy. The issue introduced the 
company president, Bob Kable, who sub- 
mitted to a candid interview in print. He 
discussed the national situation in maga- 


zine publishing and told how it affected 
the printing situation at Kable. He told 
what the publishers are doing about it, 
the challenges of the cost-price squeeze. 
He talked competition, labor rates, cost- 
cutting, the availability of business, the 
steps the company has already taken to 
meet the situation. He talked about the 
future and the factors that will govern 
it. There wasn’t a pulled punch in the 
whole interview. When the reader was 
done with the quick eight pages, he had 
straight answers to straight questions. 


= President Kable wound up with an 
answer to the final question: “There isn’t 
anything the guy in the plant can do 
about all this, is there?” The executive 
assured him that there was, plenty. He 
gave him five specific suggestions to 
chew over and act upon. He didn’t 
worry his people needlessly. He didn’t 
pull any fire alarms. He didn’t accuse, or 
browbeat. He just laid it right out there 
for every reader to see and understand. 

The typical employe is concerned about 
this recession. He may not be personally 
affected by it, but he has friends who 
are. His plant may be doing business, 
but the plant down the street isn’t. He 
may contemplate buying a new car, but 
his neighbor has just sold his old one. 

The facts before him compel the em- 
ploye to listen. He wants to listen. The 
company isn’t talking its own problems 
solely; it is also discussing his. And if 
the story is told him straight, and he 
understands how he can help, that’s all 
he needs—or wants—to know. # 
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H, ANDREW (“DREW”) DUDLEY—the 
government’s World War II “advertising 
manager,” who helped give professional 
polish to Uncle Sam’s wartime posters and 
information programs? 

Fresh out of Dartmouth in 1933, the 22- 
year-old Mr. Dudley was all set to do ap- 
prentice training in the Paris office of Dun 
& Bradstreet when D&B president Arthur 
Whiteside, a family friend, brought Mr. 
Dudley to Washington, instead, to help on 
NRA (National Recovery Act). Assigned 
to represent government in writing codes 
of fair competition for advertising, the 
fledgling found himself dealing with John 
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work best if government agencies learned 
to budget their needs, agree on their mes- 
sages and call on the specialized skills of- 
fered via the Advertising Council. By 
now debonair and informed, he was 
skilled in allaying Washington suspicion 
of advertising and business distrust of 
Washington. His forte was winning the 
friendship of VIPs—he used the tennis 
court of Eugene Meyer, publisher of the 
Washington Post, and was on good terms 
with Chester Bowles and such legislators 
as Mike Monroney, William Fulbright, 
Lister Hill and Burnet Maybank. For two 
years in what became the Office of War 


Dudley 


Cowles Dyke 


OUT OF THE PAST—Old photo from Advertising Age files was taken in 1942 and shows 
Drew Dudley, then deputy chief of the Office of War Information, conferring with OWI 
chief Gardner Cowles Jr., president of Look and the Des Moines Register-Tribune, and 
Ken R. Dyke, then chief of the OWI bureau of campaigns, who became a brigadier gen- 
eral and chief of the civil information and education section of the GHQ Supreme Com- 
mander, Allied Powers, Tokyo, 1945-46, and later joined Young & Rubicam as vp. 


Benson of the American Assn. of Adver- 
tising Agencies and Albert Haase of the 
Assn. of National Advertisers on such un- 
answerables as straight fee vs. 15%. He 
later switched to selling car cards, spent a 
year with Mr. Haase reorganizing Rogers- 
Kellogg-Stillson, and by 1939 was selling 
Will and A. J. Townsend’s “27 points” to 
such companies as Wm. Wrigley Jr. Co., 
where he soon joined the payroll. 


@ In 1941 he left a post as Wrigley’s con- 
sumer sales manager to apply his pro- 
motional talent to U. S. information pro- 
grams. In the “office of media programs,” 
he stressed that such programs would 
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Information, he operated the “office of 
program coordination” and dealt inti- 
mately with scores of admen involved in 
war effort advertising. He spent two years 
in the Navy, working on WAVE recruit- 
ing drives and other matters. 


= After the war he went to Paris as pub- 
lic relations man for the World Bank. 
Later he was back in New York doing 
public relations for the Shah of Iran. And 
now he is in Paris again, with McCann- 
Erickson’s public relations division, Com- 
munications Counselors Inc., where he 
laid the groundwork for a Western Europe 
office. # 


Tips on Proofreading 


By Kenneth B. Butler 

First off, the proofreader will dedicate 
himself to doing his job and not that of 
the writer or editor: namely, to see to it 
that the corrected type reads like the au- 
thor’s copy. The good proofreader will 
query on questionable points, and he will 
certainly correct obvious misspellings. If 
he recognizes the objectives of his role, he 
will do a more praiseworthy job. 

It is difficult to say whether two proof- 
readers working together (reader and 
copy-holder) do a more accurate job than 
one proofreader working alone. Tests 
have shown that the efficiency is about 
the same either way, although the single 
proofreader will miss a different kind of 
error than the team effort. 


= My own recommendation is to vary— 


to break up the routine. I would have 
proofreaders read alone for a period; then 
team up with a copy-holder; then shift 
and team up with a different copy-holder 
if the operation is large enough to war- 
rant several staff members. 

Also recommended is an interchange of 
the duties of proofreader and copy-hold- 
er. This increases alertness and also trains 
the copy-holder in the skill of proofread- 
ing. 

Here are some suggestions which it is 
believed will increase the quality of 
proofreading work: 

1. The reading aloud should be done by 
the person holding the proof. Definitely 
the pace of reading should be controlled 
by the person holding proof. 

2. Each word—yea, each syllable— 
should be read as a unit with exaggerated 
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And the surest way to win a woman's confidence is to sell your product in tises.... checking the claims made for those products ....and then guaran- 
Good Housekeeping. Because Good Housekeeping is the only magazine that teeing replacement or refund of money if the products do not perform as 
actually creates a climate of confidence for every claim and promise on advertised therein! No wonder more than 12,350,000" readers believe what 
every page of every issue. How?.... By investigating the products it adver- they read... in Good Housekeeping. 
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pronunciation, so that no error will be 
overlooked because of fast, slurring 
reading. 

3. Especially should final letters, such 
as those forming plurals, be pronounced 
distinctly and fully. The Shakespearean 
actors have the right idea: they speak the 
word “it” as they mean it. They say “itt- 
tuh.” 

4. Indentations, punctuation, caps, bold 
face, italics, etc., should be pronounced or 
identified, just like words. 

5. The copy-holder’s job is not easy. It is 
his job to note variations, and especially 
extra words and words omitted. 

6. Spelling variations should be noted 
by spelling out the word or syllable. For 
example, if proof says “labour” the read- 
er should say “oh-yew-arr.” 

7. Words of questionable spelling, most 
proper names, and technical words should 
be spelled out, to insure accuracy. 

8. The proofreading task should, where 


On the Merchandising Front... 


possible, be alternated with other types of 
production work to rest the eyes and to 
lessen staleness. 


In recommending that the person hold- 
ing proof do the reading, I realize that I 
am going counter to the ideas of many 
top-flight proofreaders. It is more im- 
portant, I think, to develop the “eagle 
eye” rather than the “eagle ear.” 

Finally, part of the definition of a proof- 
reader as written by Nell Womack Evans 
in a guest editorial appearing in the Den- 
ver Post Nov. 6, 1954: 

“The present-day proofreader should 
have the typographical know-how of a 
printer, the book-learning of a professor, 
the eye of a hawk, the speed of a gazelle, 
the accuracy of an encyclopedist, the cur- 
iosity of a cat, the patience of a setter and 
the ability to synchronize sight and sound 
with every letter of every word...” # 


How Much of a Retailer 
Is the Manufacturer? 


By E. B. Weiss 

The extent to which manufacturers are 
really engaged in the total retail func- 
tion has not been surveyed. A quick glance 
though, at the flabbergasting variety of 
services and allowances (over and above 
pre-selling the brand 
and pre-packing) that 
manufacturers make 
available to the retail 
fraternity would sug- 
gest that manufactur- 
ers are at least as much 
involved in retailing as 
they are in manufac- 
turing. 

Let’s take that quick 
glance: 


e 1. Cooperative advertising allowances. 


E. B. Weiss 


e 2. Payments for interior displays in- 
cluding shelf-extenders, dump displays, 
“A” locations, aisle displays, etc. 


e 3. P.M:.s for salespeople. 
e 4. Contests for buyers, salespeople, etc. 


e 5. Allowances for a variety of ware- 
housing functions. 


e 6. Payments for window display space, 
plus installation costs. 


e 7. Detail men who check inventory, put 
up stock, set up complete promotions, etc. 


e 8. Demonstrators. 


e 9. On certain canned foods a “swell” 
allowance. 


10. Label allowance. 

11. Coupon handling allowance. 
12. Free goods. 

13. Guaranteed sales. 


14. In-store and window display ma- 
terial. 


e 15. Local research work. 


e 16. Mail-in premium offers to consum- 
er. 


e 17. Pre-ticketing. 
e 18. Automatic re-order systems. 


e 19. Delivery costs to individual stores 
of large retailers. 


e 20. Studies of innumerable types, such 
as studies of merchandise management 
accounting. ‘ 

e 21. Payments for mailings to store lists. 


e 22. Liberal return privileges. 


e 23. Contributions to favorite charities 
of store personnel. 


e 24. Contributions to special store anni- 
versaries, such as the $1,000 donations ap- 
parently obtained from suppliers by a 
large store for a special anniversary. 


e 25. Prizes, etc., to store buyers when 
visiting showrooms—plus entertainment, 
of course. 


e 26. Training retail salespeople. 
e 27. Payments for store fixtures. 


e 28. Payments for new store costs, for 
store improvements, including painting. 


e 29. An infinite variety of promotional 
allowances. 


e 30. Special payments for exclusive 
franchises. 


e 31. Payments of part of salary of re- 
tail salespeople. 


e 32. Deals of innumerable types. 


e 33. Time spent in actual selling on re- 
tail floor by manufacturers’ salesmen. 


e 34. Inventory price adjustments. 


e 35. Store name mention in manufac- 
turer’s advertising. 

That’s a pretty impressive list. But it’s 
far—very far—from being complete. 


s What it signifies, of course, is that the 
large retailer in particular has become 
more of a landlord and concession-seek- 
er than a merchandiser; more concerned 
with allowances than with return on in- 
vestment due to turnover; more con- 
cerned with buying than with selling. 
This makes for softness, among other 
faults. And it was that very softness that 
opened the door for the discount opera- 
tion (which now, of course, is also in on 
the gravy train although originally, be it 
noted, the discount house made its fine 
net profit on ingenious new merchan- 
dising concepts, not on allowances). 

When one examines the net profit per- 
formance of retailers it becomes clear 
that this mounting list of services per- 
formed by manufacturers and allowances 
offered by manufacturers has failed to- 
tally to stem the downtrend in the retail 
net profit percentage. The 1957 net prof- 
it showing of most of our retailers—a 
year of record-breaking retail volume— 
was a sorry one and registered a new low 
for many, if not most, of the large re- 
tailers. 

The more of the retail function taken 
over by the manufacturer, the poorer will 
be the net profit showing of the retail- 
er. This won’t be because the manufac- 
turer’s services will be poorly planned 


Salesense in Advertising ... 
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Who Says the Long-Copy Ad Is Dead? 


By James D. Woolf 
Advertising Consultant 

In this column (AA, June 23) I quoted 
Howard G. Sawyer as follows: “In all 
my years in this advertising business 
as a writer, researcher and observer, 
I haven’t seen the slightest scrap of evi- 
dence to support the 
statement that people 
won’t read long copy.” 
Mr. Sawyer is a vp of 
James Thomas Chi- 
rurg, Boston agency. 

This morning’s mail 
brings me two letters 
in support of Mr. Saw- 
yer’s contention. The 
first, from Graham 
Webster, Richard N. 
Meltzer Advertising Inc., San Francisco, 
is as follows: 

“Why so many people have climbed 
on the ‘Big Picture’ bandwagon, I don’t 
know. 

“The enclosed is a reprint of an ad we 
ran in Reader’s Digest for our client, 
Simca. It outpulled almost anything we’ve 
ever used. 

“Who says the long-copy ad is dead? 
This one, masterfully conceived and writ- 
ten by our copy chief, Dennis Altman, is 
living proof of the converse.” 

The Simca ad is reproduced herewith. 


James D. Woolf 


s The second letter is from Alvin Long, 
president of Long Advertising Inc. of San 
Francisco, San Jose, and Fresno. Says Mr. 
Long: 

“I am prompted by your article in AA 
for June 23 to send you the enclosed ad- 
vertisement, which appeared in Reader’s 
Digest. It is a simple, homely little black- 
and-white ad chuck-full of copy and yet 
the Starch score was nothing short of 
phenomenal. 

“This advertisement received a 20% 
rating in Read Most for women, and be- 
lieve it or not, a 17% Read Most for men. 
Yes, they’ll read long cepy, but it has to 
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READ WHY SIMCA 
18 CALLED 
TODAY'S “DREAM CAR” 


t 
EACLUSIVE FEATURES OF THE GREAT New SICA 
onty SIMCA has them ali 


& Preven 42.6 MPC economy 
Fait 4 deot, S passenger room 
Ball-joet Suspension 
Aare Engine Buffer Structure 
Unitiond Comsuractinn 
¥2-Volt Electric: system 


Electric windshield wipers 

Reviining plush foam seats 

foperd tansmieson on steering colume 

Chasen “Ret feaport Buy” by 
Mechaniv Hhustrated 

Both +eylinder and V4 Engine 


& Pe 


Are you subject to i 


Wight Blindness? 


t 


Do on-coming headlights blank out your vision? 


Does night driving bother you? Prunes not only outeank a long 


Do you have difficulty in adjusing fist of popular fruits in Vitamin A, 
to changes of light? Do you grope but wp the list in B: (Riboflavin). 
for a seat when you emer a movie? and Niacin as well. They also con- 
"This indicates lack of Vitaram A, cain other esseatial vitamins and are 
an WAportant vitamin that promotes outstanding for such food minerals 
ss_of vision under all condi- 4s iron, copper, calcium, and phos- 
tigas. Ik also helps to keep the eyes phorus, all important to health. 


fing and artractivc 
 Vieamin A feeds “visual purple” 
w the retina of the eyes, a substance 
that must be regularly ceplenished. 


They're a real weat tw eat, as 
well, especially SUNSWHET Pruncs. 
SUNSWEET Prunes are packed in 


“The best source of this vitamin is California by the growers them- 
the foods you cat: green and yellow selves. They're fully sum-sweetened. 
vegetables, dairy products, eggs, “Tenderized for quickcooking, 
iver, some fruits, especially prunes. sealed in foil-wrapped boxes to pro- 
5 cae tect the quality and delicate flavor. 
Wr hesher ree prefer pac Enjoy them often, not only for 
pontiac Sot isan their wholesomeness, but tor the re 

hor ee be freshing and satisfying variety they 
gees Se add to your breakfast, or toany meal. 


be long copy they are interested in read- 
ing. 

“You make a good point in your sug- 
gestion that most skimpy advertisements 
would lose nothing by the addition of a bit 
of persuasive copy, and any readership of 
the copy is a plus that doesn’t cost the 
advertiser a penny.” 


@ The long advertisement, the subject of 
which is Sunsweet prunes, is shown here. 
It seems to me that the numerous ad- 
vertisers whose ads include no copy, or 
almost none, are missing a good bet. # 
= of * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book, for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IUl., for “Salesense in Adver- 
tising,” available on five days’ approval. 


. Te ee 
Will a Real “Dream Car” 
Ever Be Designed? 


EMEMGER these rumors 
R about the seeret car that de- 

livers SO miles per gallon? 
Or the special chemical pill that 
you drop in your gas tank *o your 
car can cun on water? And how 
about the radar car that can? col 
lide with others? Well, for the next 
ten years at least, all these things 
will stay just plain “rumor”. To- 
day's average American car doesn't 
do better than 12-14 miles per ga} 
lon. and on supet-premram fuel. 
at that 

But the answer to gas economy 
and ensier driving has been found. 
Enropean cat makers have been 
producing cers that wil! do over 
10 miles per galion on regular 
fuel. for years. The only catch is 
that most Furopean care have heen 
either ugly, noisy. or too small, 
There wasn't énough levury in 
economy cars. 

But that’s where Paris comes in, 
As fashion and design capital of 
the world, Paris ic more consrians 
of comfort and lewury in cars. So 
it came as a0 serprise that France's 
most important car makers, srmca_ 
should try te design a realistic 
“dream car”. The goal war a car 
that had everything. 

Here's what sacs did. They de- 
signed « car that is really good 


looking, roomy. economical, pew- 
erful, quiet running and luxurious 
to drive. too. On paper it was great. 
but actually producing it for tess 
thar $2,000 was the main problem 
The miracle is. that they did ix. 
Production costs were figured so 
expertly that the “dream” smeca 
can be sald in America for bess 
than $2,000. Rut there was stil? » 
long way te go. Production cars 
had to be tested. and service foeifi- 
ties had to be set up all over the 
United States. A tremendous job. 
Bat it wax done heantifully. suwcs 
service today is 8 vest network that 


_ tivals moat American car set-ups. 


To vest the “dream” smeca, they 
ran it fer 887 consecutive hours st 
top speed, averaging 70.02 miles 
per hour far 62,137 miles. Result? 
Perfect performance, and 2 new 
world’s high-speed endurance ree 
ord. For economy. they ran two 
sixecas from San Francisco te Los 
Anecles. Average? 42.6 miles per 
gation! To prove the “dream” 
siwes’s power, they actualty pulled 
2 huge 9ton bus, 

Today, the roomy 4 deor saeca 
“dream car” is sold everywhere. 
For voar dealer's name and ad- 
dress, write sutca. Tro. 445 Park 
Avenne, New York 22, New 
York. 


and rendered—not at all. It will be 
traceable solely to that basic law of the 
universe which rules that the more any 
human endeavor is protected and sub- 
sidized, the less efficient it becomes. 


® Moreover, the less morality shown by 
store management and headquarter ex- 
ecutives in relationships with suppliers, 
the less morality will be shown by 
store managers and other field, ware- 
house, and store personnel. This could 
develop into quite a scandal—if it has 
not already done so—particularly as re- 
tail organizations become larger and as 


more responsibility is given to local per- 
sonnel, 

For example, a Federal Trade Com- 
missioner in a recent talk remarked that 
he had been told on good authority that 
“certain store managers would refuse to 
handle certain products unless ‘the keys 
to a Chevrolet were placed on his desk 
and until they were, no products on the 
shelves!’” I must assume that this Fed- 
eral Trade Commissioner did not air this 
shocking condition lightly. And I might 
add that I have heard stories (that I have 
not been able to substantiate) of bribes 
offered not only to store managers but 
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to certain warehouse personnel, to lo- 
cal store stock personnel, etc. 

I am not campaigning here for a total 
halt to merchandising and promotional 
work by manufacturers with the retailer. 
That would be idiotic. 


But I earnestly believe that large re- 
tailers are nurturing the seeds of their 
own destruction by not merely permit- 
ting but demanding that manufacturers 
take over more of the total retail func- 
tion than the retailer himself performs. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

I always feel sorry for advertisers who 
have to pay space rates to run the puns 
of their ad creators. In the course of the 
past few minutes as I ran through some 
papers I plucked these four from metro- 
politan columns. 

“Linen—suited to travel ours exclu- 
sively.” The play on words, for this is a 
suit ad of course, is bad enough. But the 


ership, over and over, they are weak and 
not worth one-tenth what they could 
be worth. 

The public does not look to retail ad- 
vertising columns for its entertainment, 
for the superb (or preposterous) play on 
words, for punning. Even were any of 
these humorous, which they are not, they 
would still be no good as ad headings. 

If you have something to say worth 
spending space rates to say, step up and 
say it in the quickest possible way in the 
most interesting and appealing way to 


lack of punctuation places one more dif- 
ficulty in the way of the advertiser’s get- 
ting his money’s worth. 

“Your Best Steer To A Gala Evening” 
may whet appetites for beef but I can’t 
imagine with what kind of people. What 
kind of a piece of roast beef can you 
hold up in this manner anyway? 

“the CHEMISE takes a bow” (see it?) 
is another school-girlie sort of pun which 
most stores’ customers wearied of long, 
long ago. The choice of “bo” or “bough” 
pronunciation is not a defense—but an 
added stickiness. 

And the hotel ad with its center and 
circle is another fiddling with function 
in headlines. 


a If 127 nice young men and women 
write in to say they like these headings, 
it doesn’t alter the fact that in the light 
of what research has proved about read- 


your most logical prospects. Don’t get 
mushy-mouthed and coy, juvenile and 
cozy-crazy. 


® Buying a suit, a dress, a good dinner, 
or hotel accommodations is relatively im- 
portant business to those making buying 
decisions. The light touch can be good, 
but only when it throws helpful, inter- 
esting light on the proposition. It doesn’t 
pay to interpose puns, jokes, circumlocu- 
tions, foreign phrases, or a hundred and 
one of these “amateur” ad creator’s de- 
vices between the proposition and the 
public. All such are distractions if they 
are read at all. 

On rare occasions a play on words is 
very good—but there are so few masters 
who can come up with such, or who can 
discriminate between the banal and the 
boon—it is best for mine-run writers to 
try to sell instead of scintillate. + 


Mail Order and Direct Mail Advertising ... 


People Are Simple 


By Elon G. Borton 

“People are simple,” any experienced 
direct mail man will tell you. Art Link- 
letter puts it, “People are Funny,” with 
somewhat the same connotation. I don’t 
mean that people are feeble-minded or 
silly. Perhaps better 
words for my meaning 
are naive, unsophisti- 
cated, or uncritical. As 
Linkletter says, “They 
do the darnedest 
things.” 

Despite a seeming 
attitude of cynicism, 
they want to believe 
you, and to do what 
you suggest if they 
sense sincerity in you. No matter how 
successful and important they may be, 


Elon G. Borton 


they want attention and your personal 
interest, and will react almost eagerly 
to your friendly approach. They are in- 
fluenced much more by your attitude in 
your mailing piece than by logie and 
facts. They respond to very simple things. 


ws One example that has stuck deep in 
my mind for years is the “handshake 
letter” formerly sent out by the Hotel 
New Yorker in the days of Ralph Hitz. 
Signed by a chief assistant manager, it 
told the former one-time guest that 
president Hitz had called him on the 
carpet the night before to ask why this 
former guest had never returned to the 
hotel and had ordered this manager to 
find out why. There was a stamped ad- 
dressed envelope enclosed for reply. 
Now everybody knows that the presi- 


dent of a great hotel does not know that 
Mr. Blank had stayed there once and 
only once or call in a manager to write 
to Mr. Blank. Yet that letter, I am told, 
pulled better than 23% response and 
over half those responses were personally 
dictated letters on executive letterheads! 

The attempted personalizing of mail de- 
scribed in my two recent columns illus- 
trates also this simplicity or naivete of 
people. I know very well that the presi- 
dent of a mail order company is not per- 
sonally interested in me or are his wife 
and children—yet I like and respond 
to his attempt to make it seem so. 

A correspondence school used a letter 
which I was sure would fail. Writing 
after a long follow-up to people who had 
sent in coupons from publication adver- 
tisements, the letter read, 

“Somehow we failed you. 


“Some time ago, dissatisfied with your 
personal progress or ambitions for 
quicker progress, you wrote us asking 
whether we could help you to success. 

“Of course we wrote you fully, then, 
and we have written again and again 
since. But in some way we must have 
fallen short in showing what this 
training can do for you...” 

That letter, which I thought was no 
good, brought back a marvelous response. 
Many, among them college graduates and 
men already executives, replied, “No, 
you didn’t fail me: I failed. Here is why 
I didn’t enroll.” And they gave exactly 
the ammunition needed to sell them. Be- 
cause the mailer went more than half way 
and took the blame for his inaction, the 
prospect came back halfway to meet him. 

Every experienced direct mail man can 
give you many similar illustrations. # 


WTHIN 


You can help your “art partner’ if 
you give him a rough storyboard with 
your ideas drawn in. Doing this will 
help you weed out irrelevant or im- 
possible shots. 


He can take this “visual shorthand” 
of yours and turn it into a livelier 
board if you’ve first put all the life 
in it you can. 


By “life,” we mean not just action, 
but crucial action—important to make 
the sales story clear and to move it 
along. For instance: 

Practice composing the simple figures 
within this tv-screen shape, with em- 
phasis on idea communication. 


RITER‘ 


How to put LIFE in your 
TV storyboards 


Video (visual) instructions are required as part of a tv 
script. Whether they come from you or the art direc- 
tor you work with, they represent a meeting of minds. 
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NOT THIS—it’s “neutral.” 


THIS— it’s “on target,’ tells story. 
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NOT THIS—it? irrelevant, dull. 


Next Lesson: “Ideas For Doing A Live TV Storyboard” 


(> 


~ 
A =~ \\Y 
co, 
s. ge 


THIS—it fits, it’s lively. 
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Plans Adman's View 
of “Moral Responsibility’ 

To the Editor: I commend you 
for printing the June 23 letter of 
Ray Bates, in his protest against 


the undesirable “intrusion” of li- | 


quor and tobacco promotion into 
his home via tv. 

He has put the matter in a splen- 
did way. 

It irks me that the official 


spokesmen for the advertising in- | 
dustry all seem to take for granted 


that everyone in the advertising 
field should approve and defend 
the widespread advertising of li- 
quor and tobacco. Has the industry 
no sense of moral responsibility? 
Evidently not, when multiplied 
millions of dollars of income are 
involved. 

To concede that the sale of li- 
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KLEEN-STIK 
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IDEA NO, 137 
Ham Can Be Beautiful. .. 


... when it’s Hostess Ham, that is! 
As part of a recent promotion to 
‘glamorize”’ their product, famous 
icago packer Swift & Company 
“cooked up” this tasty P.O.P. dis- 
= to hold a pad of appetizin 
recipes. Handsomely print 
in four colors on bright Silver Foil 
Kleen-Stik, it’s easy for retailer or 
salesman to put up with a quick 
peel-and-press on walls, showcases, 
etc., in stores everywhere. The de- 
luxe design and artwork were done 
within the Swift organization. 
Cause for applause! 


Outstanding 


P.O.P. Ideas | 


quor is legal is true only in a se- 
verely qualified degree. Its sale is 
not legal to minors, who represent 
probably a third of the entire pop- 
ulation. Its sale is not legal in 
various restricted areas, on occa- 
sions such as election days, and es- 
pecially in the hundreds of coun- 
ties where lecal option has banned 
it by popular vote of the people. 

I like what R. G. LeTourneau is 
reported to have said in his con- 
gressional committee testimony— 
that the liquor people should have 
a free hand to advertise as exten- 
sively as they wish so long as they 
stick to the truth. Let them set 
forth the effects of the use of their 
products as do other producers. 
Let them depict the end results— 
the wreckage of health and homes, 
the destruction of character and 
careers, the costs to society that 
are vastly greater than all forms of 
revenue paid. 

Some of these days I hope to 


|prepare a leaflet with a concise 


listing of facts from the standpoint 
of the moral responsibilities in- 


|volved as viewed by an advertis- 
jing man. 


gest, 


IDEA NO. 138 


Flyin’ High with VINYL-STIK 


Ohio’s private pilots now get recog- 
nition for safe flying with this 

“Flying Green Cross” © mblem— 
developed by C. E. A. Br »«n, Chief 


of Ohio Division of Aviation. 
Mounted on the plar’ door or 
window, it shows accid: _::-free mile- 
age by the colored tar inset. 

eather-resistance » «a “must” 
—so Brent Brown,; xy of Brown 


& Gage. Inc., Cl :eland, silk- 
screened ‘em on /eatherproof 
Ying. Goes 1 easy ~y FA 
-an’-press .. stays on ¢ 
thru wind, snow ain, or heat. 


You'll rate ap iause from deal- 
ers, salesme) customers—by 
using Kleen- ‘ik im your next 
display. See y \w regular printer, 
lithograph tt #ttk sereener for 
a whole “coox-book”™ full of sales 


recipes! 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


7300 W. Wilson Ave. ® Chicago 3), Wi 
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Because of the very nature of 


| these products, their alluring type 


of advertising is unavoidably de- 
ceptive, both as to liquor in all 
forms and also cigarets. 

So inescapably evil are these 
morally outlawed commodities that 
they tend to contaminate every- 
thing they touch. 

As to the undesirable effect of 
their advertising upon the respect 
and confidence of the public in ad- 
vertising in general, the psychol- 
ogy of the situation is all against 
them. This is probably far more 
serious than our advertising big 
wheels are willing to admit. It is 
significant that the really top 
quality publications reject all li- 
quor advertising, i.e., Reader’s Di- 
the Curtis slicks, National 
Geographic, etc. Hundreds of 
newspapers across the country also 
refuse to carry such ads. 

Of course, the position expressed 
in the foregoing represents such a 
small minority that protest may be 
regarded as virtually useless. Nev- 
ertheless, it’s gratifying that even 
such unpopular minority senti- 


ments are occasionally given op- 


In the leadership spotlight 


Top-drawer advertisers 
are buying WGN 


You're in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|for the dealers now operating un- 


portunity for expression. At least, 
the “Voice” section of AA, top dog 
of them all, does from time-to- 
time give space for letters such as 
this. 

Let me close with a quotation 
from what many of us regard as 
the final authority which says: 
“Wine is a mocker, strong drink is 
raging: and whosoever is DE- 
CEIVED thereby is not wise.” 
Proverbs 20:1. 

R. H. Byrum, 

Owner, Byrum Advertising 

Agency, Denver. 


Dealers Are the Ones 
in This Auto Controversy 

To the Editor: Harold S. Barnes’ 
analysis of automobile marketing 
in the June 23 issue of ADVERTISING 
Ace is a masterpiece of writing 
and truth! 

Our firm, until we terminated it 
in 1957, was a representative for 
one of the “Big Three” for over 31 
years—consecutively. And, unfor- 
tunately, for the remaining dealers 
in the U. S. today, his great article 
will probably be dismissed by 
Flint and Detroit and Kenosha, as 
a well-written crank letter, and 
will not change that “feudal sys- 
tem” still in operation by the big 
auto manufacturers. 

And I predict even a greater 
number of dealer terminations in 
1958 as a result of manufacturers’ 
autocratic attitude toward dealers. 

Please let me make this state- 
ment: AUTOMOBILE DEALERS, AS A 
WHOLE, ARE A GROUP OF THE FINEST 
PEOPLE AND, ALSO, THE BEST MER- 
CHANDISERS IN THIS WONDERFUL 
COUNTRY OF OURS. 

I wish I could say the same for 
the manufacturers. 

However, operating on a monop- 
olistic stratum of their own, manu- 
facturers feel, evidently, that they 
are excluded from proper mer- 
chandising and marketing ethics 
PRACTICED BY THEIR DEALERS! 

Will they ever change? 

In my opinion THE AUTO MANU- 
FACTURER NEVER WILL GIVE UP HIS 
CONTROL OF DEALERS UNTIL FORCED 
TO BY GOVERNMENT ACTION. I wish 
that I, personally, could do more 


|der such conditions. They, and the 


| 
| 


|| lowing us to reprint it, and feel 


| 
| tributed widely throughout the 
|| electric industry. 


e 


dealers before them, are the great- 
est people in the world. 


Jack Moulder, 
South Bend, Ind. 
- + 
Reddy Kilowatt Makes Use 


of AA Editorial 


To the Editor: Recently you very | 
kindly gave us permission to re- | 
print your good editorial (June 9) | 


j};on the recent Internal Revenue | 


Service ruling. 
Enclosed is our publication, | 
“Reddy News,” and on the back) 
cover you will find your editorial. 
We certainly appreciate your al- 


sure that it will draw quite a bit of 
attention as “Reddy News” is dis- 


Beyond that, let us congratulate 
you on AA’s fine stand on this im- 
portant issue. 

Ashton B. Collins Jr., 

Assistant to President, Reddy 

Kilowatt Inc., New York. 


Says Andy's Ahead 

To the Editor: Thank you for 
Andy Armstrong. He is far and 
away the best advertising critic I 
have seen in print. He knows what 
he is talking about, and he is five 
to ten years ahead of most ad peo- 
ple in his creative philosophy. 

L. Edward Sissman, 
Senior Writer, Kenyon & Eck- 


hardt Inc., Boston. 


Milkman 
Tells All 


m Miracle at 
me bor Morgan 
. ‘ 


Share the Wealth 

To the Editor: I don’t know what 
AA department to send this to, 
but we thought the attached Ad- 
miral Corp. ad (The Saturday Eve- 
ning Post, June, 1958) bore a strik- 
ing resemblance to our Stauffer 
format—kicked off by the attached 
“Fort Morgan” ad (Post, August, 
1957). 

The campaign has been fabu- 
lously successful, so I guess we 
should be happy to share. 

Helen Gurley, 

Foote, Cone & Belding, Los 

Angeles. 


. e + 
Sensible Cars? He 
Cites Some Flops 

To the Editor: Mr. Mendelsohn 
(AA, July 7) states that the Ford 
Motor Co. can “. . . make it (the 
Edsel) a success.” 

Perhaps this is true. Past his- | 


tory, however, tends to disprove | 


this. All the might of General Mo- 
tors couldn’t “make” successes out 
of LaSalle, Oakland, Marquette, 
Viking. All were sales flops of the 
30s. Willys was once second to 
Ford in sales. Reo and Hupmobile 
were, at one time, powerful factors 
in the industry. Even hindsight 
cannot reveal all the reasons which 
forced these firms out of the pas- 
senger car business. 

Certainly financial power can do 
a lot in the auto business to “make 
a success’’; witness the job GM did 
in selling the public on two design 
mistakes—the first fins on the °48 
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MAKE 'EM LAUGH! 
peony prospects buy quicker. Make 

augh with the “‘Let’s Have Better 
Mottees™ monthly mailings. Unusual — 
effective — economical — exclusive. — 
for details on your business lette 
FREDERICK E. GYMER 
2123 E. 9th St., Cleveland 15, O. 
| Veeccccccccccccocccccoce 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 
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Cadillac and the “buck-teeth” 
grille of the ’50 Buick. For the 
long-range outlook such a selling 
job either has to be fantastically 
successful (as was the job done in 
promoting the fins) or the product 
has to be changed (the buck-teeth 
were dropped). 

Perhaps the only real mistake at 
Edsel was in setting too high a sales 
goal for 1958. Unfortunately, this 
mistake cost them quite a number 
of dealers. Personally, I think that 
a new car should have more to of- 
fer than distinctive styling. But, 
judging from the experience many 
Edsel executives, formerly with 
Packard, must have gained, this 
is probably not true. From an en- 
gineering standpoint Packard was 
*way out in front, but from a sales 
standpoint, they didn’t even quali- 
fy for the race. 

While we are on the subject of 
automobiles, perhaps someone can 
explain to me why there is such a 
lot of noise to the effect that De- 
troit should make a sensible car? 
Detroit can only go by past experi- 
ence. If sensible automobiles were 
wanted, then the Henry J, Hudson 
Jet, Willys Aero, Nash and Kaiser 
would still be in production. I am 
afraid that the answer, in this era 
of bigness and sameness, lies in the 
fact that people may want a small, 
economical car, but they want it 
made by Ford or Chevrolet, pref- 
erably covered with chrome, and 
with not less than four headlights. 

William S. Snyder, 
Chicago. 
” _ - 


Here's the New School 

To the Editor: The automobile 
industry spends thousands of dol- 
lars on a “You Auto Buy Now” 
campaign. It failed. Fublic rela- 
tions begins at home; it’s soon time 
the industry educated its own fam- 
ily on the facts of life. 

I submit the attached “bosom 
school” type of ad as a perfect 
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sample of the educational job sore- 
ly needed at the “grass roots.” A 
perfect example of Advertising We 
Can Do Without. Any questions? 
Edward F. Devanney, 
The Beacon Agency Inc., Phil- 
adelphia. 
* * - 


Watch the Hurdles— 
and the ‘Sour Taste’ 

To the Editor: I do believe Ap- 
VERTISING AGE should investigate 
the many organizations in New 
York City and on the West Coast 
bartering time for merchandise 
they secure from advertisers. 

It really is a racket, for they 
secure the merchandise, after mak- 
ing many promises of getting an- 
nouncements for the advertisers on 
tv stations from coast to coast. 
They will make any agreement 
with the manufacturer and after 
getting their mitts into the prod- 
uct, proceed to sell it at any price. 

They fail to fulfill their con- 
tracts with the advertiser and gen- 
erally leave a sour taste all around. 

We have just gone through such 


an experience with two of these 


organizations, suffering several 
thousands of dollars’ loss in addi- 
tion to jeopardizing our standing 
with an excellent client. 

Of course such organizations as 
VIP and several others stand first 
rate with us, but the bartering 
group should really be investigated 
for they truly are creating havoc. 
Strange as it may seem, some of 
the biggest advertisers in the coun- 
try have been taken over the hur- 
dles in this operation. 

M. H. Hammer, 

The Hammer Co., Hartford, 

Conn. 


. + 7 
Matter of Simple Arithmetic 

To the Editor: On Page 75 of 
your July 7 issue of ADVERTISING 
AGE you ran an article quoting 
John Paver, president of the 
NOAB. 

Your headline stated, “Cost of 
U.S. Outdoor Showing Doubles in 
18 years; So Does Audience 
Reached: Paver.” 

In the article the audience 
reached in 1940 was stated as 81,- 


500,000 as compared to 121,400,000 
in 1958. 

Thus it would appear that the 
increase of 137.8% in panel cost 
was justified by the audience 
reached being “double.” 

However, simple arithmetic 
shows that the increase in audience 
reached was only 48.7%, far from 
“double”. . . 

George M. Vallender, 
New York. 

Mr. Vallender is correct; the 
ADVERTISING AGE headline writer’s 
lightning arithmetic was wrong. 

< . - 
‘Live It Up, Janet,’ 
AA Reader Suggests 

To the Editor: My humble opin- 
ion on “Open Letter to Janet 
Kern” (AA, June 30) by the Eye 
& Ear Man has all the earmarks 
(punctuation marks) of a two- 
sided complimentary insult, but 
alas and alack ’tis true. 

It’s a very wonderful situation 
whereby all programming is NOT 
censored or previewed by our little 
pal J. K. How could we lowly lov- 


ers of the Horse Opra get to see 
our favorites on, off, under or over 
the mobile unit of the Wild West 
or verse yet—how could we stamp 
our over-sized shoeless feet in 
rhythm (?) to those foreign-Amer- 
icanized polka extravaganzas with 
yodelers and group dancers yet, 
already. 

C’mon J. K. letchaself go .. . Live 
it up. 

Radio—tv—and Janet Kern Fan. 

Anthony J. Anthony, 
Chicago. 
. © + 
Representatives Arise! 

To the Editor: Regarding all 
this ado about Earle Ludgin by 
staff members and members of 
the Ludgin alumni. It is all very 
fine. Loyalty and appreciation are 
virtues. It is gladdening to the 
heart to hear such. But I don’t see 
any such bouquets being tossed 
Mr. Ludgin’s way by publishers 
or publishers’ representatives. How 
come? 

I met Mr. Ludgin only twice, 
but have done business with his 
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staff and I will never fail to ap- 
preciate the cordial receptions, 
attentive and sympathetic inter- 
views and while I never got every- 
thing I went after I never felt 
like departing with slamming the 
door. I am not in the least sur- 
prised the way staff members and 
the alumni feel. 
W. 8S. (Bill) Akin, 
Publishers’ Representative, 
Chicago. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
@ Prints 2 sides in one operation 
e Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 


Here’s How The METROPOLITAN FORT WORTH MARKET 


Ranks in 


40th 


POPULATION 
544,300 


the “TOP 50”! 


37th 34th 


45th 


27th 


32nd 


27th 


CONSUMER TOTAL FOOD DRUG GENERAL AUTOMOTIVE 
SPENDABLE RETAIL SALES SALES MERCHANDISE SALES 

INCOME SALES $135,672,000 $24,257,000 $124,935,000 $173,420,000 
$992,687,000 $727,265,000 


Source: SRDS Consumer Market Data, November 1957 


... here's how YOU CAN SELL THE MARKET 


FORT WORTH STAR-TELEG: 


AMON G. CARTER, Jr., President and National Advertising Dir tor 
LARGEST COMBINED DAILY CIRCULATION 


without the use of schemes, premiums or contests 


in any other Texas newspaper. 


You see in the table at the right how the Fort Worth Star- 
Telegram reaches virtually everyone in this metropolitan Combi 
area PLUS the “extra big, extra wealthy” 100 county 
Star-Telegram market which accounts for 24.6% of Texas 
total population, These 2-million-plus people account for 
more than their share — 26.5% of the state’s income — 
26.1% of total sales. Your advertising dollar buys more 
of the Texas market in the Fort Worth Star-Telegram than 


You see above the Fort Worth market's important position in 
the “TOP 50” of the nation. 


Star-Telegram Family Coverage 
METROPOLITAN FORT WORTH 


Sunday 


d daily . 95.1 % 
72.7% 

100 COUNTY MARKET 
Combined daily, 44 counties........over 20% 
covevereel Over 20% 


Sunday, 52 counties ...... 


Source: ABC Audit Report, March 31, 1957 


IN TEXAS 


“Just a good newspaper” 
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HE WAS IN A 
BLUE FUNK 


| 


| 


We live in a world of color; we 
think, we talk in terms of color. 
Commercially, color communi- 
cates with more speed, more 


impact... for more acceptance. 


From a leaflet to a volume, 
from a stamp to a floor stand, 
there is no finer creative color 


printing than comes out of 


= ire | 
Co or 


LITHOGRAPHERS, INC. | 
200 VARICK STREET . 
NEW YORK 14, WN. Y. 
WAtkins 4-7866 


Pacific Ocean Park Sets $250,000 Budget, 
Advertiser Concessionaires to Spend More 


Santa Monica, July 17—Pacific 
Ocean Park, a new Southern 
California entertainment center, 
opens here tomorrow to take its 
place with Disneyland, Marine- 
land, and other tourist attractions 


in the area. The park is jointly) 


owned by Columbia Broadcasting 
System and the Los Angeles Turf 
Club. 

The park will be promoted this 
year with a $250,000 ad budget— 
$100,000 to be spent in the six- 
week introductory campaign, 
which began last week. 

Broadly speaking, Pacific Ocean 
Park is similar to Disneyland in 
that it is a “theme” park. Beyond 
that, they are quite different. 

Pacific Ocean Park, covering 28 
acres, almost half of which is over 


the ocean front, is built around a 


variety of marine themes, al- | 
though there are some conven-| 
tional entertainment rides, 
as a roller coaster. 


a While basically an entertain- 
ment operation, POP will have 
commercial tie-ins. Now signed up 
as commercial participants are 
Coca-Cola, Union Oil of Califor- 
nia, Westinghouse Electric Corp., 
| Foremost Dairies, John Morrell & 
Co., Milani Foods, and Bank of 
America. The number of commer- 
cial participants will be limited, 
but it is expected several more 
companies will be signed up. 

These companies are in the park 
on one or the other of two arrange- 
ments. Coca-Cola is credited as 
sponsor of a free attraction, Nep- 
tune’s Kingdom, while Westing- 
house sponsors the free Enchanted 
Forest. The Union Oil name will 
be on the Auto Ocean Highway 
Ride, a paid attraction. The others 
will operate refreshment conces- 
sions or eating places. The park it- 
self will not operate anything; ev- 
erything is leased out. 

Most of these companies are 
making plans to advertise and 
publicize the park and their par- 
ticipation in it. But, in view of 
the very short period between 
signing up and the park opening, 
most of this advertising will start 
after the opening. 


8 Meanwhile, the ball will be car- 
ried by the park itself. The public 
relations and advertising depart- 


Hin the leadership spotlight 


Top-drawer advertisers 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN ’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


ments, headed by Jerry Conway, 


|have begun an active publicity 


program in all media. CBS is a 
principal, but as yet no extensive 
broadcast coverage is planned, al- 
though the usual plugs are being 
sought on network and local 
shows. 

All media will be used in the 
introductory campaign. A three- 
and-a-half-week tv spot schedule 
calls for approximately 50 10- 
second IDs and one minute an- 
nouncements spread over all sev- 
en Los Angeles tv stations. A 
four-week radio schedule calls for 
500 spots per week on 11 stations. 

Six rotating bulletins will be 
up the remainder of the year. 
These will be supplemented by 15 
directional postings going up to- 


such | 


day and kept up on a continuous 


basis within five to seven miles| 
‘of the park. A one-month 24-sheet | 


posting will be a 125 showing— 
255 illuminated and 270 non-il- 
luminated boards throughout the 
Los Angeles area. 


® A special four-page four-color 
insert ran in yesterday's Los An- 
geles Times home section. The 
same insert is scheduled for the 
Los Angeles Examiner’s July 27 
Pictorial Living, and the Santa 
Monica Outlook. 

In the Sunday comics of the 
Times, Examiner, Long Beach In- 
dependent Press-Telegram and 
other newspapers, there will be a 
regular schedule of one-third 
page, four-color insertions. 

Approximately 100 dailies, 
weeklies and shoppers in South- 
ern California will carry regular 
schedules, varying between an 
every-Friday and 


month will appear in such tourist 
publications as California Visitor, 
"Round the Town, Southern Cal- 
ifornia Guide, Sunset Travel Di- 
rectory, Key, This Week in Los 


Bus cards also will be used in 
Santa Monica. 

The park management, headed 
by William H. Jaynes and Ben A. 
O’Dorisio, vps and general man- 
agers, backed this ambitious ad- 
vertising program in the belief 
they are shooting for a very sub- 
stantial market. 


® As explained by Lloyd D. Settle, 
promotion director, speaking be- 
fore the Advertising Club of Los 
Angeles, the park’s $10,000,000 in- 
vestment is considered sound for 
three reasons: 

1. The belief the future of com- 


mercial recreation is the bright- 
|est in history. An estimated $1.75 
| billion will be spent by the public 
this year in the U. S,, and the 
prediction has been made that the 
level will reach $3 billion by 1965. 

2. Business and industry are 
making investment capital avail- 
able through sponsorship of live, 


every-third- | 
Friday basis. At least one ad a} 


Angeles, Westways, and Playgoer. | 
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MARINE FUN—This four-color spread is one of the ads being used by 
Pacific Ocean Park, Santa Monica, to promote its opening July 22. 
Stromberger, LaVene, McKenzie, Los Angeles, is the agency. 


personal contact shows. 

3. There is a greater emotional 
and physical need for this type of 
family recreation center than ever 
before in history. Shorter hours 
and earlier retirements have 
created much more leisure time. 

Stromberger, LaVene, McKenzie, 
Los Angeles, is the agency. # 


Y&R, Detroit, Names 
]. G. Standart, Thoburn Wiant 
Young & Rubicam has appointed 
Joseph G. Standart Jr. to its 
Detroit office as an account super- 
visor on the Chrysler division ac- 
count. Mr. Standart has been 
president of his own company, 
Standart Associates, for the past 
two years and previously was 


with Kenyon & Eckhardt and 

MacManus, John & Adams. 
Thoburn Wiant, a Y&R account 

supervisor 


in Detroit, has been 


J. G. Standart Jr. 


Thoburn Wiant 


named a vp of the agency. In his 
new post, Mr. Wiant will be in 
charge of Parke, Davis & Co. and 
Argus accounts as well as assum- 
ing administrative responsibilities. 


Mid-Continent Surveys 
Organizes Research Company 

A regional network of market 
research interviewers, covering a 
five-state Upper Midwest area, has 
been established by Mid-Continent 
Surveys Inc., Minneapolis market 
research company. The organiza- 
tion is made up of 79 professionally 
trained interviewers, residing in 
the principal cities throughout 
Minnesota, Iowa, North and South 
Dakota and western Wisconsin. All 
training and supervision will be 
carried out by Joan Meland, inter- 
viewing supervisor of the compa- 
ny. 


THE MAN THE PUBLISHERS FORGOT 


C...t nou!) 


He’s the farm store owner. Now a 
new magazine, FARM STORE 
MERCHANDISING, helps him 
and more than 30,000 of his busy 
brothers sell a flock of products to 
a booming farm market. Learn 
more about the market advertisers 
shouldn't forget in BPRD Classifi- 
cation 44A or by writing to... 


Pe eS OSS Tee eS 


) ' ' 
ST 
' ' ‘ 

MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67, Minneapolis 40, Minn, 
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Play-Doh Drive Planned 

Rainbow Crafts, Cincinnati, has 
scheduled a fall network and spot 
radio advertising campaign on its 
children’s modeling compound, 
Play-Doh. Encouraged by sales of 
the hobby toy, which Joseph Mc- 
Vicker, Rainbow president, says 
have totaled over $1,000,000 the 
first six months of 1958—an in- 
crease of 300%—the drive will be 
the largest in Rainbow’s three- 
week history. Starting with once- 
a-week participations on the CBS 
radio-tv “Art Linkletter House 
Party” Aug. 15, the promotion will 
add seven participations on the 
CBS-TV “Captain Kangaroo” and 
tv spots in 39 markets starting in 
September. From eight to 20 spots 
per week are scheduled for from 
six to 15-week periods until 
Christmas. Farson, Huff & North- 
lich is the agency. 


Sayre Joins Resistoflex 

John M. Sayre, formerly with 
Solar Aircraft Co., San Diego, has 
joined Resistoflex Corp., Roseland, 
N.J., as manager of advertising 
and public relations. The company 
manufactures hose assemblies, re- 
usable fittings, expansion joints 
and pipe. 


Pazery Joins Wyeth 

Paul H. Pazery has been ap- 
pointed assistant advertising man- 
ager of Wyeth International Ltd., 
Philadelphia. He formerly was a 
member of the international adver- 
tising department of Smith, Kline 
& French Laboratories, for the last 
eight years. 


The No. 1 Medium 
In the South... 


2,200,000 CIRCULATION 
AUDITED AND 


VERIFIED BY 


Reaches Over a Million RFD 
Boxholders. 


Blankets the Rural South 
from Virginia to Texas. 


First in Prestige. Has been 
published for 153 years. 


Readership is intense and 
loyal. 


Every advertisement next 
to editorial matter. 


Stays in the home the year 
round. 


Write, wire or phone for 
rates, closing date and 
detailed information. 


GRIER’S ALMANAC 
76 Central Avenue, S.W. 


Atlanta, Georgia 
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Cognac Industry 
Reports U.S. Brandy 
Market Is Growing 


New York, July 15—The co- 
gnac industry expects to produce 
80,000,000 bottles this year world- 
wide, and by 1960 it expects to 
have one-third of the U. S. brandy 
market. 

Henri Coquillaud, director gen- 
eral of the Bureau National du 
Cognac, made these comments at 
the Overseas Press Club yester- 
day. On his first visit to the U. S., 
Mr. Coquillaud is holding promo- 
tional meetings in several markets 
with cognac importers, distribu- 
tors and representatives of the 
French government. 

“Our business with American 
importers and their customers is 
the greatest since America went 
‘wet’ in 1933,” he stated. “Last 
year the French cognac industry 
sold some $8,000,000 worth of co- 
gnac brandy to the U. S., or about 
four times the amount sold in 
1952. Cognac has become one of 
the top dollar earners for France.” | 


@® In 1957, Mr. Coquillaud con- 
tinued, Americans drank more 
than 5,250,000 bottles of the 
famed French product—ranking 
second only to England, whose 
consumption of 8,000,000 bottles 
makes it the largest export mar- 
ket for the brandy. In 1952, 1,- 
000,000 bottles were sold in the 
U.S., and by 1960 the cognac pro- | 
ducers expect to increase their | 
share from 25% to one-third of | 
the brandy market. | 

This year’s forecast of 80,000,- | 
000 bottles represents a healthy 
production. The record was in| 
1946-47, when some _ 100,000,000 
bottles were produced. # 


ICSC Publishes Pamphlets 

International Council of Shop- 
ping Centers, New York, has pub- 
lished nine pamphlets containing 
the proceedings of its second con- 
vention held in February. The)! 
pamphlets are digests of conven- 
tion addresses and 11 panel dis- 
cussions. Designed as a practical 
guide to shopping center planning 
and management, the _ series 
ranges from “Market Analysis 
and Trade Area Surveys” to 
“Shopping Center Promotions.” 
The series is available at $6 for) 
members, $12 for non-members, | 
from ICSC offices, 54 Park Ave. 


WCBS TV Sets Up Sales Statt 
WCBS-TV, New York, will set 
up its own sales staff for the New 
York area, effective Oct. 1. Al- 
though the station has its own 
sales manager, it has used CBS- 
TV Spot Sales for representation 
both in New York and through- 
out the country. The new move, 
which will add eight men to the 
station’s staff, was attributed by 
CBS to increased competition 
from all media. Spot Sales will 
continue to represent the station 
outside the New York market. 


Storer Appoints Two 

Storer Broadcasting Co. has ap- 
pointed two new managing direc- 
tors for its radio stations. They 
are James E. Bailey, WAGA, At- 
lanta, and Reggie Martin, WSPD, 
Toledo. Mr. Bailey has been serv- 
ing as vp and managing director 
and Mr. Martin as sales manager 
of WSPD. Claude Frazier, former 
managing director of WAGA, will 
be reassigned in the Storer organ- 
ization. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SAN FRANCISCO CENTRAL TOWER 


O'Rourke Gains Accounts, 
Two New Executives 

John O’Rourke Advertising, San 
Francisco, has been named to 
handle advertising and promotion 
of Merchant Marine Conference 
sponsored by the Propeller Club of 
the U. S. and the Sir Francis 
Drake Hotel, San Francisco. 

Tom Murphy, formerly with 
Botsford, Constantine & Gardner, 
Portland, has joined O’Rourke as 
account executive and Maxine 
Atwater, formerly with Bernard 
B. Schnitzer Inc., San Francisco, 
has joined O’Rouke as media di- 
rector. 


Magazine Increases Rates 

Scientific American, New York, 
will increase its advertising rates, 
effective with next January’s is- 
sue. The b&w page rate will move 
up from $2,070 to $2,400. At the 
same time, the publication will be 
guaranteeing a monthly circulation 
of 200,000, compared to 170,000 
previously. 


CAPPER’S FARMER, That’s Who! 


In 1957, the 1,500,000 high-income farmers in Mid- 
America responded to Capper’s Farmer because it 
stimulated them with informative features and edi- 
torials — helped them make decisions on important 
management problems. 


Ask any of our sales representatives to show you a copy of 


our current subscriber report, “1957 Management Decisions.” 


capper’s FARMER 


The Family Magazine For TODAY’S FARMING 


A Stauffer-Capper Publication 


Published by America’s Leading Agricultural Press, who also 
edits and publishes Kansas Farmer — Missouri Ruralist — Michi- 
gan Farmer— Ohio Farmer — Pennsylvania Farmer. 
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$198,000,000 wheat crop bonanza 


harvested in growing Oklahoma 


Oklahoma's largest wheat crop in many 
years was harvested this year, a 113 million 
bushel bonanza—more than double last 
year’s crop, that represents about $198 m/‘1- 


lion income to the state. 


This boost in agricultural income is 
being felt in a harvest of new sales, 
sales resulting in a flow of dollars in 


SUNDAY 
FAMILY COVERAGE 
35% or greater 


- 15% to 35% 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 


on . 
OKLAHOMA CITY 
METROPOLITAN AREA 


Ly 
R 
ye 
e| 3 
$ — 
:| 3 
30 s--} 
f - 
z | 
H 
growing sales in all facets of the state’s ea hee id 


economy. 


The Oklahoman and Times give ad- 
vertisers unequalled coverage of this 
growing market. 10 


Population Up 10.5% 


Are you getting your share? Schedule 
your advertising in The Daily Okla- 
homan and Oklahoma City Times to 


reap the best sales results in Oklahoma! 0 
Source: 1958 and 1955 Survey of Buying Power 
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THE 


| 
LANDING\ | 


STRIP \ 


@s seen by 
JOHN BURGOYNE 


Tomes have been written about 
the South, its people, and its way of 
life. We would naturally be hesitant, 
therefore, to add more to the tre- 
mendous and sometimes conflicting 
word picture already sketched, but 
an incident that occurred recently 
deep in the white lightnin’ stump | 
country ... makes us chuckle our | 
hesitancy away. wagued by a traffic | 
officer for improperly operating an 
automobile . the member of the 
proud southern family driving the | 
vehicle was asked if he would mind 
submitting to a drunkometer test. 


Pulling himself together and draw- | 
ing himself momentarily to his full | 
height the dignified southern gentle- | 
man answered the officer, “Certainly 
not ... I'm a college graduate.” 


x= @ 


Cooking rice has long been a prob- 
lem to new brides .. . and many a 
story we've heard about the stuff 
running out of the pot and all over | 
the stove. Even some gals with con- 
siderable over-the-stove experience 
find cooking rice to be a pesky chore 
. . . Chinese girls excepted. Little 
wonder then, when Burgoyne’s crew 
studied the movement from store 
shelves .. . of a new, easier-to-pre- 
pare rice in Cedar Rapids, Dayton, 
Harrisburg and Minneapolis, we 
found it to be a rapid turnover item. 
This rice is cooked right in the bag 
(like a tea bag) and always comes 
from-the stove fluffy, light, and just 
right for good eating. Rice . . . with 
the new sack look! 


xk 


Catsup, ketchup, or catchup . 
no matter how you spelled it has 
—, been an ee tty much what you 
vor. While it’s not a 
a ay ay the “heat is on” to sell 
more variety, so check those labels! 
Over Missouri way there’s a feller 
heats it up with chili powder, and 
in New Jersey another chap adds 
tobasco. In Columbus, Des Moines, 
Louisville, and Roanoke market tests 
of one of these better sauces checked 
by Burgoyne’s researchers indicate 
a good many people ae it hot. D’ja 
ever stop to think how these new 
food formulas must be driving the 
dictionary boys mad. A good many 
of their definitions are strictly passé 
because they try to give the recipe. 
Viz: em ketchup or catchup. 


2 @ 


Southern gentlemen, northern, 
eastern and western too... all call 
Burgoyne for better sales research. 
They do it by asking the operator 
for MAin 1-4445 in Cincinnati. 


CROEIRT fA ORUE J NON INE 


FIQST MATIOMAL BANK BLOG., CINCINNATI! 2, OMtO 


McGill 


Giloth 


Winters Hill 
Herring Dickey 


MARKETERS MEET—Attending Columbia University’s six-week study 


course, “The Executive Program,” 


were John J. McGill, Imperial To- 


bacco Co. of Canada; K. F. Giloth, American Mineral Spirits; Henry 
H. Herring, sales development section, Du Pont’s explosives depart- 
ment; DuVal F. Dickey, Esso Standard’s South Carolina division; C. 


Moat Lapham 
Olson 


D. Hill, Carter Oil Co.; Eugene A. 


Stephan Koepke 
Olson, Cellucotton marketing serv- 


ices, Kimberly-Clark; Robert D. Stephan, U.S. Gypsum; F. Kenneth 
Koepke, Wm. Strange Co.; Richard W. Winters, American Screen 
Products; Donald E. Moat, Leeds & Northrup; Thomas W. Lapham, 
Young & Rubicam, and Robert M. Lambe, WTAR Radio Corp. 


Along the Media Path 


“Statistics prove things to peo- 
ple” is the theme of a promotion 
by Living for Young Homemakers 
which includes a spiral-bound bro- 
jchure giving statistics from the 
|magazine’s new subscribers and 

ex-subscribers on such items as 
home ownership and _ residence 
characteristics, income, marital 
status and children and “home 
goods ownership—intent to buy.” 
Living found that its new readers 
are in the TOP (time of purchase) 
years, whilst its ex-subscribers had 
satisfied more of their wants. The 
promotion also included a cheerful 
set of booklets starring “I’m a 
statistic...” 


e A 20-page back-to-school fash- 
ion section will be included in the 
September issue of ’Teen Magazine. 
The magazine also plans to feature 
a special 15-page fashion section 
in its Christmas issue on gift ideas 


18,511 
TRUCK-TRAILER 
FLEETS 


TRANSPORT TOPICS 
reaches 18,511 individual 
truck fleets. 


No, of Vehicles No. of 
in Fleet Fleets* 
lto 10 3,981 

10 to 50 4,877 
50 to 100 1,349 

100 to 200 992 

200 to 500 730 

500 and up 438 


*Breakdown does not include 
6,144 fleets on Third Monday 
issue controlled list. 


This is a $6 billion market 
for trucks, trailers, tires, oil, 
parts, the hundreds of auto- 
motive items used by big 
heavy-duty fleets. 


Copy of paper sent airmail on request 


@ 
Crausport Topics 


Washington 6, D.C. 


and wearing apparel for the holi- 
days. 


e Guns & Ammo, a quarterly, will 
go bi-monthly beginning with the 
January issue. The magazine will 
retain its 50¢ price and will feature 
80 rotogravure pages of new de- 
velopments in the gun and bal- 
listics field, hunting information 
and true stories of the old West, 
Petersen Publishing Co. says. 


e Listeners to WMCA, New York 
radio station, are being invited to 
compete for weekly prizes of $100 
for four-word slogans based on the 
station’s call letters. The first 
week’s winning slogan was “With 
More Cheerful Appeal.” A final 
winner will get $1,000. 


e An elaborate color brochure, 
“The Value Network,” presents 
coverage, program, delivery, out- 
llay and yield information for 
American Broadcasting Co. 


e The Herald, Clinton, Ia., makes 
use of color to call attention to its 
editorial page. In a copy sent to 
ADVERTISING AGE, blue ink and 
black in alternate blocks of print 
emphasize its item, “New school 
budget means black and blue tax- 
payers.” 


e Electronics Technician will in- 
clude a special feature, Stereo 


HAPPY HAPPY—T his 
inside spread an- 
swers the ques- 
tion “Want to 
know how you 
can make your 
customers Twice 
as happy?!?” 
posed on the cov- 
er of this “greet- 
ing card” to beer 
outlets by KTVI- 


Anheuser-Busch. 


TV, St. Louis, for Gu J Seavine) 


1959, as a bound-in supplement in 
its September issue. The feature 
is designed to explain the technical 
aspects of stereophonic sound to 
both high fidelity specialists and 
consumers, the publication says. 
An additional 45,000 copies of the 
feature will be printed, according 
to ET. Advertising in the section 
will carry ET’s regular ad rates. 


e The Courant, Hartford, Conn., 
took ten of its carriers, winners of 
a circulation contest, on a deep- 
sea fishing trip. 


e A folder promotes “Your ‘Once- 
in-a-Century’ Advertising Op- 
portunity” for the Portland Ore- 
gonian’s special issue, “Panorama 
of a Century,” Feb. 12, 1959, cele- 
brating Oregon’s 100th year. 


e Westinghouse Broadcasting Co. 
is sending out a mailer—in the 
form of a die-cut easel—promoting 
its radio and tv stations. Insert 
charts spell out the stations’ audi- 
ence positions. 


e Grit is sending out booklets 
commemorating its 75th anniver- 
sary. Only 10% or so of the copy 
in the booklets “is our own,” Grit 
says. Most of it consists of quotes 
appropriate to the occasion from 
letters of congratulation from na- 
tional figures and from other pub- 
lications. 


e Department of New Laurels: 
Its advertising in the first half 
of 1958 totaled a new record of 
$1,080,500, American Exporter 
Publications reports. A total of 


Sel them 2 


2,329 pages were carried in the 
period. 

Redbook reports a May circula- 
tion of 2,608,000, up 7.9% over 
May, 1957. It was the 55th consecu- 
tive issue to set a new total circula- 
tion record for the individual 
month, Redbook says. 

Gross sales of CBS Television 
Film Sales for the first four months 
of 1958 were 56% over the same 
period in 1957, CBS reports. Sales 
for the four-month period were 
about $3,900,000 compared to $2,- 
500,000 in 1957. 

Mutual Broadcasting System re- 
ports an increase in the number 
of its advertisers of 38% for the 
year ending June 30 compared to 
the preceding year. The year found 
87 different advertisers using the 
network compared to 63 for the 
preceding year. The previous high 
was in the calendar year of 1954, 
with 74 clients. + 


Pierson Joins Malone 

Sheldon M. Pierson, formerly of 
Fuller & Smith & Ross, has joined 
the creative staff of Norman 
Malone Associates, Akron. At the 
same time, Harry Levy, formerly 
of Craig Studios of Cleveland, 
joined the agency’s art department. 


ADVERTISEMENT 


ACQUIRE LUXURY CAMP 


Senend Wilson 


cam . 


Toronto. Mr. 
McKim Advertising Limi former 
account mapervenee on thet Gutarie Gov- 
ravel and Publicity advertis- 

oe account will manage the camp. Mr. 
» Vice-President, Willis Advertis- 

fe Limited, will represent — Toronto 


interests of Camp White 
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Advertising Age, July 21, 1958 


Dentists Ask Law 


Putting Burden 


of Proof on Toothpaste Advertisers 


(Continued from Page 1) 
arrest decay when used in the 
home, but no product available 
today is capable of satisfying that 
need,” Dr. Lyons said in reference 
to the first claim. He said bad 
breath is often a sign of a serious 
disorder which may become worse 
“as long as treatment is delayed 
by masking bad breath with tooth- 
paste.” 

Dr. Lyons decried the use of ad 
claims that brushing teeth once 
a day is sufficient: “This vicious 
suggestion flies in the face of all 
that has been done by the health 
professions to educate the public 
about hygienic and dietary meas- 
ures for protecting the teeth 
against the ravages of decay. 

“Experience with dentifrice ad- 
vertising of the past leads us to 
suspect that this line of promotion 
will soon be adupted by nearly all 
dentifrice manufacturers.” 


* @ Following Dr. Lyons’ testimony, 
Dr. Sholom Pearlman, assistant 


secretary of the council on dental 
therapeutics, American Dental! 
Assn., exhibited ads of eight lead-| 
ing toothpaste brands, and scored 
each one for misleading claims: 


e Super Amm-i-dent (Block 


Drug)—Dr. Pearlman said ad 
claims that Super Amm-i-dent 
with fluoride “saves your teeth| 
from decay” have not been proven. 
“To this day, we have not seen a 
single report of a clinical study 
... either good, bad or indifferent.” 


e Brisk (Colgate)—“In this ad- 
vertisement there is a clear at- 
tempt to capitalize on the impres- 
sive and sound scientific findings 
that form the basis of water 
fluoridation, and to deceive and 


ONLY BRISK TOOTHPASTE 


gives you the same fluoride dentists use 
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mislead the reader into accepting 
this toothpaste preparation as a 
convenient and even better sub- 
stitute for that public health 
measure. We believe that the false 
sense of security which this kind 
of advertising engenders consti- 
tutes, on the contrary, a significant 
public health menace.” 


e Crest (Procter & Gamble)—The 
doctor said the ad (headlined: 
“Look, Mom—no cavities!’’) im- 
plies “that if your dentist has 
found cavities at your last exam- 
ination you should use Crest and 
eliminate the problem completely.” 
He said the slogan, “with the 
inferences to which it is insepar- 
ably bound, constitutes at best 
both a gross exaggeration and a 
misleading distortion.” He gave 
credit to P&G for doing extensive 
research on Fluoristan, an ingred- 
ient in Crest, but he said results 
were not sufficient to back up the 
ad claims. 


e Gleem (Procter & Gamble)— 
The ad shown says that just one 
brushing a day with Gleem de- 
stroys “up to 90%” of decay and 
odor-causing bacteria. Dr. Pearl- 


~ 


educating patients on the impor- 
tance of brushing after every meal. 

“All this educational work is 
being broken down by those tooth- 
paste ads which say, in effect, 
‘Never mind what your dentist 
says is best for you. With our 
toothpaste you only need to brush 
your teeth once a day,’ ” he said. 

“This advertising is not only 
misleading and deceptive, but it 
is harmful to the public ” 

He further testified: “From the 
reports we have reviewed, we 
would not agree that it has been 
proved that one brushing with 
Gleem with GL-70 really destroys 
90% of the bacteria that reside in 
the mouth.” 


e Ipana (Bristol-Myers)—The ad 
shown says Ipana with WD-9 
“destroys decay bacteria best of 
all leading brands.” “Terms like 
‘decay bacteria’ are misleading,” 
the doctor said, “because they 
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imply that killing certain bacteria 
will stop decay. If Ipana is claimed 
to have twice the decay-germ 
killing power, then the advertise- 
ments may be considered to be 
just twice as misleading.” 


e Colgate—“There can be no 
doubt in anyone’s mind that these 


commercials are trying to tell the | 
that one brushing with| 


world 


Gardol [a Colgate ingredient] 


| stops decay ‘cold.’ And how many 


can judge whether it is true or 
not? This line of advertising. is 
nothing but outright deception. 
The ‘Mighty Mouse’ series of tv 
commercials, beamed et children 
several times a week, is even 
worse from the standpoint of 
ability to confuse, mislead and 
establish bad dental health con- 
cepts.” 


e Pepsodent (Lever Bros.)—“The 
ads ... are generally not objection- 
able. If it were not for the fact 
that decay-protection claims ap- 


2 Yul wonder where 
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pear in some of the ads, they would 
serve as examples of good denti- 
frice promotion.” 


e Stripe (Lever Bros.)—The ad 


man said dentists have been 


“Stripe with Hexachloro- 


says 


phene kills bad breath and decay 
germs ... better than any leading 
toothpaste ... better than any 
leading mouthwash ... even better 
than using both!” Said Dr. Pearl- 
man: “We know of no evidence 
whatsoever which demonstrates 
that Stripe toothpaste is a decay- 
preventive agent. The effects of 
this ad are to claim that Stripe is 
a better decay-preventive than 
any other toothpaste, and to en- 
courage the inadequate practice 
of brushing the teeth only once a 
day. The ad is therefore grossly 
misleading and inherently harm- 
ful.” 


DIVERSITY OF VIEWS 
HAMPERS FTC: GWYNNE 

WASHINGTON, July 18—Federal 
Trade Commission witnesses testi- 
fied today at the committee hear- 
ing that they lack resources to 
move against controversial tooth- 
paste ads, but they showed little 
enthusiasm for proposals to shift 
the burden of proof to advertisers. 

FTC Chairman John Gwynne 
pointed out that in issues of safety 
the burden of proof is on the man- 
ufacturer, but when the product is 
licensed for use, charges involving 
effectiveness must be proven by 
the Food & Drug Administration or 
FTC. 


® He recalled that three times in 
the past 10 years the commission 
considered a trade practice confer- 
ence for the dentifrice industry and 
that as recently as May, 1956, the 
bureau of consultation had drafted 
“Suggested Guides for the Adver- 
tising of Dentifrices.” He said the 
trade practice proposal was aban- 
doned “by reasons of industry op- 
position and the diversity of expert 
scientific opinion.” 

The chairman said the bulk of 
dental product advertising does 
have one clearly recognizable vir- 
tue: It tends to promote dental hy- 
giene. 


Gleem Ads Aren't 
Misleading, P&G 
Says to ADA Charge 


WASHINGTON, July 17—Procter 
& Gamble Co. denied American 
Dental Assn. charges today that 
its ads for Gleem toothpaste are 
misleading. 

The P&G statement, distributed 
outside the hearing room where 
witnesses for the American Den- 
tal Assn. were criticizing tooth- 
paste advertising, said the com- 
pany agrees that brushing teeth 
after every meal is the best way 
to care for them and that it has 
said this—in just those words— 
“literally billions of times.” Every 
Gleem ad carries this statement, 
P&G pointed out. 


s The company added, however, 
that surveys show very few peo- 
ple are able to brush their teeth 
three times daily and that many 
still don’t brush their teeth at all. 

“There is nothing misleading 
about this advertising. Convincing 
evidence that it is not detrimental 
to the public interest can be found 
in the rising standards of dental 
care in this country. It is unfor- 
tunate that the ADA has chosen to 
question this advertising since we 
feel that we are both working to- 
ward the same goal—that we both 
have a considerable stake in im- 
|proving the standards of tooth 


| care in this country,” P&G said. 


|@ Colgate-Palmolive Co. issued a 
|statement declaring that it “en- 
| thusiastically endorses any effort 
by governmental agencies to insure 
ithe safety of the American con- 


: | aanee. Of possible equal impor- 


tance and effectiveness,” it added, 
“is the effort conducted by the den- 
tifrice manufacturers themselves 
over the years to bring the finest 
and safest toothpastes to the world 
| of the consumer.” + 


‘Picayune Yields 
on Stations, Rates 
in ‘Item’ Purchase 


(Continued from Page 1) 
Item to any qualified buyer who 
offers during the next 60 days to 
match its $3,400,000 purchase price 
(plus a maximum of $75,000 extra 
to cover legal expense). 


s In addition, regardless of wheth- 
er or not it keeps the Item, the 
Times-Picayune agrees to stop us- 
ing forced combination rates for 
advertising in its morning, eve- 
ning and Sunday newspapers. It al- 
so agrees to withdraw from radio 
and tv broadcasting for at least 25 
years. 

Results of nearly five months of 
painstaking negotiations between 
the government and the two pub- 
lishing organizations were spelled 
out in an exchange of letters be- 
tween Victor H. Kramer, attorney 
for the Item, and Assistant Attor- 
ney General Victor R. Hansen, 
chief of the anti-trust division. Mr. 
Kramer’s letter was counter-signed 
by Davis, Polk, Wardwell, Sunder- 
land & Kiendl, attorneys for the 
Times-Picayune Publishing Co. 

With the agreement, the inten- 
sive rivalry between the Times- 
Picayune Publishing Co. and the 
Item under the leadership of J. 
David Stern comes to an end. Mr. 
Stern and his two top aides agree 
not to engage in the newspaper 
publishing business in New Or- 
leans for five years. 


= At the peak of the rivalry eight 
years ago, the Item had induced 
the Justice Department to file an 
anti-trust suit which sought to stop 
the Times-Picayune from using the 
combination rate for its morning, 
evening and Sunday papers. While 
the government won in the lower 
courts, a_ five-to-four Supreme 
Court decision upheld the right 
of the Times-Picayune to use com- 
bination rates. 

As far back as February, 1958, 
Mr. Kramer had offered the Jus- 
tice Department evidence that the 
Item was in serious financial dif- 
ficulties. 

His final letter, dated June 24, 
pointed out that the Item had op- 
erated in the red during several 
months of 1957. It reported a net 
loss of $70,473 for the first five 
months of 1958 compared with 
profits of $43,524 for the first five 
months of 1957 and $134,861 for 
the comparable period of 1956. 


@ Under the agreement, the Item 
is to operate for another 60 days. 
During that period notices are to 
appear weekly in the Times-Pica- 
yune and Item and every two 
weeks in Editor & Publisher an- 
nouncing that the newspaper is for 
sale for $3,400,000 (plus $75,000 for 
legal expense). 

While Mr. Stern had convinced 
the Justice Department his own ef- 
forts to find a buyer have brought 
no response, the elimination of the 
combination rate, according to ne- 
gotiators, might make prospects of 
the Item more attractive to a pros- 
pective buyer than it was for Mr. 
Stern. 


@ In the exchange of correspond- 
ence the Times-Picayune retains 
the right to grant “reasonable dis- 
counts” to advertisers who volun- 
tarily use morning, evening and 
Sunday papers in combination. It 
also retains the right to resort to 
forced combination rates “in the 
event of changed conditions of such 
magnitude as to cause any of those 
commitments to constitute a sub- 
stantial competitive handicap.” 
The correspondence specifies that 
“no such conditions are now fore- 
seen” and that in any event, if the 


et 


75 


Times-Picayune decides to resort 
to combination rates, the Depart- 
ment of Justice will have the right 
to seek a court determination of 
the question of whether there has 
been a change of “such magnitude” 
as to justify the action. 

While the agreement bans forced 
combination rates for display ads 
for 10 years, it specifies that com- 
bination rates are not to be used 
for classified for 25 years. The 
Times-Picayune is permitted to re- 
tain “security” to assure ultimate 
payment for its radio station, 
WTPS, which must be sold under 
the agreement. It is to notify the 
Justice Department when the sta- 
tion is sold and its pending appli- 
cation for a tv station withdrawn. 

The ban on forced combination 
rates for display ads applies re- 
gardless of whether the Item is re- 
sold, but the ban on a combination 
rate for classified applies only if 
the Item is not resold. 


s Mr. Kramer's acquaintance with 
the competitive situation in the 
newspaper field in New Orleans 
was not new to him. During 19 
years in the anti-trust division of 
the Justice Department, he handled 
several major cases involving ad- 
vertising and advertising media, 
including the anti-trust action 
against the Times-Picayune. 


® In a released statement, John F. 
Tims, president of the Times-Pica- 
yune Publishing Co., said, “Several 
times in the past [we have been] 
offered opportunities to purchase 
the Item. On those occasions [we] 
declined, and other purchasers 
came forward and bought the 
newspaper. The present company, 
headed by David Stern, is the third 
ownership to publish the Item in 
less than 20 years. 

“In the past we have welcomed 
competition. It is obvious from our 
offer to resell the Item that we 


still welcome competition,” Mr. 
Tims said. 
“Mr. Stern is an experienced 


newspaper publisher... (He) in- 
formed the Department of Justice 
that the Item has been operating at 
a loss and that under existing eco- 
nomic circumstances he sees no 
prospect of operating at a profit. 
“Mr. Stern further informed the 
department that before he initi- 
ated negotiations with the Times- 


Picayune Publishing Co. he at- 
tempted unsuccessfully to find 
other potential purchasers,” Mr. 


Tims stated. + 


Weiner & Gossage Assigned 
to Boost Irish Whisky in U. S. 

Weiner & Gossage, San Francis- 
co, has been selected by the export 
board of the government of Ire- 
land to promote Irish whisky in 
the U. S. The initial campaign is 
under preparation and is slated to 
be taken to Ireland for an ap- 
proval by Howard Gossage, very 
shortly. Although Joseph Weiner 
would not release media or cam- 
paign plans, he indicated the first 
advertisements would begin in The 
New Yorker. 

William H. Walsh, export board 
general manager, visited San Fran- 
cisco and New York last month in 
quest of a new agency. Picard- 
Marvin, New York, has been the 
agency, using magazines exclu- 
sively. 


AGA Announces Changes 

S. F. Wikstrom, director of pro- 
motion and advertising of Ameri- 
can Gas Assn., New York, since 
1955, has been named director of 
the association’s PAR Plan (Pro- 
motion, Advertising and Research). 
Mr. Wikstrom will succeed Allen 
D. Schrodt, who is resigning to 
relocate in the Southwest. Norval 
D. Jennings, AGA ad manager 
since 1953, has taken Mr. Wiks- 
trom’s former position. Charles R. 
Bowen, formerly promotion man- 
ager, has been appointed to Mr. 
Jennings’ former post. 
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j HELP WANTED POSITIONS WANTED 
EXECUTIVE & CLERICAL ART DIRECTOR-AD MAN 
| EXPERIENCED & TRAINEE 20 years of experience in all phases of 
Publishers Employment commercial art and production. Former | 
Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 469 E. Ohio St., Chicago, Su 7-2255 Art Director for N.Y. Times, and ad- 
— oe) 30 letters and spaces per line; upper & lower case 40 per line. Add SPACE SALESMAN vertising agencies in N.Y., also retail 
two lines for box number. Closing deadline: Copy in written form in Chicago office Industrial publisher in the metalworking |store experience. Phone CLinton 5-7405| 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- (field, seeks young aggressive man for | (L.A.) Write ; ' 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los | growing NY, NJ, Pa. territory, Offer Box 27J 295, ADVERTISING AGE | 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days j|ample opportunity for increased earn-| 4041 Marlton Ave., Los Angeles 8, Cal. 
preceding publication date. Display classified takes card rate of $17.75 per column ings. Provide salary, expenses, bonus!|I'LL BE A TURNCOAT 
h, and card discounts, size and frequency apply bo Ry ay neve oon FOR 10,000 A YEAR 
| ie particulars As your ad manager, young Madison 
AVERAGE PAID CIRCULATION FOR Box 1681, ADVERTISING AG Ave. Copywriter-Account Exec. will turn | 
- eee : ‘— atten cS sei 480 Lexington Ave., New York 17, N.Y. | knowledge of agency operation to your | 
6 MONTHS ENDING DEC. 31, 1957 J POSITIONS WANTED advantage for best offer in N.Y. area | 
éxs- — over present salary of $8500. Heavy con- J 
HELP WANTED , HELP WANTED AVA ADEE TEEAEBEATELY sumer and Industrial experience. 
INDUSTRI | gt Box 1682, ADVERTISING AGE | é 
AL COPYWRITER MOLENE For 2% years I have sold unique promo-| 489 Lexington Ave., New York 17, N.Y. | 
Construction Equipment experience pre- | Editers eedinieiiad Public Relations |tion service to over 100 top national — ee | I 
ferred. Immediate opening for competent | Copywriters................. Advg. Managers | advertisers such as GE, RCA, Philco, PROFESSIONAL WRITER-EDITOR | 
writer 28-35. Must be capable of handling | Artists Media... Production...... Service | Kroehler, Evinrude and Nunabush. Prior | 4Vailable on free lance project oF OR) 
variety of promotion writing such as/ “All is grist, which comes to our mill” | experience includes newspaper space | inuing assignment basis; speeches, pam- | ’ 
house organ, direct mail, dealer materials | Andover 3-4424, 105 W. Adams St., Chgo 3|sales and ad agency contacting and copy |Phlets, book, written materials. Ed é 
and special promotions. Job scope can | ASST. CIRC. MGR.—needed by well. | writing. Early thirties. Willing to relocate. pee 1213 W. Farwell, Andover 3-1838, ‘ 
et, See eases of advertising and | established, top flight business magazine | For, ay ry be i. James cago. 
D mm han y large department | publisher. Staff expanding, opportunity gilvie, - antic Avenue, easant- ART DIRECTOR-LAYOUT ARTIST 1 
and will expand as performance proves tor advamesmnant ville New Jersey. Or telephone collect | Interested in going up the ladder to a 
abilities. Man we want is fast and en- Box 1678 ADVERTISING AGE Pleasantville 3227-W. solid future. Desires position with smal- 
thusiastic yet willing to dig for material 200 E. Ulinois St Chicago 11, Illinois ASSISTANT TO ler organization in medium size city. 
and thorough on detail follow-through. . - ~ THE ADVERTISING MANAGER Available now. Salary $9,000. t 
Home will be ideal family city in pro- | PHOTO ENGRAVING SALESMAN: Experienced in Media, Production, Agen- Box 1683, ADVERTISING AGE 
gressive southwest area. Send full back-|!f you are making a living selling Photo-| —\" contact, Ledger Control and Con- 200 E. Dlinois St., Chicago 11, Illinois I 
ground, samples and salary required to:|¢mstaving in Chicago, don’t miss this.| Vition Management. Seeks job where COPY WRITER—FREE LANCE I 
Mr. x. w, tune, R. G. Letourneau, Inc., yg Be TE Bg may dam. proven administrative ability is prime|Solid experience, all kinds of print & | 
Longv wy ——— | write now, strletiy confidential ’| requisite. Preferably northeastern U.S.A. | radio. Will work by mail, phone or in| F 
ou're in ADVERTISING | Box 1679, ADVERTISING AGE location but will relocate for right job. | person. € 
Your Job is MY BUSINESS 200 E filinois St.. Chicago 11, Illinois Box 1680, ADVERTISING AGE Box 1684, ADVERTISING AGE 
Call Miss Barnard at ee on 480 Lexington Ave., New York 17, N.Y. 200 E. Illinois St., Chicago 11, Illinois I 
WA 2-2306 for the really AN OUTSTANDING OPPORTUNITY CGOPYWRITER—10 YEARS EXP. En- I 
BIG positions in Advt. w ee a moog | ay ye ployed but wants more demanding posi- | 
Radio. TV, Publishing and want a man versed in the techniques | ADVERTISING OPENINGS } 
Pub. Rela. See me = of offset and letterpress printing, includ- | AD ISING OPENINGS tion Young (38), married, creative. a 
P. Experience includes: Co; (top accts 
202 S. State St.. Suite 1302-4 ing office forms as well as advertising | (Partial Listing) pe : py P mi 
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Po TV end ae conemnee send brief but complete summary of back- 59 Coy N EW - fe 
ground and experience and indicate com- LOOK HOMEWARD ANGEL : | = spares. o 
ART DIRECTOR ie aa taas xt $10,000 4 CHICAGO 2, Ill. —— : 
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The man we seek is an idea man who can conceive pro “ RSTAND YOUR NEES. national, sectional or local basis) " he local level 
vill he oT slrggtinen Aeessagmats ins. pps 4. We advertise in your trade publication. magazines, trade papers. All read in oe San ae SI 
abi ity to write copy, visua ‘ize layouts, eva ua em Ja, ani convert 1034 W. Ra. one reading room. Staff of 250. Our WY Eliminate Trouble and error L 
advertising and merchandising ideas to action. Position involves Northbrook, service is PROMPT . . . THOROUGH. in merchandising promotions “ 
Advertising and Sales Promotion duties in connection with Con- wa rr 
sumer Package Products and Bulk Products. Attach this ad to your letterhead 
Prefer man under 35 with college degree. Salary open. Cleveland 2.35. = Bo today te: s 
location usiness Service ‘ 
. Est. 1888 li 
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Publishers Face 
50%-100% Hike on 
Mailings Abroad 


(Continued from Page 2) 
Aug. 1 rates to Canada and Mexico 
are revised to provide for a 4¢ 
letter and 7¢ airmail. 

2. New second class rates, which 
would be effective Jan. 1, involve 
a far-reaching revision of second 
class schedules to Canada, partic- 
ularly for magazines. 

Latin America: 

1. Book rates to Latin America 
have been identical with the do- 
mestic book rate (8¢ for the first 
pound, 4¢ for each additional 
pound). A new rate is proposed 
effective Aug. 1, of 12¢ for the first 
pound and 6¢ for each additional 
pound. 

2. Existing rates for newspapers 
and magazines have been the 
eighth zone domestic rate plus a 
third, or an average of about 8¢ 
per pound. New rates now being 
proposed would be 3¢ for the first 
two lbs. and 1%¢ for each addi- 
tional two oz., or 134%¢ per pound. 


s Elsewhere: Rates on printed 
matter including newspapers and 
magazines have been 12%¢ per 
pound (2¢ for the first two oz. and 
1%¢ for each additional two oz.). 
The new rate would be 18¢ (4¢ for 
first two oz. and 2¢ for each addi- 
tional two oz.). It would be effec- 
tive on printed matter other than 
newspapers and magazines on 
Aug. 1, and on newspapers and 
magazines Jan. 1. 

Some of the most severe results 
if the new rates were to be effec- 
tive would fall on magazines 
mailing into Canada, according to 
publishers. While postal officials 
agree this is so, they say it hap- 
pens because magazine publishers 
currently get an unusually low 
rate. 

Under existing rates, publica- 
tions issued less than five times 
weekly, which includes magazines 
and weekly newspapers, pay 1¢ for 
every four oz., or a total of 4¢ a 
pound, while newspapers pay the 
U.S. eighth zone rate, or an aver- 
age (after considering the low 
rate on editorial portions) of 
about 8¢ per lb. Adjustments pro- 
posed by the department require 
magazines to pay the same rate as 
newspapers, which is the new 
U.S. eighth zone rate which be- 
comes effective on domestic mail 
Jan. 1. 


s “This is an increase of more 
than 100%,” postal people say. 
“But what justification is there 
for the present rate which requires 
us to charge a newspaper twice as 
much as we charge magazines?” 

Publications of non-profit or- 
ganizations fare much better than 
commercial publishers. On ship- 
ments to Canada, they are slated 
for a sharp rate reduction. Instead 
of the present rate of 1¢ for 4 0z., 
they will pay the new domestic 
rate of 144¢ per lb., or a minimum 
of %¢. On shipments to Latin 
America their rate goes from 2¢ a 
pound to 3¢ a pound. 

Postal officials contend the 50% 
hike in basic rates for Universal 
Postal Union countries is required 
to meet treaty obligations, and to 
cover recent increases in costs, 
and that the increases under 
special treaty arrangements with 
Latin America and Canada are 
“proportionate” with the new 
rates to UPU countries. 


= However, spokesmen for pub- 
lishing groups express skepticism 
that adjustments of this order are 
necessary for treaty purposes. 


| fore, will be promoted primarily in 


joutput will 


Neely 
Look 


Bunker 


Johanson 
Petersen 


HOSTS—Representing local newspapers at the Newspaper Advertising 

Executives Assn. Colorado Springs meeting earlier this month 

were Doug Neely, Gazette Telegram, and Harry Bunker, Speidel 

Newspapers, both Colorado Springs; Eric Johanson, Star-Journal & 

Chieftain, Pueblo; Alfred Look, Sentinel, Grand Junction, and A. L. 
Petersen, Tribune, Greeley. 


substantially modified after State 
Department officials pointed out 
that rates which blocked the flow 
of American periodicals abroad 
would interfere with our efforts 
to inform the world about the 
American way of life. 

Moreover, they point out that 
the UPU treaty specifically allows 
any country to reduce its rate 
50% below the basic rate specified | 
in the treaty, provided the rate is| 
no lower than the domestic rate. | 
“At least 18 countries have taken 
advantage of this flexible portion 
of the UPU treaty,” publishing 


industry sources say, “but our Sidney A. Wells 


Post Office Department has re- 
fused to recognize that we have) 
the right to adopt low rates if we 
regard them to be in our best 


interest.” 
Post Office Department attitude) 
toward the international rate! 


schedule is consistent with the 
stand that Postmaster General 
Arthur Summerfield has taken 
during the past five years that 
the Post Office ought to recover 
its costs when it renders a service. 

“If the State Department wants 
magazines to go abroad in the 
interest of our foreign policy, then 
it should go to Congress and get 
an appropriation to cover the cost 
of doing this,” one official argued. 
“We are just a service organiza- 
tion moving the mail. It is not up 
to us to decide what is good for 
foreign policy.” + 


EWRR Gets L.&G. Whisky 
Erwin Wasey, Ruthrauff & Ry- 
an, Los Angeles, has been named 
to handle advertising for L. & G. 
straight bourbon whisky. L. & G. is 
a product of Labrot & Graham, 
Louisville, a subsidiary of Brown- 
Forman Distillers Corp. L. & G., 
which has not been advertised be- 


newspapers. The brand has been 
marketed only in Southern Cali- 
fornia on a limited basis, but its 
now be _ increased. 
EWRR is the agency for Brown- 
Forman’s other whisky brands. 


Farson, Huff Gains One 

Mrs. Marian M. Ganong, for- 
merly account coordinator for 
Hixson & Jorgensen Advertising, 
Los Angeles, has joined Farson, 


They recall that a steep increase| Huff & Northlich, Cincinnati, as | 


in international rates which the 
department advanced in 1953 was 


ak a ee UU a iia ne aa 


West Coast representative. She re- 
places Mrs. Pauline Graves. 


Sidney Wells Heads New 
Merger Unit for Rubel 
Sidney A. Wells, for the past 23 


years with McCann-Erickson, 
has joined Ira 
Rubel Inc., ad- 


vertising agency 
management con- 
sultant, as vp in 
charge of a newly 
organized acqui- 
sitions and merg- 
ers division. 

Mr. Wells was 
vp and manager 
of the Chicago 
office of McCann 
before going to 


|Germany as vice-chairman of the 


board and general manager of Mc- 
Cann-Erickson’s four offices in 
that country. He returned to Mc- 
Cann corporate headquarters in 
New York early this year, and now 
will make his headquarters in 
Chicago. 


‘Port of Chicago Directory’ 
to Be Published Next Year 

The first “Official Port of Chi- 
cago Directory & Market Reference 
Book” will be published in June, 
1959, by the Chicago Assn. of Com- 
merce & Industry. The directory 
will include information on dock- 
ing, warehouse and port facilities; 
rail, truck, barge and air transpor- 
tation connections; freight agents, 
stevedoring and towing companies; 
freight forwarders and customs 
brokers. There will also be listings 
of all of Chicago’s importers, 
foreign consular and trade offices, 
banking facilities, trade organiza- 
tions and government offices. 
There will be maps of the Chicago 
area, its harbors, dock locations, 
rail and truck terminals. 

More than 20,000 copies will be 
distributed free throughout the 
world to government and trade 
organizations and business men. 


‘Poultry Journal’ Expands 

The July-August issue of the 
American Poultry Journal, Chi- 
cago, was the last in the five edi- 
tion arrangement. Beginning with 
September, the journal will be 
published in six editions; Broiler 
Producer in one edition, the Tur- 
key Producer in one edition, and 
the Egg Producer in four regional 
editions — eastern, midwestern, 
southern and Pacific. 


(Continued from Page 2) 
vertising. Admittedly all adver- 
tising should be 
Would that the canons of good 
taste were followed in all tele- 
vision advertising and program- 
ming. There is an unwarranted 
implication that beer and wine 
are apart from all other products 
and must therefore be handled gin- 
gerly.” 

An embarrassed NAB president 
sought to calm the congressman 
in a second letter June 27, ex- 
plaining that the industry had 
adopted the ban on liquor more 
than 20 years ago because “his- 
torically a distinction has been 
made in the minds of the Ameri- 
can people between beer and wine 
on one hand and hard liquors on 
the other.” 

“Personally I would agree that 
such a distinction is not based 
entirely on logic,” Mr. Fellows 
wrote. “The difference, however, 
was extant long before broad- 
casting became a force in Ameri- 
can society. Broadcasting, it 
seems, merely adopted the mores 
already existing.” 


= This week Rep. Celler’s further 
reply to Mr. Fellows complained, 
“T cannot let the matter rest with 
your conclusions. 

“Radio and television play an 
important part in our lives, and 
since they are among the most 
important media of communica- 
tions the broadcasting industry 
cannot close its eyes to our every- 
day existence. Hard liquors and 
cordials, as well as beer and wine, 
are distributed and used through- 
out the nation—even in so-called 
dry areas. 

“Why should your industry be 
so myopic? Just because the pro- 
scription against whisky has been 
in effect a number of years is no 
reason why it should be con- 
tinued. 

“You agree that the distinction 
between hard and light liquor is 
not based on logic. If that is so, 
why continue a practice that is 
illogical? You say the broadcast- 
ing industry merely adopted the 
mores already established. Who 
established those mores? The 
broadcasting industry? The tem- 


) ° 


TV Liquor Ad Ban Is 
‘Pusillanimous’: Celler 


perance societies? Surely not the 
| public.” 


in good taste. 


= “In any event,” the congress- 
man said, “mores change and 
broadcasting and telecasting must 
change with the change in mores.” 
He said he was not aware of 
self-regulation among distillers to 
keep liquor off the air, “but if 
they have done this, they must 
have been most ill advised.” # 


Hepple Joins Llewellyn 

W. S. Hepple, formerly Arizona 
and New Mexico district manager 
of Pabst Brewing Co., has joined 
Llewellyn Co., Albuquerque, N. 
M., outdoor advertising company, 
as sales representative for nation- 
al, regional and local accounts. 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smalier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica. 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from 


OFFICIAL JOURNAL OF AFCEA 
Wm. C. Copp & Associates 
72 West 45th St., New York 36, N. Y. 


A Technique 
for Producing 


Where do the moneymaking 
ideas come m—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales compaigns 
and businesses? ¢ 


James Webb Young, one of 
the highest paid idea men in 
the advertising business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 


book which you can read in an 
hour but remember the rest 
of your life. 


In the simplest and clearest 
of 1 e Mr. Young has suc- 
ceed in describing the way 
the mind works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who have 
read it. Send for your copy of 
A TECHNIQUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 
A GE 200 E. ILLINOIS ST. 


CHICAGO 11, ILL. 
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60% of Agencies Not 
Hurting in Recession 


(Continued from Page 1) 
ances, AA was told. 


AA interviewed top executives 7%. 


| * Another agency reports busi- 
|ness during first half of °58 off 
Agency management, 


in some 30 agencies billing more | ever, sees an upsurge for the re- 
than $25,000,000 to get its survey| maining six months of 58 and 
picture. In order to obtain candid | predicts even better business for 
(as well as accurate) information,;| 59. Generally, budget cuts have 


AA kept the survey on an anony- been distributed 


fairly evenly 


mous basis. In several instances,| among clients, with some cutting 


however, agency heads authorized|and others increasing appropria- 


quotes. 


= Lennen & Newell, New York, is} 
in the latter category. It reported | 


doing about 40% more business 


during the first six months of 58 | conceded billings 


than for the same period last year. 
The agency says the picture dur- 
ing the next six months—and into 
1959—continues to look good. It 
reported few budget cuts, since 
most of its clients are not in the 
depressed industries. 

Another agency happy to talk 
about its financial picture is Nor- 


| months. 


| tions. No pattern in allocating and 
|appropriations is discernible. 


5. One major agency jauntily re- 


the first six months of 1958; then 
were 
slightly.” They would also be 
“down slightly” for the second six 
There was no pattern 


sponded, “We did pretty good” in| Accounting 


|evident on budget cuts; “nothing | 


to worry about” as far as 1959 


|prospects are concerned; budget 


decisions are at just about the 
same pace as last year. 


man, Craig & Kummel, New York, | 6. Another of the very largest 
which predicted 1958 will be a| agencies reports business for the 


“banner year” 


with billings running 


for the agency,| first six months about the same 
“at least|as last year, prospects for the re- 


15%-20%" above last year. NC&K,| mainder of the year “very good” 


which has not lost an account in|and next year’s 
more than 18 months, says pros-| 


pects for 1959 are “excellent.” 

AA reporters also discussed 
with agency men the timing of 
next year’s budgets. Many felt 
they would come in more slowly 
than last year. (“Slow buying on 
the tv networks is an indication 
of this,” one agency president 
said.) 


s Here are some comments by top 
men in other leading agencies: 


1. One top agency says business 
“is down slightly,” primarily be- 
cause of auto budget cuts. The 
drop is estimated at “up to 5%.” 
There are hopes that the second 
half will be better, depending on 
whether the upswing in the econ- 
omy is real or temporary. For the 
year, the agency expects to be 
even or 2%-3% under’ 1957. 
Budget cuts have followed an 
“extremely erratic” pattern. Be- 
cause of cold weather, an air con- 
ditioner account cut back 10%- 
15% which will not be restored. 


forecast level 
“considerably ahead.” There have 
been no major cuts, a few minor 
ones. But the agency is hopeful 
that some of these cuts will be 
restored by the end of the year. 
1959 looks “exceptionally good,” 
with a client and general business 


'expansion expected. 


7. Domestic billings for the first 


| ! 
'feeling among clients is cautious- | Compute Costs by 


| 
| 
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RATIOS OF SALARY COSTS TO GROSS INCOME! , BROKEN DOWN BY FUNCTIONS AND SIZE OF AGENCY 


(I 


Commissions, service charges and fees) 


| Under 1/72 -1 1-2 2<«5 5 - 10 10 - 25 Over 25 

| Function $500 ,000 million million million million million million 

@ off contact & Planning 13,00 14.00 15.00 16.00 16.50 17.00 17.00 
New Business 3.00 3.00 4.00 3.00 2.00 1.83 1.25 
Creative (Copy, Art) 17.00 17.00 16.00 16.00 16.00 16.00 16.00 

| Media 3.50 3.00 3.00 3.50 3.50 4.00 4.25 

| Research 1.50 1.50 1.50 1.50 1.75 2.00 2.50 
Mechanical Prod. 5.00 4.00 3.75 3.50 3.50 2.50 2.00 

| Radio & TV Prod. 1.50 1.50 1.50 1.75 2.25 3.00 4.25 

| 5.00 4.00 3.50 3.00 3.00 2.00 2.50 
“down | General and Admin. 9.00 9.00 9,00 8.75 8.50 8.00 7.50 
| Publicity and P.R. 1.00 1.50 1.768 1.50 1.50 1.50 2.00 
TOTALS 59.50 58.50 59.00 58.50 58.50 58.25 $9.25 


These are "considered" ratios, which reflect actual operating con- 


ditions. 


ness, with ad managers this year 
refusing to “stick necks out” for 
higher ad budgets, regardless of 
personal feelings about market 


but general ad budget cuts should 
level and appropriations increase 
over the long term. The agency 
feels that “cautiousness” will pre- 
vail through next year, resulting 


| 


| ment. Unprofitable items are easi- 
ly hidden in an over-all profit col- 


umn.” 


‘Quarter to Profit, 
‘Rubel Tells Agencies 


‘and general economy. This feeling | 


: , 3 (Continued from Page 1) 
is expected to spill over into ’59,| 


| basis of the usual operating state- 


They provide for adequate profits for a well-managed agency. 


functions and size of agency. 


@ The table of ratios of salary 
costs to gross income represents 
averages for agencies of the size 
indicated, but will not do for any 
one individual agency, Mr. Rubel 
warns. The agency must establish 
its own ideal ratios for each func- 


tion the agency is to perform. 


The ratios in the table are to be 


/used as a guide in setting up the 


lin a “hold-the-line” agency busi-| ® Mr. Rubel suggests three steps to 


| 


ness climate in ’59. 


12. The report from another agen- 


| be taken to assure profitable oper- | 


ations: 


half are down about 5%, but for- | ©: First six months up 23%; sec- | costs. 


eign billings are up from 5% to 


| 
| 


| 


10%, one agency reported. The | 


agency expects domestic billings 
to take an upturn in the fall and 
foreign billings to stay good. It 


expects to be ahead § slightly 
(about 5%) for 1958 as com- 
pared with 1957. Budget cuts 


have been uneven, with clients in 
the automotive and appliance 
fields slashing budgets and those 
in the foods and package goods 
field boosting ad spending. The 
agency is “cautiously optimistic” 
about 1959. 


8. Another agency’s billings were 


off 20% 


An auto account, pegged on sales, | same decrease expected for the 
is down 40%-45%. Other accounts; second half. Automotive billings 
are the same or have risen. 1959| account for the drop; clients out- 


“looks fairly good at this point”;|side auto field are maintaining | 


the agency is doing client plan-| 1957 ad budget levels. 


ning from this point of view. So) 


far, budget decisions appear to be 
coming faster for this agency, be- 
cause clients have been forced to 
pay closer attention to advertis- 
ing and sales promotion for the 
past eight months and conse- 
quently are more aware of the 
subject and are thinking in terms 
of “strategic planning.” 


2. Another agency is doing better 
than last year, with billings run- 
ning 10%-15% better than the total 
chalked up in ’57. It attributes this 
to the absence of hard goods ac- 
counts, plus the acquisition earlier 
this year of major new accounts. 
Ad budgets in first six months of 
"58 generally are holding steady. 
Business forecast “good” for re- 
mainder of ’58. Still too early to 
predict business outlook in ’59. 
Comment: “If this is a recession, 
we'd like more of it.” 


3. No “drastic” cuts in ad budgets 
during first half of 58; business 
was “good,” or about as much as 
the agency expected in a declin- 
ing market, is the report from 
one shop. Agency predicts that 
business during the latter half of 
58 should remain steady, with no 
large cuts or increases expected. 
While it is still too early to proph- 


esy about °59, it expects to fare | 
better than shops with appliance, | 


|9. One midwestern shop is ahead 
|25% for first half, expects to be 
| ahead 14% for second half and 
ahead 20% for 1958. About half of 
|the clients cut budgets—an aver- 
age of 14%—while the other half 
increased or maintained their 
budgets. The agency is optimistic 
about 1959 and expects it to be at 
least as good as 1958. 


10. One agency with a fistful of in- 
dustrial accounts reports a down- 
ward trend both in the agency’s 
business and new billings for the 
first half of ’58. The second half 


see” attitude among clients prob- 
ably predominant in the first 
quarter of ’59. After that the 
agency forecasts a general upturn 
in business. Business volume dur- 
ing ’58 has been off badly, but 
paradoxically, losses are 
as business operations progress 
westward; East Coast losses have 
been great, but have been offset 
by business gains to the west- 
ward. General prediction is that 
a “sideward” philosophy among 
clients will prevail through the 
remainder of '58 and into the first 
few months of ’59. 


11. Another agency expects a 10% 
increase in its business for ’58, 


auto or other “hard goods” ac-|ing by clients already in the shop. 


counts. 


According to the agency, general 


for first half, with the| 


should continue with a “wait and | 
clined to cut budgets as quickly 


less | 


| 
| 


but not due to stepped up spend- | multi-million 


|year, maybe as much as 


ond half to be down about 10%. 
Very little cutting by clients— 
about three were lower (one due 


2. Get equitable and 


| income from each client. 


| 1. Plan and forecast income and 


| 3. Control and regulate costs by 
to lack of hot weather). Can’t say | accurately determining if (a) sal- 
yet how '59 will look—those few | ary ratios (to income) are normal; 


adequate 


agency’s own ratios by comparing 
them with actual ratios based on a 
year in which the agency operated 
well and profitably. 

The ideal table of expenses does 
not represent averages, Mr. Rubel 
says. “They are idealized figures; 
for to use averages would be to 
include inefficient operators along 
with efficient ones, and this, of 


clients with fiscal year beginning | (b) salaries are in line with those | course, would produce figures that 


July or August 


the competition. 


13. A Chicago agency reported its 
first six months down 10%-15% 
and sees about the same picture 


jahead in the second half, for a 


= Mr. Rubel offers two 


aid agencies in computing the prof- 
itability of their operations. One 


tables to 


year’s total of 10%-15% less than| Shows ideal expense ratios for ad-| 
57. Some clients, such as ma-| Vertising agencies, grouped accord- | 
chine tool makers, are off consid-| ing to annual billing size, and the | 
erably; others have maintained or | ther shows ratios of salary costs | 


even’ increased 
The agency expects 
to do considerably better in 1959. 


14. Business is off about 2%, but 
May and June are above last 
year, still another agency reported. 
1958 is expected to be “about 
even” with 1957. Budget cuts vary 
by industry—hard goods, appli- 
ances and automobiles tending 
downward, foods and drugs hold- 
ing up. A “perennial optimist,” 
this agency president thinks 1959 
will see a comeback. It won’t be a 
boom, but he thinks the bottom is 
here now. Most of this agency’s 
accounts, it was pointed out, are 
leaders in their field and not in- 


as second or third-place products. 


15. One of the largest agencies says 
volume for the first five months 
is roughly 4%% ahead of last 
year domestically and considera- 
bly more than that international- 
ly. It doesn’t know if it will 
maintain the percentage for the 
rest of the year but expects it 
will be at least 2% ahead for the 
15% 
ahead _ internationally. Budget 
cuts have varied “all over the 
lot,” with most package goods ac- 
counts increasing, heavy industry, 
utilities, automobile and insur- 
ance cutting about 10-15%. One 
dollar package 


goods account boosted its budget 
about 40%. # 


IDEAL EXPENSE 


RATIOS* 


have budgets) paid by other agencies for similar | would be unreliable guides.” 
which are about the same. Most | talent and skills, and (c) expenses 
clients will wait as long as possi-| both overhead and direct—are 
ble before completing the budget,| under control so that they repre- 
to watch the economic picture and| sent a ratio to income that is not 
more than similar agencies spend. 


® Copies of the special issue on 


| operating profitably are available. 


For subscribers the price is $4 per 
copy; for five or more copies, $2 
per copy. For non-subscribers, the 
price is $10 per copy; for five or 
more copies, $4 per copy. 

The report is prepared by Ira 
W. Rubel, certified public account- 
ant, 141 W. Jackson Blvd., Chicago 
4, and is published and distributed 
by Robert Associates, 330 S. Wells 


through good/|to gross income, broken down by | St., Chicago 6. # 
|management or new product in- 


| troductions. FOR ADVERTISING AGENCIES 


Grouped According to Annual Billing Size 


Rent and Light 

Travel 

Entertainment 

Stationery & Supplies 

Telephone & Telegraph 

Taxes (Other than U. S. 
income and excess pro- 
fits) 

Research 

Insurance 

Depreciation 


Memberships, Dues, 
and Subscriptions 


Unbillable (Production 
and other outside 
client work) 

Agency's Advertising 

Postage & Express 

Donations 


Legal & CPA Fees 


New Business and 
All Other 


(**The same ratios a 
"1/4 to 1/2 million, 
classifications, ) 


pply 


{*in percentages of gross income) 


Under ** 


2 million 


5.00 


2.25 
2.00 
-00 


-50 


wr 


-00 
-50 
25 
1,00 


2,00 


Two to Five to Ten to 
S million 10 million 25 million 
5.00 5.00 4.75 
2.25 2.50 2.75 
2.00 1.7% 1.75 
2.00 1,50 1.50 
1.50 1.50 1.75 
1.50 1.25 1,00 
1.25 1.8 1.25 
7s 1.00 1.50 
1,00 1,00 1,00 
1.00 1.00 1,00 
1.00 1,00 1,00 
1.00 1,00 75 
50 50 50 
225 50 50 
1.00 1,00 1.25 
2.25 2.50 3.00 


to agencies in the “under 1/4 million,” 
"1/2 to 1 million," and "1 to 2 million" 
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Advertising Age, July 21, 1958 
- 
Hairdressers 


Hit Factor Ads 
in FTC Complaint 


(Continued from Page 1) 
were incensed over claims in Nat- 
ural Wave ads that one application 
would change a woman’s hair from 
naturally straight to naturally cur- 
ly, and that use of Natural Wave 
would eliminate the need for per- 
manents. The new ads have been 
running on tv and radio and in 
supplements for several weeks. 


= NBC had no comment on the 


complaints against the Factor 
copy, which have been turned 
over to its legal department. 


NBC’s continuity acceptance de- 
partment reportedly objected to 
some of the claims even before 
the protests began to roll in. But 
orders had already been accepted 
and the commercial has continued 
to roll on spot schedules on the 
owned stations. 

NBC also had on its hands a 
complaint from a competitor of 
Factor, which insists that the 
Natural Wave claims just aren’t 
so, AA learned. 

In a case like this, when one 
advertiser complains of what an- 
other is saying in its commercials, 
the network tries to resolve the 
situation by keeping both of them 
reasonably happy. Sometimes 
they bring in someone like the 
Better Business Bureau to negoti- 
ate the differences. 

Revlon has been striking back 
at Factor’s claims in its own tv 
pitches. The other night on a quiz 
telecast Barbara Britton said as 
she pitched Revlon Spray: “Don’t 
be misled, this is not a perma- 
nent. But it’s an excellent hair 
spray and will help you curl your 
hair.” 


s Following is the full text of the 
NHCA press release prepared by 
Nathan E. Jacobs, president and 
manager of Bozell & Jacobs, Chi- 
cago, which handles public rela- 
tions for NHCA: 

“IT am enclosing a copy of the 
full page advertisement in the 
May 25, 1958, issue of The Ameri- 
can Weekly, which states that: 
‘Now you can change the struc- 
ture of your hair from naturally 
straight to naturally curly.’ 

“Furthermore, the advertisement 
claims that: ‘Now, without harsh 
permanents or messy sprays, Nat- 
ural Wave penetrates through your 
hair, One quick set changes its 
structure to naturally curly. 

“‘In minutes you'll have lus- 
cious curls you can comb and 
comb and know the cur! will stay. 
Clean curls without a trace of 
old-fashioned stiffness and sticki- 
ness. 

“*And come wild winds, damp- 
est fog or bedtimes, you can al- 
most shake your hair back into 
perfect shape. Now, after just one 
quick set, you'll have natural 
waves. With new Natural Wave 
by Max Factor. Only $1.50 plus 
tax.’ 


s “Further, the advertisement 
states: ‘New. Natural Wave by 
Max Factor—the amazing new 
spray that makes permanents un- 
necessary.’ 

“TI am also enclosing a report 
by Marie C. Longstreet, Long Is- 
land, New York, of ‘The Polly 
Bergen Show’ of May 31, 1958, 
over the NBC-TV network. 

“You will note that this copy 
is as misleading and false as is 
the text in The American Weekly 
advertisement. 

“The announcer states in the 
program that: 

“‘Now you can give yourself 
curly hair that looks truly natural 
because Max Factor has discov- 


ered nature’s own way to change 
the structure of your hair from 
naturally straight to naturally 
curly. 

“*Everyone knows that when 
you try to bend an old-fashioned 
straw it will break. But this mod- 
ern straw has been changed in 
structure so that it curls naturally 
and stays curly. This is how Nat- 
ural Wave works. It penetrates 
through the hair changing the 
structure of each individual hair, 
giving you a natural curl. 


a “*You’ll have bouncy, luscious 
curls that last and last, that won’t 
go limp, even in the wildest wind, 
soft curls without old-fashioned 
stiffness or stickiness .. . you can 
now forget permanents forever.’ ”’ 

“Miss Bergen says in the pro- 
gram: 

“‘Now with just one setting, 
you can have exciting naturally 
curly hair till your next shampoo 
and Natural Wave by Max Fac- 
tor.’ 

“The association has contacted 
its technical consultant, Charles 
Barban . . . Brooklyn, New York, 
who has stated that: 

“ ‘Tt is obvious that the represen- 
tation’...“Now you can change 
the structure of your hair from 
naturally straight to naturally cur- 
ly” is false and deceptive because 
no externally applied product can 
produce “naturally curly” hair al- 
though it might produce hair that 
will appear to be “naturally cur- 
ly.” For the same reason, the prod- 
uct’s name of Nataral Wave is like- 
wise false and deceptive although 
a name of “natural-looking wave” 
might be in order if the product 
so functioned that it produced 
such a result when used by a lay 
person. 

“Insofar as the representa- 
tion “amazing new hair spray 
makes permanents unnecessary” 
is concerned, the inference it car- 
ries is likewise misleading and 
deceptive for it infers falsely that 
the use of the product will pro- 
duce results that are as durable 
and lasting as those given by per- 
manent waving. And, if this be so, 
then the Factor product is a per- 
manent wave and the consumer 
is misled into believing that it is 
not.’ 


= “We believe that such claims 
are in violation of the amended 
Federal Trade Commission Act 
and, therefore, are filing this com- 
plaint with you with the hope 
that we can secure relief from 
this false and misleading adver- 
tising before the business of our 
50,000 members and the other 
cosmetologists in beauty salons is 
damaged to an extent involving 
many millions of dollars. 

“The demonstration of a 
straight drinking straw, which is 
called ‘old-fashioned,’ is being 
manufactured today in quantities 
of a ratio of many thousands to 
one single ‘modern straw.’ 


s “However, the important point 
in the demonstration of the straw 
is that it shows the straight straw 
in comparison to a patented straw 
which is constructed with ribs so 
that the straw will bend. Of 
course, there is no similarity be- 
tween the structure of the hair 
and the structure of a drinking 
straw, nor does Natural Wave 
change a naturally straight drink- 
ing straw to a naturally curly 
drinking straw. 

“For the record, the National 
Hairdressers & Cosmetologists 
Assn. is America’s largest and 
oldest national professional asso- 
ciation of the cosmetologists. It 
has approximately 50,000 mem- 
bers in 1,000 local units in 45 
states which have state associa- 
tions and in two states where 
associations are now being organ- 
ized. In addition, it has units in 
the District of Columbia, Hawaii, 
Alaska, and members at large in 


the remaining one state.” # 
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Last Minute News Flashes (Movie Ads Are 


Kinley Joins McCann in Plans-Media-Research 


New York, July 18—Daniel D. Kinley, veteran of 11 years with Proc- 
ter & Gamble, has joined McCann-Erickson here as manager of the 
planning, research and media division—a new position. Mr. Kinley 
has been associate brand promotion manager of P&G’s food division. 


$1,000,000 Push Urges Conversion of Canada Bonds 


Toronto, July 18—The Canadian government and Canadian invest- 
ment dealers are expected to spend $1,000,000 between now and Sept. 
1 in a multi-media campaign urging an estimated 2,000,000 holders of 
maturing victory bonds to exchange them for new longer maturity 
bonds with a higher interest rate. McKim Advertising and Spitzer & 
Mills, both Toronto, are handling the English language push. J. E. 
Huot Ltd., Montreal, is handling the French phase. 


KLM Airlines Begins First Sponsorship in Fall 


New York, July 18—KLM Royal Dutch Airlines will embark on its 
first U. S. tv campaign in September, featuring filmed commercials 
shot in Europe. Rollo Hunter, radio-tv director of Erwin Wasey, Ruth- 
rauff & Ryan, left for Europe today to supervise the filming. 


Manhattan Shirt Bows as Net TV User 


New York, July 18—Manhattan Shirt Co. will enter network tv for 
the first time this fall with a new Sammy Kaye half-hour program, 
“Music from Manhattan.” The show will be seen Saturdays at 10 p.m., 
EST, on ABC-TV. Peck Advertising Agency services this account. 


Tennyson Named VP of K&E’s West Coast Radio-TV 


New York, July 18—Alfred R. Tennyson, vp and director of the tv- 
radio commercial production department at Kenyon & Eckhardt, has 
been named to the new post of vp in charge of tv-radio for the agen- 
cy’s Los Angeles and San Francisco offices. John W. Murphy, a pro- 
ducer at K&E, has been appointed to replace Mr. Tennyson as head 
of the commercial production department in New York. 


Jensen to Head NIAA’s ‘Operation Follow-Through’ 


DALLAs, July 18—Willis T. Jensen, vp and account executive of Rum- 
rill Co., Rochester, N. Y., has been appointed chairman of Operation 
Follow-Through by M. Stephen Miranda, new chairman of the Na- 
tional Industrial Advertisers Assn. Operation Follow-Through was 
adopted to explore the future potentialities of the International Society 
for Industrial Marketing concept which NIAA turned down last month 
(AA, June 9). 


Lorillard Moves to Switch ‘Challenge’ to NBC-TV 

New York, July 18—P. Lorillard Co. (Lennen & Newell) is negotiat- 
ing to move the “$64,000 Challenge” from CBS-TV to fill one of the 
time spots the company is already holding on NBC-TV. 


Brand Joins Clinton Frank; Other Late News 


e Perry L. Brand, who resigned a month ago (AA, June 16) as a 
vp, account executive and plans board chairman of Campbell-Mithun, 
Chicago, has joined Clinton E. Frank Inc., Chicago, as a vp and account 
supervisor. At Frank, he joins G. Bowman Kreer, vp and director of 
marketing services, who resigned as co-manager of C-M’s Chicago of- 
tice at the same time as Mr. Brand. 


e First results from a survey on whether ads for filter brands misled 
the public were revealed this week by John Gwynne, FTC chairman, 
at this week’s Blatnik committee hearings (see story on Page 1). 
According to Mr. Gwynne the survey shows most smokers who switch 
to filters smoke about the same number of cigarets as they did before, 
but nearly one-third said they smoke more than before. About 40% 
told FTC they switched for health reasons, but most did not expect 
more than “moderate” protection. Two-thirds of the smokers said 
they picked their brand because they felt it tasted better. About one- 
fifth felt any ad for a filter, including one with the phrase “Better 
Filter for Better Flavor,” implied health protection. 


e Robert A. Lazar, former manager of WBEE, Harvey, Ill, has been 
appointed to the newly-created post of general manager of the Chi- 
cago office of Forjoe & Co., New York. Douglas Brown, senior sales 
executive of the radio-tv representative, has been named sales manager 
of Forjoe’s New York sales division, replacing Kenneth Goldblatt, who 
resigned some time ago. Edward Argow, formerly with Dancer-Fitz- 
gerald-Sample, has been named senior sales executive. 


e P. Lorillard Co., New York, maker of Kent, Old Gold and Newport 
cigarets, reported sales for the six months ended June 30 of $221,267,- 
389, an increase of 111% over the $104,641,649 reported for the 1957 
first half. Net earnings for the six months were $11,824,849, compared 
with $2,721,492 in the first half of ’57. 


e Greyhound Corp. is joining Tailored Junior Dress Co. and Miss T. J. 
Dress Co. in a seven-page ad in the August Mademoiselle, built around 
the themes, “Go back to college in style. . .go air conditioned Grey- 
hound” and “Go back to college in style. . .enjoy air suspension ride.” 
Commercials on the Greyhound co-sponsored “Steve Allen Show” 
(NBC-TV) are scheduled for Aug. 17 and 24. Greyhound terminals 
will display ad blowups, 6,500 stores will devote windows to the pro- 
motion, and Mademoiselle is planning a fashion show series based on 
it. The ad is handled by Daniel & Charles, agency for the dress com- 
panies; Grey Advertising Agency handles Greyhound. 


e Albert S. Traina, formerly western ad manager of Modern Bride, 
has been appointed ad manager of Bride & Home. He replaces Stuart 
Arnold, who has resigned. 


e Robert J. Sullivan has resigned as director of program promotion 
and merchandising at CBS Radio to take the newly created post of 
promotion and advertising of Corinthian Broadcasting Corp., New 
York, effective Aug. 1. William S. Brower has been promoted from 
within the promotion department at CBS Radio to replace Mr. Sulli- 
van at the network. 


e W. U. Osborn has been appointed vp in charge of operations of 
Pacific Outdoor Advertising Co., Los Angeles. He was formerly man- 
ager of the company’s San Francisco office. Before joining POA in 
1951, Mr. Osborn was an account executive in the San Francisco 
office of Batten, Barton, Durstine & Osborn, 


Good (or Bad) as 
Other Ads: Lipton 


(Continued from Page 1) 
as such offer a good target. 


e Motion pictures are in the busi- 
ness of selling emotions. 


@ Good advertising requires that 
these emotions, whatever they may 
be, should be reflected in the ad- 
vertising of a picture in order to 
achieve dramatic impact. 

On this score he observed that 
the same effort to achieve dramat- 
ic effects is present in all advertis- 
ing. Soaps, insecticides, etc., try for 
such dramatic effects even when 
there is no basis for them, he not- 
ed. 


e Pictures are an extremely per- 
ishable product. When a picture is 
advertised in a national magazine, 
it is the only product in that mag- 
azine not available for sale im- 
mediately and everywhere. Pic- 
tures are available at different 
times in different places for a lim- 
ited time in each community. 

If a ticket for the picture is not 
purchased when it is in that com- 
munity, the prospect cannot come 
back for it later. Thus ads must 
have maximum impact to get ac- 
tion, he said. 


e Another peculiarity is that each 
picture is a different product. Last 
year Universal International had 
36 pictures in release. In effect this 
represented 36 new products, each 
requiring a different campaign. 
This, Mr. Lipton said, does not al- 
low for soft sell. 


e Billing requirements for stars in 
pictures which are fixed by con- 
tract tend to reduce substantially 
the leeway in making ads inter- 
esting. 


e In Mr. Lipton’s opinion prob- 
ably the most devastating circum- 
stance confronting all motion pic- 
ture advertising and leading to 
criticism springs from the fact that 
all movie advertising runs on the 
same page or two pages all the 
time. All movie ads must vie with 
each other on the same pages. All 
are seen at the same time and must 
be produced with this in mind. 

Imagine if you will that all ciga- 
ret ads were on the same page, he 
said, asking: Would they not look 
silly, and would not their claims be 
negated? 


® Without any intent of being crit- 
ical, Mr. Lipton said, he has these 
opinions about other advertising: 

In tv, he said, they have resort- 
ed to adult westerns and call it 
modern selling. This is nothing 
more than going back to the “Great 
Train Robbery” of the earliest days 
of motion pictures. The giveaways, 
he said, are nothing more than 
versions of “Bingo” and “Bank 
Night,”’ which theaters abandoned 
long ago. 


2 In printed matter, Mr. Lipton 
asserted, scantily clad attractive 
ladies are used to sell everything, 
including bank accounts. Yet mo- 
tion pictures are castigated for do- 
ing the same thing. : 
Actually, he said, the motion 
picture code prevents its subscrib- 
ers from doing many things which 
pass unremarked in such publica- 
tions as Ladies’ Home Journal, Mc- 
Call’s and The Saturday Evening 
Post. This, he said, includes both 
illustrations and lines of copy. # 


United Film Names Oliver 

Neale H. Oliver has been ap- 
pointed manager of the Detroit 
office of United Film Service. Mr. 
Oliver formerly headed United 
Film’s national accounts depart- 
ment in Kansas City, Mo. 
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—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 

Story, Brooks & Finley 
RETA REPRESENTATIVE: 

George Molloy, New York 


» |ship, and competed strongly with 
) |Cadillac for luxury car markets. 


nee 


‘Packard Comes 
to End of Trail; 
Brand Will Die 


(Continued from Page 2) 
seater, buggy type with wire 
wheels, it steered by means of a 
tiller and had a single-cylinder 
| horizontal engine which developed 
|12 hp. The transmission had three 
speeds forward and one reverse, | 
|which was considered a great in- 
novation at that time,” said 
\*Treasury of Early American 
|Automobiles” in describing the 
| first Packard. 
| For the first 35 years of their life, 
Packard cars were noted as sym- 
| bols of prestige and fine workman- 


Sales in 1922 amounted to 9,050, 
and the company showed a steady 
sales gain every year through 1929, 
when peak sales of 44,634 were 
reached. 

Packard was hit hard by the de- 
pression and sales declined rapidly 
from 1930 through 1934, when the 
company sold only 6,552 models. 
In 1935, Packard entered the 
medium-price car field by bringing 
out its Packard “120” model at a 
base price of $9806. The move 
saved the day, and Packard sales 
that year shot up to 37,653. The 
company, however, never regained 
its pre-depression position in the 
luxury car field. 


® Packard sales bounced up and 
down from 1936 through 1953, but 
the company averaged more than 
68,000 models each year. Packard’s 
best year was 1949, when it sold 
97,771 cars. The company came 
through World War II in sound 
financial condition, and from 1947 
through 1953, Packard earned 
$48,500,000 after taxes. 

After losing $1,000,000 in the 
first four months of 1954, and 
convinced that only a full line 
company could survive in the high- 
ly competitive automotive field, 
the Packard board of directors 
voted to merge with Studebaker. 

S-P has been hard pressed fi- 
nancially since the merger. In 
1954, the company lost $40,000,000. 
S-P showed a net loss of $29,700,- 
000 in 1955 and the company suf- 
fered a net loss of $103,318,257 
in 1956. In August, 1956, the com- 
pany voted to close the Packard 
plant in Detroit after 56 years. 

At the same time, Curtiss-Wright 
Corp. came to S-P’s aid with a 
$35,000,000 loan in return for 
leases on S-P property and stock 
options. Curtiss has since played 
a major role in management of 
S-P. 

The swing at S-P the last two 
years has been toward the economy 
ear field. Last year, the company 
introduced the Scotsman, which 
sold for under $1,800. Last May, 


Harnett 


Tor posts—New officers for 1958-'59 of the New 
York chapter of the Sales Promotion Executives 
Assn. are John F. Forsyth, Trans World Airlines, 
president; Joel H. Harnett, Look, 


Green 


Forsyth 


lst vp; Stanley 


| 


Goodman Paulsen 


Goodman, Grayson Robinson Stores, 2nd vp; Wil- 
liam H. Green, Kenyon & Eckhardt, secretary, and 
Robert A. Paulsen, petroleum and chemicals divi- 
sion, E. I. du Pont de Nemours & Co., treasurer. 


S-P announced that it would mar- 
ket a new line of “economy” cars 
in 19°9. These new models report- 
edly will sell for about $1,800. 
Although S-P marketed several 
models of 1958 Packards, an AA 
reporter last fall had to look hard 
to find Packards when S-P showed 
its 1958 line at South Bend. Almost 
all of the new models were Stude- 
bakers or Mercedes-Benz cars, 
which S-P distributes in the U.S. 


s “Ask the man who owns one” is 
one of the most famous slogans in 
advertising history. The slogan 
reportedly was originated in 1902 


by James Ward Packard himself, | 


when his secretary asked him how 
to answer an inquiry as to how a 
prospective car buyer could be 
assured that Packard was a good 
car. 
“Tell him that we have no liter- 
ature—we aren’t that big yet,” 


Mr. Packard told his secretary. | 


“But if he wants to know how good 
an automobile the Packard is, tell 
him to ask the man who owns one.” 

Later the same year, Mr. Pack- 
ard ran his first ads for his new 
cars in The Saturday Evening Post 
and other magazines. The copy in 
the first ad, which contained no 
illustration, would have done 
justice to Claude Hopkins. Follow- 
ing is the copy: 

“We do not want you to think 
that our car contains everything 
that is possible in an automobile. 
There are a great many things 
which other vehicles will do which 
the Packard motor will not—and 
we are thankful for that. 

“We know that with the same 
care and attention, it will give you 
better satisfaction than any other 
automobile made. There are two 
ways for you to make dead sure 
of this: Ask the man who owns 
one and buy one.” 


= The agency most generally as- 
sociated with Packard is Young 
& Rubicam, which handled the 
account for 19 years, from 1932 
to 1951. Packard expressed regret 


Suen 
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COUN T—Rals- 
ton Purina Co.’s 
light - hearted 
claim for the 
feeding capacity 
of its new 18 oz. 
package of Wheat 
Chex is being 
used in newspa- 
pers, tv and radio 
in a market-by- 
market introduc- 
tion of the “feeds 
"em all” size. 
Guild, Bascom & 
Bonfigli, San 
Francisco, is the 
agency. 


when it moved its advertising to 
Maxon Inc. in 1951 (AA, July 9, 
51). 

After it got the account, Maxon 
charged that Packard ads were 
being directed at too small a mar- 
ket. The new agency dropped 
“class” magazines, shifted to 
“mass” magazines with more cir- 
culation and played up the price 
($2,700) of the Packard Clipper, 
the company’s most economical 
car. 

Maxon felt that broadening the 
market was the solution to Pack- 
ard’s problems. The agency felt 
that you couldn’t sell Packards to 
Cadillac owners but you could sell 


|them to owners of Buicks, Olds- 
| mobiles, Mercurys and other low- 


er-price cars. 


s Ruthrauff & Ryan snared Pack- 
ard from Maxon in 1954, and in 
turn lost the account 15 months 
later to D’Arcy Advertising. 
D’Arcy resigned Packard nine 
months later, and Benton & Bowles 
took over. Burke Dowling Adams 
picked up both Studebaker and 
Packard last year (AA, April 29) 
a week after Benton & Bowles re- 
signed. 

Always a substantial advertiser, 
Packard Motor Car Co. invested 
about $8,000,000 in advertising in 
1953— its last year as a company. 
This was double its 1952 budget, 
and was a superhuman but futile 
effort to keep the economic wolves 
away from the door. # 


WBBM-FM, Chicago, Is Now 
Independent Operation 

WBBM-FM, Chicago, a Colum- 
bia Broadcasting System owned 
and operated station, began com- 
pletely independent commercial 
operation July 20. The station, ex- 
cept for very early in its 17-year 
history, has been used entirely to 
broadcast regular WBBM-AM pro- 
grams. The station, now carrying 
very few regular programs, hopes 
to become better geared to the 
audience with a music and news 
format. 

The music programming is be- 
ing built around the Columbia 
Masterworks libraries, while the 
news is being presented in the 
“news in depth” pattern, a new 
technique, developed by CBS, 
which allows greater examination 
of the news headlines. Named to 
manage the new operation is 
Walter L. Dennis, who has the title, 
assistant manager of WBBM-FM. 


Builder Publication to Bow 


August is the date set for the 
inaugural issue of New England 
Architect & Builder Illustrated, 
according to Richard Zinkowski 
and Leon Arber, co-publishers. The 
new trade publication will be a 
monthly magazine for the building 
construction industry in the six- 
state New England area. The pub- 
lisher is Norbrook Publishing Co., 
215 Stuart St., Boston. 


‘Mad Show’ Offers 
Prime TV Time 
to Small Sponsor 


(Continued from Page 3) 
before fall. 

“Mad Show,” which got per- 
mission from Mad to use its 
title and any features from the 
magazine that seem adaptable, is 
planned to open with a comedy 
newsreel and close with a sketch. 
Between those two elements and 
the sequences arranged for the 
commercials, the producer will 
have flexibility to move in any 
direction. 

The commercials on the pro- 
grams will be sequences built 
around three 20-second messages. 
If the show is a sellout, there 
would be five such sequences. As 
if anticipating triple-spot charges, 
the network presentation for “Mad 
Show” noted that the “announce- 
ments will never be  back-to- 
back.” 

This is how a four-page mailout 
on Mr. Weaver’s proposed produc- 
tion explains the commercial 
setup: 


= “Each commercial message will 
either follow an _ entertainment 
segment or be woven into a 
comedy sequence to guarantee 
undiminished audience attention. 
For example, there will be a 
suspense situation—a train and 
auto about to collide—when an 
announcement is shown. After the 
message, the result of the ‘colli- 
sion’ is seen, with a comedy pay- 
off. 

“Set in comedy continuity, the 
commercial messages on the ‘Mad 
Show’ will capture viewer interest 
because they are a vital part of 
the action. In addition, each week 
one-third of the sponsors will 
receive special treatment—involv- 
ing cast members in a by-play 
with the product—for additional 
impact and identification. Com- 
mercial positions will be rotated 
weekly so that each participating 
advertiser gains equal exposure.” 

Mr. Weaver, former chairman 
and president of NBC, is tv con- 
sultant to Kaiser Industries. He 
was associated in the production of 
a half-hour comedy show, “Make 
Me Laugh,’ on ABC-TV last 
season, # 


Frito Acquires Ruffles 

Frito Co., Dallas, has acquired 
all patents and trademarks in the 
U.S. and Canada covering Ruffles, 
a waffle type potato chip. Ruffles 
are distributed in approximately 
one third of the U.S. Twelve pat- 
ents and the existing Ruffles ma- 
chinery were acquired from Ber- 
nard Stahmer, Omaha, the. inven- 


tor. 


80 Advertising Age, July 21, 1958 
| a ee me | 
a % - 7 ‘os " 
| ile A Ya es ge ie ; 
‘ . soe Met Wee... >» 
Pen ; ee. : Plea eee me ; vy ry <i exis : 5 
je Noman Ee aes ; — " — eee ae “4 % ne 
a ee : ee i Seman an peer 4 , ae eee eee ee 
aa ee ie. ee a ee ee 
eer “Yk, See are ee ae este ee 
—— . 1 
a a 
a 
ete 
— 
Lo j 
- FIRST <> 
3 
ae daily in Michigan es. | 
Mirae, "J ‘ 
oe Re 
: a peo! Ct. . | » @ 
ee since 1831 = pe \)) | 
a aA BM CL 
| 
| a 
34 pe ay ‘ ° . ’ | 
aM @ in women's | 
pr i) 
th stores 
aa sip | Lyf advertising 
he a a 
i. H =..." More than both 
ee S evening papers | 
me neat | 
| 
ned SER. Stain 
per 
ea a a 
cae 4 
me FIRST (ML 
ae in reader interest | | 
Ses " 
are better-read 
by men 
and women 4 ( 
TOE * | 
et Oe . 
Ee ot one up in the | 
eae © ~ = ‘ 
ae? J momung 
te , He te —= Ai 
ie oe Z : ‘ “ U lik th major 
ete Bi: ‘ ‘> markets, just one | 
Bee. “ morning paper 
at, * 
; 5 es, 
= in home- delivered AX «sare 18 gromaipa OS ie ye | 
a a ae “a a 2 AON py ee i——_ \ 
gone : SZ Z Tip Arr Ss F } 
a Highest home- WA ge BEN ce WE? | we! 
ae delivered circulation a Y bad we? ‘ ae 
tones ® 3 ‘ . / ren ae 
me a in history! * A . hn ee: ~<a) 
cag - , >. “ mS 4 #2 a 
a Le OR . ee LF 
iG e 4 re , ss _—_ , pe | 
oe { f" \" yy pe Zz xg | 
Ag hes we ars ae P= _ fo = Ben * 
me Parr ti 3 ie 
Sek Cae 
a ed | 
'e - )\ Scena 
: . tS ie - cre adnate j | ; 
i oo | a * Comp, crunchy Whaat Chas - ie caveat oD . 
eh | Ve Aras i. oO 
ae ses - eS feeds om at! 
ae | 3 _____. WHEAT. CHEX fs . anes 
itis Ape: sid ee a ne ne 8 | 7 
2 Bede os 
ae SSeS 
is ; / _ a MV ty RP, yy Nie Sat oe Pa Dale wa paces 7 . a = +e a re a an a, 7 . = can Ee oo ce 7 ~ ise = 7 x we 
ee a 


Looking for sales? 


You'll find them in Gmaha and Nebraska! 


Nebraska new car sales in the first six months of 1958 
are up 5.4% over the same period last year. 


For the second straight month Omaha ranks in the 
top ten cities in business activity. 


Metropolitan Omaha is in the midst of a 200 million 
dollar construction year, creating 3000 new jobs. 


Nebraska leads in its five state area for department a 
store sales gains for the first six months of 1958. 


The Omaha World-Herald is the one medium that covers all of Nebraska and 
Western lowa. Let us help you sell that market. 


Omaha World-Herald 


248,725 Daily 261,195 Sunday 
ABC Publishers’ Statement, Six Months Ending March 31, 1958 


O'Mara & Ormsbee, Inc., National Representatives 


New York ® Chicago ® Detroit ® Los Angeles ® San Francisco 
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McGRAW-HILL Publishing Company, 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 


Every salesman knows... 
it’s easier to open a door 


if you first open a mind. 


MORAL: Sales start before your salesman calls 


— with business magazine advertising. 
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